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KETV  Delivers 
i^irst  Place  Time  Periods 


in  Omaha! 


* 


HBCGh 


First ...  in 
quarter  hours 
when  all  3 
Omaha  Stations 
compete ! 

First ...  in 

Share  of 

Audience, 

6  P.M. -Midnight, 

Sun. -Sat ! 


First  ...  in 
Omaha's  choice 
of  Movie 
Entertainment ! 


ONE-WEEK 

KETV    l60l/2 

Station  B 105 

Station  C 135V2 

ONE-WEEK 

KETV 42.4 

Station  B   27.2 

Station  C   30.4 


FOUR-WEEK 

KETV  147 

Station  B 130 

Station  C 124 

FOUR-WEEK 

KETV 36.2 

Station  B   31.8 

Station  C   31.7 


Movie  Masterpiece 

(Starts  9:35  P.M.) 
ONE-WEEK  FOUR-WEEK 


(average) 
KETV 24.5 


(average) 

KETV 16.6 


9:35  Movie  Cumulative  rating:  70.6! 

Late  Movie  Cumulative  rating:  40.4! 

Act  promptly  to  buy  minutes  and  breaks  with  ratings  averaging  in 
the  upper  20s  and  30s,  adjacent  to  leading  ABC-TV  network  shows 
and  Omaha's  highest-rated  movies. 

♦Nov.,  '58,  Metropolitan  Omaha  One-Week,  Four-Week  ARB. 

Call  your  |    ]|J  man  today 


ABC  TELEVISION  NETWORK 


ten  H.  Cowdery,  President 

ugene  S.  Thomas,  V.  P.  &  Gen.  Mgr. 
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TEXAS  STUDY 
HELPS  RADIO 
"KNOW  ITSELF' 

The  Institute  for  Moti- 
vational Research  Bete 
KPRC  searching  it- 
commercials  and  pro- 
grams for  listener  need- 
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WSB  Farm  Director  Roy  McMillan  clasps  trophy  presented  for  Ga.  Farm  Bureau  Federation  by  A  &  P's  Harold  Jackson  (R1.  J.  P.  Duncan,  Jr.,  (L)  is  Federation  president. 


Farm  Service  Award 

again  goes  to 
Atlanta's  WSB  Radio 

For  three  of  the  four  years  it  has  been  offered,  the  Georgia 
Farm  Bureau  Federation  trophy  has  gone  to  WSB  Radio. 
The  1958  award  was  made  in  recognition  of  the  station's 
"outstanding  service  to  Georgia  agriculture". 

Up-to-the-minute  market  reports,  specialized  news  and 
information  are  the  backbone  of  WSB  Radio's  farm  pro- 
gramming. Georgia's  farm  families  show  their  apprecia- 
tion by  making  WSB  their  most  listened-to  radio  station. 


50,000  watts  of  service  to  Southern  farmers 

WSB  RADIO 

The  Voice  of  the  South -ATLANTA 


Affiliated  with  The  Atlanta  Journal-Constitution.  NBC  affiliate.  Represented  by  Edw.  Petry  &  Co. 
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DIGEST  OF  ARTICLES 

Motivational  Research  comes  to  radio 

25    What  are  the  psychological  needs  of  radio's  audience?    Will  tomorrow's 
station  satisfy  them  better?    Results  of  a  motivational   study   in  Texas 

Spot  radio  results  impress  Wall  Streeters 

28  Financial  houses  using  radio  during  New  York  newspaper  strike  like  the 
pull — even    though    it    means    unaccustomed    night    work    at    the    office 

First  flavor  break-down  of  Parti-Day  sales 

29  Analysis   of   first    two   months    of    Parti-Day    in    Green    Bay    tv    test    area 
shows  strong  movement  for  butterscotch,  though  fudge  and  chocolate  lead 

Station  organizes  news  tipsters 

30  Promotion  by  Denver  radio  station  signs  up  over  2,000  KMYR  Korrespon- 
dents,    has    them    fighting    to    get    there    first    in    reporting    local    news 

Drug  chain  battles  discount  houses  with  radio 

30     Pittsburgh  chain  teams  with  premium  stamp  firm  in  joint  radio  promo- 
tion  aimed   at   matching   percentage   increases   of   discount   competitors 

How  top  clients  use  spot  radio 

32  They   employ   it  in   a  variety   of  ways,   from   straight   sell   to   reminder 
copy,    in    52-week    drives    and    flights.      Active    clients:    auto,    beer,    oil 

Life  magazine  joins  the  anti-rv  attack 

33  Editorial  in  Luce  publication's  Entertainment  issue  follows  same  general 
"party-line"    expressed    in    recent    Fortune    article,    calls    tv    "sleazy" 

Television  results — 1958 

35    sponsor  presents  its  annual  rundown  of  the  year's  most  successful  cam- 
paigns.   Arranged  alphabetically,  here  are  32  reasons  for  buying  spot  tv 

sponsor  asks)     How   do    you    overcome    the    top-50 
market  psychology? 

54    With  many  advertisers  fueling  that   only   top-50  market  spot  schedules 
are  efficient   buys,  reps  tell   how  they   are   selling   the   smaller  markets 
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Davenport,  Iowa   —   Rock  Island,  Illinois 

47th    TV   MARKET    IN    THE   U.S 


As   Reported   in  TELEVISION   AGE,  May    19,    1958 

41  Albany  Schenectady-Troy         46  Omaha 

42  Nashville 

43  Champaign 

44  Miami 

45  Sacramento-Stockton 


47  Davenport-Rock   Island 


48  Binghamton 

49  Raleigh-Durham 

50  Asheville 


WOC-TV      IS      No.      1      IN      COVERAGE 
IN    THIS    47th    MARKET 


1,727,100 

556,500 

469,890 

97,101 

54,912 


48  COUNTIES 
Population* 
Homes 
TV  Homes 
Farm  Homes** 
TV  Farm  Homes** 
Effective  Buying  Income*     $2,852,363,000 
Retail  Sales*  $2,076,120,000 

*  Sales  Management's  "Survey  of  Buying  Power,  1958" 
**U.  S.  Census  of  Agriculture,  1954 


Col.  B.  J.  Palmer 
President 

Ernest  C.  Sanders 

Resident  Manager 

Pax  Shaffer 

Sales  Manager 


NCS  2 


BETTENDORF 

ROCK  ISLAND 
MOLINE 
EAST  MOLINE 


IOWA 


WISCONSIN 


ILLINOIS 


WOC-TV  Davenport,  Iowa  is  part  of  Central  Broadcasting  Company  which 
also   owns   and   operates   WHO-TV   and   WHO-Radio  —   Des   Moines. 


SPONSOR       •       3    JANUARY    1959 


SERGEANT 
PRESTON 

of  the 

YUKON 

Leads  the 

Rating  Race 
in  Market 

after  Market! 


BALTIMORE 

31.3 

...19.8 

Pulse, 
May, 

SERGE 

High\A^ 
Silent  S 
Sea  Hui 
State  Tr 

ANT  PRESTON 

1  Patrol 

1958 

ervice 

it 

ooper 

15.3 
14.8 
12.8 

CLEVELAND 


Pulse, 
March, 
1958 


ARB, 
Jan., 

1958 


WINSTON-SALEM 


ARB, 
April, 
1958 


NEW  YORK 


Arbitron, 
9/25/58 


PROVIDENCE 


Pulse, 

Jan., 

1958 


SERGEANT  PRESTON 22.2 

Sheriff  of  Cochise 18.2 

Sea  Hunt 17.9 

State  Trooper 17.5 

Honeymooners 15.2 

■  = 

SERGEANT  PRESTON 29.4 

Honeymooners 23.6 

Whirlybirds 22.5 

Sea  Hunt 18.8 

Highway  Patrol 12.3 

SERGEANT  PRESTON 27.3 

Sea  Hunt 22.5 

Adventure  Scott  Island 17.3 

Gray  Ghost 12.4 

Silent  Service 4.8 

SERGEANT  PRESTON 16.6 

State  Trooper 14.5 

Highway  Patrol 9.6 

Silent  Service 6.4 

Sheriff  of  Cochise 3.6 

SERGEANT  PRESTON 29.8 

Harbor  Command 27.3 

Highway  Patrol 25.8 

Silent  Service 21.8 

Twenty-Six  Men 19.3 


1    SYR/ 

irn<;F     I 

36.3 

..  .34.9 

ARB, 
Feb., 

SERGEANT  PRESTON 

Silent  Service 

1958 

Sea  Hunt 

Sheriff  of  Cochise 

Highway  Patrol 

31.7 

21.9 

.21.5 

I 

T 
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1  NDEPENDENT 
TELEVISION 


CORPORATION 

488  Madison  Ave.  •  NY.  22  •  PLaza  5-2100 


NEWSMAKER 
of  the  week 


This  week,  with  the  air  media  and  particularly  radio  facing 
a  I\eiv  Year  that's  filled  ivith  many  unsolved  problems 
and  the  urgent  need  for  energetic  decisions,  a  veteran  sta- 
tion representative  ivith  a  26-year  background  in  radio 
and   tv   takes    over   an    important    industry   command   post. 

The  newsmaker:  H.  Preston  Peters,  chairman  of  the 
hoard  of  Peters.  Griffin  &  Woodward,  who  this  week  became  presi- 
dent of  the  Station  Representatives  Association. 

Illinois-born  and  Amherst-educated  "Pete"  Peters  brings  to  the 
SRA  job  a  wealth  of  impressive  industry  experience.  His  knowledge 
of  radio  and  radio  stations  dates  back  to  June  1932,  when  he  joined 
Free  &  Sleiniger.  a  Chicago  representative  firm.  He  opened  their 
New  York  office  the  following  year  and  the  company  became  Free 
&  Peters  in  1936. 

His  firm  (the  name  was  changed 
to  Peters,  Griffin  &  Woodward  in 
1956)  has  been  associated  with 
the  development  of  such  outstand- 
ing stations  as  WHO,  Des  Moines; 
WGR,  Buffalo;  WDAY,  Fargo: 
WMBD.  Peoria;  WOC,  Davenport; 
KMBC,  Kansas  City,  Mo.  and 
many  others.  When  PGW  cele- 
brated its  25th  anniversary  last 
year,  the  party  was  attended  by 
seven  station  clients  who  had  been 
with  the  firm  since  1932. 

Peters  was  one  of  the  first  advo-  H.  Preston  Peters 

cates  of  the  exclusive  representa- 
tion idea,  and' one  of  the  first   (1947)    to  form  completely  separate 
radio  and  tv  departments  in  a  representative  firm. 

As  the  new  president  of  SRA,  Peters  will  head  up  an  association 
of  19  radio  and  tv  representative  firms,  organized  to  deal  with  such 
matters  as  industry  sales,  trade  practices,  a  representative's  code  and 
the  various  legal  and  legislative  problems  of  the  business. 

Among  the  plans  now  being  formulated  at  SRA  are  an  all-industry 
sales  push,  using  special  10-second  spots  by  station  clients  of  SRA 
firms,  new  broader  research  on  radio  coverage  and  penetration,  and 
an  extensive  trade  campaign  to  sell  radio  and  tv  to  advertisers  and 
agencies.  The  need  for  stepped-up  pressure  behind  spot  radio  has 
been  the  subject  of  several  recent  SRA  meetings,  and  spot  radio  will 
undoubtedly  be  a  major  concern  of  the  Peters'  administration. 

Peters,  who  is  described  by  his  associates  at  PGW  as  "warm, 
sincere,  loyal  and  a  stickler  for  perfection!"  was  one  of  the  founders 
of  SRA.  He  is  married  to  Virginia  Church  Peters,  daughter  of 
Arthur  Church,  radio  pioneer  of  KMBC,  Kansas  City,  Mo.  ^ 
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Get  more  business  in  this  key  port 

on  the  great  St.  Lawrence  Seaway  through 

WICU-TV 


CHANNEL  12 

Affiliated  with  NBC  &  ABC  Networks 

One  of  America's  top  markets,  Erie  stands  well 
above  average  in  effective  buying  income. 
Above  average  also  in  food,  drug  and 
automotive  sales.  One  medium  sells  the 
Greater  Erie  market  completely  — WICU-TV. 
marking  its  tenth  anniversary  of  service 
to  380,400  television  homes. 

A  tremendous  industrial  center— with  348 
plants  producing  over  $500,000,000  in 
manufactured  products  annually —  Erie  leads 
in  growth-rate  among  Pennsylvania's  big  cities. 
And  that  growth  will  be  accelerated  by  the 
St.  Lawrence  Seaway.  Find  out  how 
WICU-TV  is  helping  major  advertisers 
get  more  business  in  this  expanding  market. 
Your  Blair  man  has  the  facts.  Ask  him. 


fffecttve  Janmni1 

Wicv  TV  J  *>  J!>*> 

l  an»ounces 
heaPPoh,tme„tof 


The  nation's  top  city  for 
greatest  gain  in  business, 
and  the  area  served  by  its 
two  television  stations. 


WySt 

channel    3 
see  KOLLINGBERY, 


fJTil 

ctffllinel  mn 
see  KATZ 


by  John  E.  McMillin 


Commercial 


commentary 


Flesh,  blood,  and  a  corporate  image 

Madison  Avenue,  in  its  infinite  wisdom,  comes 
up  with  some  of  the  damnedest  catchwords. 

The  Advertising  Catchword  of  1958  was  easily 
the  over-worked  word  "image."  And  I  submit 
that  "image"  is  a  very  lousy  word. 

Lousy  because  it  seems  so  superficial,  external, 
spurious,  like  a  reflection  instead  of  reality.  And 
because,  as  used  by  certain  glib,  brash,  free- 
wheeling young  admen   it  smacks  of  dishonesty  and  charlatanism. 

To  hear  them  talk  you'd  think  that  an  "image"  was  a  kind  of 
crafty  cosmetic,  to  be  pasted  down  on  the  face  or  a  brand,  or  a 
product,  or  a  corporation  like  lipstick,  mascara,  or  false  eyelashes. 

This,  of  course,  is  nonsense.  No  image  is  worth  a  hoot  unless  it  is 
truly  an  "outward  and  visible  sign  of  an  inward  and  spiritual  grace." 
But  the  word  has  been  so  confused  and  abused  that  maybe  it  will  pay 
us  to  take  a  quick  look  at  a  few  forgotten  pages  of  advertising  his- 
tory, to  see  what  it  really  means,  and  how  it  originated. 

Two  old  theories  of  advertising 

First  of  all,  this  preoccupation  with  "images"  is  comparatively 
new  in  the  ad  business.     It  dates  back  less  than  20  years. 

During  the  depression-ridden  '30s,  most  of  us  in  the  creative  end 
of  advertising  were  bedevilled  by  two  quite  different  concepts. 

The  first  was  the  Readership  (or  Listenership)  theory,  advocated 
by  the  more  florid  admirers  of  Drs.  Starch  and  Gallup.  The  sec- 
ond, which  reached  its  finest  flowering  in  the  rise  and  success  of  the 
Ted  Bates  agency,  was  the  Central  Sales  Point  concept. 

The  Readership-Listenership  boys  (Y&R  was  rife  with  them  in 
those  days)  held  that  the  first,  in  fact  almost  the  only,  job  of  adver- 
tising was  to  get  itself  seen  and  heard.  Pursuing  this  idea,  they 
devoted  nearly  all  their  creative  energies  to  devising  tricks  of  pres- 
entation and  illustration  which  would  insure  high  noting,  readership 
and  listening  for  their  copy. 

Opposing  them  were  the  logical  thinkers  of  the  Central  Sales  Point 
school.  Those  flinty  philosophers  argued  that  the  first  job  of 
advertising  was  to  sell,  and  that  to  sell  you  needed  certain  rules. 

Chief  of  these  rules  was  that  you  had  to  have  one  clear,  compelling 
sales  argument,  or  Central  Sales  Point  in  each  piece  of  copy. 

Different  agencies  called  this  Central  Sales  Point  by  different 
names.  Bates'  USP  (Unique  Selling  Proposition)  was  probably  the 
best  known.    But  most  big  agencies  had  their  own  variations. 

Now  actually  both  the  Readership-Listenership  theory  and  the 
Central  Sales  Point  concept  represented  considerable  advances  over 
many  previous  advertising  practices.  And  both  demonstrated  that 
they  could  sell  against  sloppy,  confused  competition. 

But  along  about  1940  a  mysterious  thing  began  to  happen.  There 
arose,  in  any  quarters,  a  kind  of  ground  swell  of  opposition  to  both 
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"Imagin' 


me  goin'  ta  collidge!"  WJAR-TV  made  nationwide  headlines  recently  when  it 
initiated  a  live  TV  course  on  the  history  and  philosophy  of  communism.  Full 
academic  credit  was  given  by  Providence  College  and  enthusiastic  letters  poured 
in.  Daring,  imaginative,  unorthodox  local  programming  like  this  is  the  biggest 
single  reason  why  WJAR-TV  consistently 
walks   off  with   the   lion's   share   of  the 

audience  in  the  Providence  Market.  Cock-of-the-walk  in  the  PROVIDENCE  MARKET 

NBC    •    ABC    •     Represented    by    Edward    Petry    &    Co.,    Inc. 


WJAR-TV 


CHANNEL  10 
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VARIETY 


Commercial  commentary  continued 


because  it  stands  to  reason 

that  all  listeners  do  not  prefer  the 

same  thing. 

Therefore,  in  order  to  best 
serve  "most  of  the  people  most 
of  the  time,"  KOA-Radio 
adds  variety  to  every  phase  of 
broadcasting. 

There's  great  variety  in 
entertainment  as  KOA  combines  the 
best  of  network  shows  with 
popular  local  programs.  Variety 
in  style  and  presentation 
distinguishes  KOA's  news 
coverage  and  public  service 
programming.  The  appeal 
of  talented  variety  in  personalities 
is  evidenced  by  KOA's  loyal, 
responsive  audiences. 

Variety  in  programming  can  help 
you  sell  more  effectively,  too. 
On  KOA-Radio,  your  sales 
message  is  unmistakably  yours  .  .  . 
individualized  and  delivered 
to  create  immediate 
sales  action! 


Represented  nationally  by 

Henry  I. 
Christal  Co.,  Inc. 


'/si 


,N,B.C. 


KO 

DENVER/ 

One  of  America's  great  radio  stations 

850  on  your  dial 
50,000  Watts 


theories.  It  was  as  if  advertisers  all  over  the  country  began  saying  to 
their  agencies,  "There  are  more  things  in  heaven  and  earth  than  are 
dreamt  of  in  your  copy  formulas,  Horatio." 

A  new  third  dimension 

I  first  heard  these  rumblings  in  1942  when  I  was  at  Compton.  P&G 
suddenly  began  complaining  that  the  ads  we  were  doing  for  Ivory 
Soap  did  not  have  what  they  called  "The  Ivory  Personality." 

Their  complaints  brought  outraged  howls  from  various  agency 
personnel.  "Those  dumb  little  jerks  in  Cincinnati  don't  know  good 
advertising  when  they  see  it,"  growled  an  apoplectic  account  man. 

"What  do  they  mean  by  personality?"  squeaked  a  print  copy- 
writer. "We're  giving  them  the  same  high  readership  that  Cannon 
Mills  are  getting."  But  older,  wiser  agency  heads  (you  need  them 
with  P&G  business  I  decided  that  we'd  better  try  to  understand  the 
client.  And  from  our  work  on  the  Ivory  Personality  we  found  a 
new  "third  dimension"  of  advertising. 

This  "third  dimension"  goes  beyond  mere  sales  arguments, 
though  these  are  important.  And  it  is  not  the  same  as  the  tricks  of 
advertising  craftsmanship  which  attract  attention  and  build  interest. 

The  third  dimension  is  the  essential  nature  of  the  product  (or 
corporation)  itself.  Personality  doesn't  describe  it  very  well.  The 
old-fashioned  word  "character"  is  much  better.  And  this  character 
is  a  combination  of  what  the  brand  or  company  is,  and  how  its  chief 
executives  think  about  it. 

P&G.  for  instance,  has  or  had  certain  definite  ideas  and  attitudes 
about  Ivory  Soap.  These  attitudes  were  reflected  in  the  way  the 
product  was  made,  packaged,  priced,  merchandised,  and  sold.  They 
were  quite  different  than  its  feeling  about  Duz  or  Tide.  And  though 
unwritten  and  almost  never  voiced,  they  were  always  present, 
consciously  or  subconsciously,  in  the  minds  of  P&G  executives. 

Our  studies  of  the  "Ivory  Personality"  showed  that  every  time  an 
Ivory  ad  (print  or  air)  violated  this  character  by  word,  layout,  pic- 
ture, color,  type,  voice,  logo,  design,  or  feeling,  it  made  P&G  uneasy, 
though  they  could  seldom  explain  why.  Similarly,  any  ad  which  truly 
reflected  the  essential  character  of  Ivory  Soap  received  an  almost 
automatic  O.K. 

What  has  all  this  to  do  with  "images?"  Well,  the  interest  in  brand 
or  corporate  personalities  gave  rise  to  the  modern  image  concept. 

Not  all  advertisers  or  agencies  were  equally  fascinated.  Bates,  for 
example,  has  clung  sturdily  to  its  USP,  and  has  pretty  much  dis- 
regarded personalities.  But.  during  the  past  10  years,  particularly, 
such  agencies  as  Ogilvy,  Benson  &  Mather  have  given  great  currency 
to  the  image  idea. 

Image  itself  is  a  research  word.  When  you  try  to  measure  the  im- 
pact of  brand  or  corporate  personalities  on  consumers,  you  come  up 
with  the  idea  of  an  image.     That's  one  reason  for  its  weakness. 

For  the  true  character  of  a  company  or  product  is  not  what  it 
seems,  but  what  it  is.  And  advertising's  responsibility  is  to  discover, 
define  and  project  this  essential  "is-ness" — not  to  create  illusions. 

The  job  itself  is  difficult.  It  takes  real  thought  and  insight  and 
great  creative  skill. 

But  it  is  easily  the  most  stimulating  part  of  advertising  or  public 
relations.  For,  when  it  is  well  done,  it  is  more  than  a  gaudy  reflec- 
tion.    It  is  both  a  banner  and  a  challenge  for  the  company  itself.   ^ 
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Two  ways  to  get  them  up  to  their  ears  in  commercials 


Some  commercials  build  up  resistance  .  .  .  others 
build  up  sales. 

The  differences — all  the  way  from  failure  to 
middling  success  to  real  success— are  evidence  of 
the  creative  selling  ability  of  your  advertising 
agency. 


Young  &  Rubicon,  Inc. 
Advertising 


New  York     •    Chicago     •     Detroit     •     San  Francisco     •     tos  Angeles     •     Hollywood     •     Montreal     •     Toronto     •     london      •      Mexico  City     •      Frankfurt     •     San  Juan     •     Caracas 
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Superior  production,  perceptive 
costing,  knowledgeable  direction  and 
tight  writing 

—BILLBOARD 


has    shot    its    way    into    the 
Nielsen  bigtime  .   . 

—RADIO  DAILY 


kept  me  at  my  set  right 
through  the  commercial!  .  .  .  Crisply 
and   believably  written!" 

San  Francisco  CALL  BULLETIN 


one   of   the   best   of  the  new 
Western  crop." 

—BILLBOARD 


starring 


Pat  Conway 


ON  ABC  FOR  ONE  YEAR! 


BEAT  Dinah  Shore  Chevy  Show.  .  7  times  in  8  surveys 


OUTSTANDING   RATINGS  IN 
MARKETS  LARGE  AND  SMALL 


BEAT  I  Love  Lucy .  .  . 
BEAT  The  Californians 

BEAT  Pat  Boone 

BEAT  Bob  Cummings. 
BEAT  U.  S.  Steel  Hour 
BEAT  Person  to  Person 


13  times  in  13  surveys! 
12  times  in  13  surveys! 
11  times  in  13  surveys! 
11  times  in  13  surveys! 
11  times  in  13  surveys! 
10  times  in  13  surveys! 


Detroit 


ARB.  July  '58 


Cincinnati 


ARB,    Feb.    58 


id  always  BEAT  Suspicion,  George  Gobel,  Colt. 45, 
Welk's  Top  Tunes,  Eddie  Fisher,  Your  Hit  Parade, etc. 

Nielsen,  Oct.  '57  thru  Apr.  '58 


Seattle  Tacoma 


ARB.  Apr.  '58 


San  Diego 


Pulse.  Aug.  '58 


Lubbock 


ARB.  Apr.   '58 


San  Antonio 


Pulse,  Mar.  '58 


Baltimore 


ARB.  Sep 


Portland, 


ARB.   June 


Los  Angeles 


ARB.   Mar.  '58 


multi-city  buying  is  in  fashion,  too 

Norfolk  jackets  are  the  last  word  in  menswear  fashion,  but  buying  WGAL-TV's  low-cost 
multi-city  coverage  is  an  established  custom.  This  pioneer  station  is  first  with  viewers  in 
Lancaster,  Harrisburg,  York,  and  numerous  other  cities  including:  Reading,  Gettysburg, 
Hanover,  Lebanon,  Chambersburg,  Lewistown,  Carlisle,  Shamokin,  Waynesboro. 


♦   ♦ 


STEINMAN  STATION 
Clair  McCollough,  Pres. 


^y 


316,000  WATTS 


GAIi-TV 

CHANNEL  8  •  Lancaster,  Pa.  •  NBC  and  CBS 

Representative:  The  MEEKER  Company,   Inc.    •    New  York    •    Chicago    •    Los  Angeles    •    San   Francisco 

America's  10th  TV  Market  •  942,661  TV  households  •  $3%  billion  annual  retail  sales  •  $62/3  billion  annual  income 

Lancaster  .   Harrisburg  .  York  •   Reading  •   Gettysburg  .   Hanover  .   Lebanon  .   Chambersburg  .  Waynesboro  .   Lewistown  .   Sunbury 
Carlisle    •    Pottsville   •    Shamokin   •    Lewisburg   •    Hazleton   .   Wit.  Carmel   .    Bloomsburg   •    Hagerstown   .    Frederick   .   Westminster 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  reader* 


V      SPONSOR-SCOPE 
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Madison  Avenue's  managerial  and  planning  outlook — in  contrast  to  a  year  ago — 
is  very  rosy  indeed. 

With  practically  all  factors  in  the  economy  on  the  hotsy-totsy  side,  the  flow  of  adver- 
tising dollars  is  expected  to  produce  a  record  year. 

However,  the  trend  toward  the  reevaluation  of  media,  requiring  changing  accommo- 
dations hy  the  seller,  will  be  sharper  and  more  diverse  than  they  were  even  in  1958. 

Here  are  the  more  significant  anticipations  for  the  new  year  emerging  from 
SPONSOR-SCOPE's  annual  prospect-polling  along  the  Avenue: 

•  It  will  be  a  bigger  year  than  ever  for  tv  specials.  Advertisers  have  learned  to  use 
them  as  effective  spearheads  for  their  campaigns  and  special  promotions  —  the  way  they 
once  used  the  Sunday  supplements  and  magazines.  In  other  words,  tv  definitely  has  smashed 
what  had  been  a  monopoly  for  print. 

•  The  trend  in  network  tv  toward  flexibility  will  continue  to  grow,  with  the  op- 
portunity-buy becoming  a  fixed  feature  of  the  medium. 

•  Regardless  of  how  ARC  TV  fares  with  its  home  count,  daytime  tv — because  of  its  cost 
efficiency — will  take  on  more  and  more  "meat-and-potatoes"  attractiveness. 

•  The  tv  networks  will  continue  to  change  the  ground  rules  on  ways  of  buying, 
product  protection,  and  discounts — adding  to  the  headaches  of  competitive  media. 

•  Spot  tv  will  strengthen  its  competitive  position  by  further  easements  in  its  ratecard 
structure,  creating  cost-per  weapons  that  will  keep  it  smartly  competitive  with  the  net- 
works. 

•  Favoring  spot  as  a  whole  will  be  the  continuing  tendency  among  many  national 
advertisers  to  center  their  fire  on  problem  and  opportunity  markets. 

•  There'll  be  more  and  more  research  concentration  on  the  qualitative  import  of 
tv  commercials.    (See  page  15,  20  December  1958  SPONSOR-SCOPE  for  likely  directions.) 

•  National  spot  radio  may  find  itself  fighting  off  a  price  squeeze  because  of  tough- 
er competition  with  other  media.  The  escape  hatch:  a  realistic  appraisal  of  its  role  as  an 
entertainment-service  medium;  its  values,  place  and  uses  in  the  advertiser's  marketing  mix; 
and  its  unique  effectiveness  as  a  promotion  and  merchandising  prop. 

•  Availability  of  tv  properties  that  can  contend  with  the  westerns  will  be  the 
No.  1  headache  for  network  sponsors.  Personalities  who  can  head  up  a  weekly  show 
and  deliver  topnotch  audiences  will  be  at  a  greater  premium  than  ever. 

•  This  will  be  the  year  when  agencies  will  pluck  up  their  courage  to  charge  fees  for 
marketing  services  now  that  the  ANA  crusade  to  build  a  compensation  and  services  frame- 
work has  bogged.  More  agencies — a  la  McCann-Erickson — will  spin  off  their  marketing 
departments  into  autonomous  units.  N 


Despite  the  limited  holidays  activities,  renewals  on  national  spot  tv  kept  coming 
in  this  week  at  an  encouraging  pace. 

Lever  took  the  week's  lead  with  renewals  for  Dove,  Pepsodent,  and  other  brands. 
Meantime  there  also  was  action  from  American  Tobacco  and  Philip  Morris. 

The  Morris  arrangement  via  Burnett  was  on  a  corporate  level,  involving  all  the  brands 
but  Parliament,  which  B&B  is  handling  itself. 

Radio  renewals  included: 

Pall  Mall  (SSCB)   and  Sinclair,  on  a  pro  tern  basis. 

P.S.:    Lydia  Pinkham  (Cohen  &  Aleshire)  is  going  on  a  22-week  schedule. 
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Ford  will  be  breaking  loose  in  early  February  with  a  spurt  of  tv  buying  via 
JWT. 

It  will  pick  up  a  batch  of  network  shows  for  eight  to  13  weeks — one  or  two  of  them 
high-raters  out  on  loan. 

Lots  of  tv  spot  also  is  in  the  offing. 

Something  that  the  4  October  SPONSOR-SCOPE  (page  17)  predicted  would 
be  the  next  big  turn  among  agencies  loaded  with  tv  and  radio  materialized  at 
Y&R  this  week. 

The  move  at  Y&R  in  its  various  parts: 

1)  Pete  Levathes,  who  had  been  director  of  media  relations,  will  function  both  as 
head  of  tv/radio  buying  and  director  of  the  radio/tv   programing  department, 

with  William  Mountain  moving  out  of  the  latter  post  to  become  director  of  new  business. 

2)  Y&R  media  buying  is  reverting  to  the  system  that  prevailed  in  the  early  '50s,  with 
air  media  separate  from  other  media.  A  director  is  to  be  appointed  for  print  and  outdoor. 
The  guess  is  that  it  will  be  Henry  Sparks. 

Why  some  of  the  more  astute  analysts  among  top  agency  management  have  been  pre- 
dicting the  course  that  Y&R  has  taken : 

(a)  Because  of  the  complexity  of  air  media,  the  air  media  specialist  must  divorce  him- 
self from  the  print  perspective,  with  which  he  actually  has  little  in  common. 

(b)  As  the  stakes  in  tv  get  bigger,  the  tv  media  experts — being  essentially  a  businessman 
— must  be  placed  in  strategic  control  of  the  flow  of  the  dollar  not  only  into  media 
but  into  programing  which  has  ceased  to  be  an  agency  creative  function. 

Watch  for  the  tobacco  giants  to  make  their  next  product  move  in  the  direc- 
tion of  tobacco-wrapped  cigarettes  as  a  result  of  the  quick  success  of  Trend. 

This  cigarette,  wrapped  in  homogenized  tobacco,  has  a  price  edge  on  its  paper-wrapped 
brotherhood  by  virtue  of  the  fact  it's  taxed  as  a  cigar  and  not  as  a  cigarette. 

It's  been  getting  the  switch-smokers'  business — i.e.,  those  that  use  both  cigars  and 
cigarettes. 

American  Tobacco  is  reported  already  at  work  on  a  competitive  brand. 

Marketingmen  in  the  hard  goods  field  look  to  1959  as  the  year  when  the  dis- 
count houses  will  be  accepted,  though  reluctantly,  by  the  giant  manufacturers  as  respect- 
able members  of  the  retailing  world. 

They  feel  this  could  affect  advertising  from  two  directions. 

1)  The  outbreak  of  an  intensive  squeeze  on  prices. 

2)  A  price  war  of  sustained  dimensions  between  department  stores  and  discount 
houses. 

One  major  reason  why  the  giants  will  toss  in  the  sponge:  They  can't  depend  on  tht 
new  liberal  Congress  to  support  any  fair  trade  efforts. 

Here  are  a  couple  of  items  to  bring  you  up  to  date  on  what  happened  to  ra 
dio  listening  last  summer. 

ITEM  NO.  1:  Pulse  says  out-of-home  listening  reached  a  new  high  during  th< 
summer  of  1958,  adding  28.3%  to  in-home  listening,  compared  to  25.7%  the  year  before. 

ITEM  NO.  2:    At  the  request  of  SPONSORSCOPE,  Nielsen  computed  the  averagi 
hours  of  radio  usage  per-home  per-day  for  last  July  as  compared  to  the  follow 
ing  October.    The  breakdown,  which  also  covers  1956  and  1957,  looks  like  this: 
TEAR  OCTOBER  JULY 

1958  1  hour;  56  minutes  1  hour;  49  minutes 

1957  1  hour;  54  minutes  1  hour;  49  minutes 

1956  2  hours;  1  minute  1  hour;  59  minutes 

P.S.:  Nielsen's  Radio  Index  had  nothing  on  tap  re  outdoors,  but  it  is  working  on 
something  special  in  that  area. 
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You  can  expect  the  trend  toward  agency  mergers  to  take  on  even  more  mo- 
mentum during  the  next  12  months. 

Some  agency  prophets  are  predicting  that  within  the  next  10  years  as  much  as  90% 
of  all  agency  business  will  be  administered  by  about  40  firms. 
The  basic  factors  that  motivate  the  trend  toward  mergers: 

•  The  required  amount  of  working  capitals  keeps  getting  greater  in  ratio  to  billings 
handled. 

•  Clients  are  demanding  more  and  more  services;  to  buttress  these  with  top-grade  man- 
power, the  agency  needs  a  lot  of  income. 

•  The  cost  of  accounting  keeps  going  up,  and  it's  about  as  cheap  to  handle  $40  million 
as  $20  million. 

Among  the  outstanding  mergers  of  the  past  four  months   (see  30  August  SPON- 
SOR-SCOPE for  mergers  since  1  January  1958)  were  these: 


MERGED 

C.  L.  Miller;  Buchanan;  L&N 
Gardner;  Paris  &  Peart 
Geyer;  Morey,  Humm  &  Warwick 
Donahue  &  Coe;  Keyes,  Madden  &  Jones 
J.  R.  Pershall:  Reach,  McClinton 
Emil  Mogul;  Lewin,  Williams,  Saylor 
Atherton  &  Currier;  Kastor,  FC&C 
North;  Silverstein  &  Goldsmith 


BILLINGS 

NEW  NAME 

(millions) 

Lennen  &  Newell 

$83 

Gardner 

35 

Geyer,  Morey,  Madden  &  Ballard 

30 

(Working  agreement  only) 

50 

Reach,  McClinton  &  Pershall 

20 

Mogul,  Lewin,  Williams  &  Saylor 

18 

Kastor,  Hilton.  CC  &  Atherton 

18 

North 

15 

The  new  AFTRA  code  has  been  all  wrapped  up  by  the  union  and  network 
negotiators  and  ratification  by  AFTRA  members  is  expected  by  12  January. 

An  innovation  in  the  code  are  the  videotape  commercial  rates.  Basic  fees:  $93  for  first 
use;  $248  for  the  first  three  uses  and  $818  for  use  over  the  first  13  weeks. 

Bekins  Van  &  Storage,  one  of  the  West's  most  consistent  year-around  users  of  radio, 
has  decided  to  up  its  budget  and  swing  most  of  its  advertising  weight  to  tv. 

The  buy,  via  LaRoche,  covers  the  West  Coast  and  reaches  as  far  east  as  Houston, 
Dallas,  and  Kansas  City. 

The  Station  Representatives  Association  via  Price  &  Waterhouse  is  doing  about 
$14-million  worth  of  examining  on  its  estimate  of  national  spot  radio  billings  for 
1957. 

SRA  had  estimated  the  figure  for  that  year  as  $183,987,000.  Data  released  over  the  year- 
end  by  the  FCC  put  1957's  national  spot  radio  gross  at  $169,511,000. 

That  makes  quite  a  contrast  with  how  things  turned  out  for  1956:  The  SRA's 
estimate  was  just  $400,000  over  the  FCC  figure  of  $149.5  million. 

(See  News  Wrap-Up,  page  62,  for  details  of  the  FCC's  radio  money  report  for  '57.) 


The  soap  giants  are  winding  up  1958  with  Lever  amassing  the  most  first  places  in 


the  various  categories  of  the  business. 
The  rankings  are  as  follows: 

CATEGORY  BRAND 

Package  high-suds  detergent  Tide 

Package  low-suds  detergent  all 

Household  cleanser  Ajax 

Toilet  soap  Ivory 

Heavy-duty  liquid  detergent  Wisk 

Light-duty  liquid  detergent  Lux 

All-purpose  liquid  detergent  Lestoil 


COMPANY 

P&G 

Lever 

Colgate 

P&G 

Lever 

Lever 

Adell  Chemical 
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For  the  first  time  the  tv  networks  will  have  three  full-hours  Lucking  one  another 
when  CBS  TV  installs  Rawhide  into  the  Friday  8-9  p.m.  stretch  9  January. 

The  contending  hour  programs,  each  starting  at  8,  are  Disney  Presents  (ABC  TV)  and 
Ellery  Queen  (NBC  TV). 

Pharmaceuticals  and  Lever  will  sponsor  portions  of  Rawhide. 

Incidentally,  this  raises  the  total  number  of  network  westerns  to  25. 

It  looks  as  though  CBS  Radio's  daytime  schedule  will  be  pretty  well  buttoned 

up  with  business  for  the  first  quarter  of  1959. 

The  past  week's  count  of  new  business  included  Sterling  Drug,  three  units  for  13 
weeks;  California  Packing,  20  units  for  seven  weeks;  Lever's  Surf,  seven  units  a  week  for 
13  weeks;  and  Mutual  of  Omaha,  11  Impacts  and  five  news  periods  a  week  for  eight  weeks. 

What  probably  gave  New  York  admen  more  of  a  kick  than  many  other  holiday 
presents  was  the  special  airmail  delivery  to  their  homes  of  the  Sunday  edition  of 
Philadelphia  Inquirer  on  the  Christmas  weekend  (postage:  $1.40). 

The  benefactor  was  the  Triangle  stations,  which  had  been  feeding  the  same  agency 
people  with  daily  copies  of  the  Inquirer  during  the  19-day  New  York  newspaper  strike  (the 
Inquirer  is  in  the  Triangle  family).  The  nine  New  York  dailies  resumed  publication  Mon- 
day (29). 

ASCAP  has  offered  radio  stations  a  year's  extension  of  the  license  which  ex- 
pired 31  December  at  the  same  rates. 

The  All-Industry  Committee,  which  had  been  negotiating  with  the  Society  for  a  renewal, 
pulled  out  of  discussions  a  couple  weeks  ago  when  it  found  that  ASCAP  was  not  agreeable 
to  a  rate  reduction. 

As  permitted  under  the  Government  consent  decree,  the  All-Industry  Committee,  rep- 
resenting about  600  stations,  will  apply  to  the  Federal  court  for  the  desired  decrease. 

ASCAP  says  it  will  counter  with  a  bid  for  an  increase. 

BBDO  is  one  agency  that's  earnestly  pressing  the  case  for  radio. 
Its  1958  network  radio  billings  were  40%  over  the  1957  level  and  the  margin 
of  increase  for  spot  radio  was  not  far  behind. 

However,  the  media  rank  and  file  that  carry  radio's  story  to  BBDO's  topside  and  to  clients 
think  that  the  medium  ought  to  replenish  its  reservoir  of  positive  selling  with  some 
updated  weapons,  such  as  these: 

RADIO'S  ROLE:  For  the  large  advertiser,  it  can  be  a  supplementary  medium  which 
offers  at  low  cost  an  extension  of  the  tv  and  print  audience  and  the  sort  of  frequency 
that  spells  inimitable  reminder  impact.  For  the  small  advertiser,  it  adds  to  his  glamour 
via  dealer  tie-ins  and  local  promotion  and  advertising.  For  both,  it's  an  economic  tool 
for  testing  new  products  and  copy  platforms. 

FLEXIBBUTY:  Show  that  radio  is  flexible  in  the  full  sense  of  the  word;  that 
spasmodic  advertisers  are  as  welcome  as  they  are  in  newspapers  and  that  there's  a  place 
for  them  in  the  discount  structure. 

PROGRAMING:  Look  for  new  formats  which  stress  service  mixed  with  entertain- 
ment and  allow  for  five-minute  items  that  are  built  to  turn  over  audiences. 

DECORUM :  Avoid  the  "carnival"  atmosphere  and  other  short-sighted  devices.  Streps 
the  quality  and  values  of  the  station's  personality  and  audience  and  the  distinct  en- 
tertainment-service role  it  performs  in  its  community. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  4; 
News  and  Idea  Wrap-Up,  page  60;  Washington  Week,  page  51;  sponsor  Hears,  page  52; 
Tv  and  Radio  Newsmakers,  page  66;  and  Film-Scope,. page  49. 
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BUT  FOR  EVERY  TIMEBUYER 
THERE  ARE  TEN  OTHER  DECISION 
MAKERS  BEHIND  THE  SCENES 
WHO  READ  SPONSOR  AS  WELL 


Rarely  indeed  does  one  man  alone  determine  when  and 
where  to  place  radio  or  TV  business.   That's  why 
it  makes  sense  to  reach  every  decision  maker  possible 
with  your  message  because  every  voice  that  helps 
to  finalize  a  sale  should  know  your  story. 

It's  the  chief  reason  your  advertising  will  do  so 

well  in  SPONSOR.    SPONSOR  reaches  almost  everybody 

who  is  anybody  in  air.   All  the  timebuyers,  of  course, 

but  more  decision  makers,  too,  at  every  level  (in 

both  the  agency /advertiser  category)  than  any 

other  broadcast  publication. 

Proof? 

Fair  enough! 

SPONSOR  is  the  only  broadcast  publication  that 
offers  a  complete  circulation  breakdown  BY  JOB 
CLASSIFICATIONS — listing  the  exact  number  of 
subscribers  (with  their  names  and  titles)  at  every 
management  level.  We'll  be  happy  to  show  it  to  you 
at  your  convenience  and  prove  beyond  doubt  that 
SPONSOR  reaches  more  teams  that  buy  time  than  any  other 
book  in  the  field. 


PONSOR 
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sells  the  TEAM  that  buys  the  TIME 


Though     XV     gets  a  Kick 
From  assuming  this  pose, 
He  feels  it's  immodest 

To  wear  so  few  clothes! 

Of  course,  it's  false  modesty.  Noth- 
ing can  really  cover  up  KHJ 
Radio's  foreground  sound.  It's 
been  winning  agency  and  client 
friends  for  more  than  36  years.  And 
the  New  Year  promises  to  be  no 
exception. 

1959  is  still  a  babe  in  arms,  but 
KHJ  Radio,  Los  Angeles,  is  an  old 
hand  at  building  cumulative  audi- 
ence through  programs  beamed  at 
the  wide  variety  of  mature,  adult 
tastes  that  make  up  America's  2nd 
market. 

KHJ's  listener  loyalty  to  both  pro- 
grams and  advertisers  proves  that 
auld  acquaintance  is  not  forgot. 
(And  neither  is  the  loyalty  of  our 
auld  advertisers  at  renewal  time.) 

The  naked  truth  is  that  KHJ's 
Foreground  Sound  is  programmed 
to  satisfy  the  variety  of  tastes  that 
make  up  the  Greater  Los  Angeles 
area. 


KHJ 

RADIO 

LOS   ANGE  LES 

1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 


at  work 


Robert  H.  Boulware,  Bryan  Houston,  Inc.,  vice  pres.  and  associate 
media  director,  believes  that  "Anyone  who  wants  to  become  a  good 
media  buyer  should  have  certain  qualifications  to  start  with.  He 
should  have  an  understanding  of  and  feeling  for  figures,  not  be 
thrown  by  statistics.  He  should  have  a  curiosity  about  markets  from 
the  geographic  concept  of  the  word 
to  the  sociological.  He  also  needs 
to  know  basic  marketing  informa- 
tion. When  he  is  fully  trained,  the 
all-media  buyer  to  whom  you  say 
"Albuquerque'  or  'Rochester'  will 
immediately  think  of  those  mar- 
kets not  only  in  terms  of  mail 
coverage,  but  also  in  terms  of  the 
number  and  kinds  of  grocery  and 
drug  retail  outlets  in  those  areas, 
income,  consumer  habits.  When 
such  information  is  not  at  his 
fingertips,  he  knows  where  to  get  it."  Trainees  at  Houston  begin  with 
some  basic  research  assignments  to  familiarize  them  with  sources. 
Later  they're  encouraged  to  attend  as  many  meetings  and  presenta- 
tions as  possible.   "The  education  of  a  good  media  buyer  never  ends." 


Mort  Reiner,  Hicks  &  Greist,  Inc.,  New  York,  feels  that  children's 
tv  shows  cannot  be  bought  solely  on  the  basis  of  ratings.  "Among 
the  important  factors  which  ratings  cannot  possibly  indicate,"  Mort 
says,  "are  the  selling  ability  of  the  talent  or  personality,  the  age 
level  which  the  program's  format  appeals  to,  and  whether  the  partic- 
ular show  is  oversold — i.e.  are 
there  so  many  commercials  on  the 
show  that  the  star  cannot  do  a 
good  job  even  if  he  wants  to?  We 
also  place  a  great  deal  of  emphasis 
on  merchandisability  of  the  per- 
sonality— how  he  cooperates  with 
personal  appearances  at  the  point 
of  sale  and  whether  he  is  accepted 
enthusiastically  by  the  trade. 
Finally,  and  most  important,  how 
does  he  pull  in  a  test  promotion? 
Nothing,  but  nothing,  is  as  good 
a  yardstick  of  sales  as  the  concrete  evidence  of  label  returns,  coupons, 
contest  entries  and  premium  orders."  Mort  says  that  many  times 
low-rated  programs  have  out-pulled  shows  with  five  times  the  ratings 
in  terms  of  product  sold.  "So  analyze  your  children's  shows  carefully. 
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...while 
tlie  store 
was  closed! 

On  a  Sunday  afternoon  in  Cleveland,  (November  30,  1958)  Bill  Randle  started  his  regular  5  hour 
Sunday  radio  show  playing  the  "Christmas  Sing-Along  with  Mitch"  album  .  .  .  and  asked  for 
telephone  orders.  His  sponsor  was  the  Higbee  Company,  Cleveland's  leading  department  store. 
When  the  show  was  over,  2,390*  albums  had  been  sold,  giving  the  Higbee  Music  Center  its 
biggest  day  in  1958-AND  THE  STORE  WASN'T  EVEN  OPEN.  Proving  again  that  in  Cleveland 


SUCCESS    IS    ON 


WERE 


CLEVELAND 

RICHARD  M.  KLAUS,  VICE  PRESIDENT  AND  GENERAL  MANAGER  /REPRESENTED  BY  VENARD,  RINTOUL  &  McCONNELL,  INC. 


Announcing  the  appointment  of 

ARTHUR 

M. 
SWIFT 

Manager  of 

WTCN  RADIO 


WTCN  Kadio  and  Television  Stations 

^-RoLsT,NOCOMP^     .     ABC  TELEVISION 


ON  NETWORK 


I  S  I  D  I  A  H  Y     OF 


PHIL  R.   HOFFMAN 
VICE-PRESIDENT 
GENERAL   MANAGER 


•  I  M  E  .     INC 


2925    DEAN    BOULEVARD 
M.NNEAPOLIS    16     MINNESOTA 


December   29,    1958 


1 


Agency  Time  Buyers 
Everywhere 

Arthur  VlJS'liHoOMV  if" 
Uia  appointment  to  this  ne«ly  "eated 

Manager   of  WTCN  Radio. 


MINNEAPOLIS 
ST.  PAUL 


WTCN  RADIO 


Affiliate  American  Broadcasting  Network  •  Represented  by  the  Kate  Age« 


49th  ai 
Madisc 
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Fortune  furor 

In  light  of  the  recent  criticism  in 
Fortune  Magazine,  I  thought  you 
might  be  interested  in  this  favorable 
comment  on  television  in  answer  to 
the  Fortune  article  contained  in  the 
editorial,  "What's  the  Matter  with 
TV?"  This  was  published  in  the 
Topeka  State  Journal  on  Thursday, 
December  4. 

I  hope  you  agree  that  this  is  a 
good  endorsement  of  the  tv  industry. 

Thad  M.  Sandstrom 

gen.  mgr.,  WWW,  WIBW-TV 

Topeka,  Kans. 

"It's  not  likely  any  viewer  has 
tossed  his  receiver  into  the  ashcan  be- 
cause of  Fortune  magazine's  latest 
criticism  of  the  television  industry 
and  its  programing.  .  .  . 

"If  any  barometer  records  the  state 
of  health  of  television,  controversies 
in  which  it  is  continually  embroiled 
are  as  good  as  any.  They  indicate  a 
wide,  intense  interest  in  what  the 
medium  is  doing  or  will  do.  .  .  . 

"Allegations  brought  by  Fortune 
and  other  critics  may  be  well  founded. 
On  the  other  hand,  defenses  entered 
by  television's  officials  must  be  heard, 
too.  Both  are  a  part  of  restless  change 
which  is  magnified  in  an  enterprise 
such  as  television  whose  success  de- 
pends on  public  attention.  .  .  . 

"For  the  thoughtful  viewer,  televi- 
sion's ability  to  meet  heavy  demands 
of  its  daily  schedules  inspires  contin- 
ual amazement.  In  accomplishing  this 
seven-day-a-week  task  extending  late 
into  the  night,  its  scope  must  of  neces- 
sity be  panoramic.  It  offers  something 
for  everyone,  from  the  children's 
shows  to  the  fight-night  programs 
to  afternoons  with  the  philharmonic 
to   pageants    and   athletic   spectacles. 

"Considered  broadly,  television  is 
in  transition,  comparable  in  part  to 
the  stages  which  an  earlier  medium, 
radio,  passed  through.  Public  demand 
will  chart  its  future  which,  television 
officialdom     should     hope,     will     be 
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WORL 


is  so  highly  regarded  by  the 
Boston  Community! 


NEWS 


The    news    is    covered   with 
dignity,  speed  and  accuracy. 

It  is  covered  completely  and 
thoroughly  with  emphasis  on 
the  Local  Coverage  which  is 
of  most  interest  to 
Bostonians 

A  full  staff  gathers, 
edits  and  presents  the 


NEWS 


We  realize  that  our  obliga- 
tion as  a  Radio  Broadcaster 

involves  more  than  just  spin- 
ning the  records  of  the  day. 


wracked  by  controversies  as  storm) 
and  interesting  as  the  present  one." 

•  SPONSOR  certainly  dors  agree,  anil  is 
happy  in  i .  pi  nil  these  ezeerpta  from  the 
Topeka   Staff  Journal's   editorial. 


"Must"   reading 

The  excellent  article,  "Radio  Wallops 
Newspapers   in    New   Grocery   Shop- 
ping Study"  (sponsor,  12/20),  is  re- 
quired reading  for  all  WTRL  sales- 
men, and  it  should  he  on  the  "must 
read"   list  of  every   groceryman   and 
supermarket   manager   in   the  nation. 
Dick  Dotv 
pres.,  WTRL 
Bradenton,  Fla. 

I  wasvery  impressed  by  your  Decem- 
ber 20  article  entitled  "Radio  Wallops 
Newspapers  in  New  Grocery  Shop- 
ping Study." 

I  feel  certain  this  article  can  be 
applied  to  other  retail  stores  as  well 
as  to  groceries,  and  would  like  my 
salesmen  to  carry  copies  of  your 
article  with  them. 

I  would  therefore  like  to  request 
from  6  to  a  dozen  copies. 

Harold  0.  Parry 

v.p.  and  local  sales  mgr. 

WSAI,  Cincinnati 

In  the  December  20th  issue  of  SPON- 
SOR magazine  a  terrific  article  ap- 
peared. Starting  on  page  26  the 
article  was  entitled  "Radio  Wallops 
Newspapers  in  New  Grocery  Shop- 
ping Study."  We  would  like  to  obtain 
50  additional  copies  of  this  article 
if  possible. 

Elzer  Marx.  gen.  mgr. 

Vermilion  Broadcasting  Corp. 

Danville,  Illinois 

Radio  ammunition 

Will  you  please  send,  at  your  earliest 
convenience,  reprints  of: 
'  1 )    Branden    loves    radio's    Sunday 
evening  punch  from  your  November 
29th  issue. 

(2)  Kroger  builds  3-way  radio  form- 
ula from  your  November  22nd  issue. 
Incidentally,  both  articles  are  loaded 
with  a  tremendous  amount  of  ammu- 
nition for  selling  not  only  the  ac- 
counts they  describe,  but  also  almost 
ANY  account  on  radio  as  an  advertis- 
ing medium.  It  is  most  refreshing  to 
see  these  RADIO  success  stories  from 
time  to  time  instead  of  all  the  articles 
going  into  TV  stories. 

Ted  Hepburn 
acct.   supvr. 
WHGB,  Harrisburg 


How  to  get  your 
product  on  the 

BIGGEST  SHOPPING  LIST 

in  Southern  California 


Your  product  or  service  automati- 
cally goes  on  100,000  official  shopping 
lists  .  .  .  just  as  soon  as  your  radio 
spots  go  on  KBIGs  HOME- 
MAKERS'  CLUB,  INC.  package. 
As  a  participating  sponsor,  your 
labels  are  worth  money. Jp  over  500 
active  women's  clubs  in  Southern 
California.  Guaranteed  also  are 
product  demonstrations  at  a  mini- 
mum average  of  5  club  lunches  or 
dinners  a  week;  access  to  consumer 
panel  testing;  low-cost  sampling 
and  couponing;  regular  product 
bulletins  to  member  clubs;  and 
monthly  listings  in  Everywoman's 
Family  Circle. 

You  can  buy  this  proven  merchan- 
dising plan  (together  with  the 
effective  selling  power  of  KBIG)  for 
package  rates  as  low  as  $155 
weekly.  Ask  your  KBIG  or  WEED 
representative  ...  or  write  for 
special  brochure. 


Tin  kc/10,000  waits 


JOHN  POOLE 
BROADCASTING  CO.,  INC  . 

6540  Sunset  Blvd. 
Los  Angeles  28,  Calif. 
HOllvwood  3-3205 


tESENTATIVES: 
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SOLID 


NO. 


Morning 

Afternoon 

Evening 


KOIL 

OMAHA 


t« 


HOOPER 
Oct.- Nov.1 58 

8  AM  -  6  PM 

36.2 

share 


TRENDEX 


PULSE 


Check  the 

RATING 

of  your  choice 
KOIL  is  Your 

MUST  BUY"  station 
OMAHA 


8  am -6  PM  Sept.' 58 


share 


COVERAGE 

where  it  counts 

KMYR 

A  VITAL  FORCE 
in   selling 

Todays  DENVER 


KOIL  leads  in  458  out  of 


Jt  ^\     Q  504  quarter-hours  with  a 

£^MJ  t  «J  flat    30    rating    morning 


SOLID 


NO. 


ALL 
DAY 


l 


KMYR 

DENVER 


HOOPER 

July-  Aug-   58 

ALL  DAY 


PULSE 

17  County  Area    July  '58 


NO.  JL' 


More  quarter -hour 
firsts  than  any 
other  Denver 
station. 


IF  RESULTS  ARE  A  MUST,  SO  ARE 

4  i#j    -k  a 


the  Star  stations 

DON   W.  BURDEN — President 


•  KOIL  —  Omaha 

NATIONAL    REPRESENTATIVE 
AVERY-KNODEI 

•  KMYR  —  Denver 

REPRESENTED  NATIONALLY  BY 
ADAM   YOUNG.  INC 
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Dr.   Dichter    psychoanalyzes   radio 


^    Houston   station   finds    its   image    and    a    blueprint 
for  future  in  first  all-out  motivational  research  study 

^    Here   is   a   new   measurement   for   radio   that   goes 
behind    the    numbers    to    find    out    audience    demands 


I  n  the  years  since  radio  began  its 
comeback  march,  the  criticism  has 
often  been  leveled  that  it  was  trying 
too  hard  for  numbers  that  could  never 
Igain  be  attained  while  neglecting  the 
qualitative  measurements  and  studies 
that  might  make  it  more  valuable  to 
advertisers. 

In  the  face  of  this,  all  over  the 
country,  stations  have  begun  applying 
the  qualitative  yardstick  to  their  pro- 


graming and  their  station  personali- 
ties. 

A  new  and  healthy  concern  has 
crept  into  station  management — How 
do  our  listening  friends  reall)  sec  us? 
What  will  make  us  more  liked? 

This  week,  in  Houston.  Texas,  ra- 
dio got  up  off  the  psychoanalyst's 
couch  with  a  clear-cut  profile  of  il- 
present  audience  image  and  a  blue- 
print for  the  future. 


The  patient  was  Houston  station 
KPRC.  The  analyst  was  The  Institute 
for  Motivational  Research,  the  world- 
wide organization  headed  by  the  man 
who  has  come  to  be  known  as  "Mr. 
Motivations''  -  Dr.  Ernest  Dichter. 
For  the  first  time,  the  Institute,  which 
has  conducted  probes  of  countless 
products  from  prunes  to  passenger 
cars,  look  on  a  full-dress  stud)  of  an 
individual  station  and  its  radio  mar- 
ket. 

Jack  Harris,  vice  president  and 
general  manager  of  KPRC,  ordered 
the  study.  "We  wanted  lo  see  what 
radio  could  be  and  should  he.  Now 
that  the  Ml{  report  is  in.  we  hope  that 
other  markets  will  have  the  same  kind 
of  jobs  done  for  them." 

Behind  this  hope  is  the  idea  that  il 
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ANSWERS   TO    PICTURE   TEST 

(Sample  picture  quiz  at  right) 

Dialogue  for  each  picture  Radio  Station  % 


"I'll   call   my   boy  friend    now." 

KPRC 

19 

"While  the  commercial 

Indie  A 

16 

is  on,   I'll  get  some  beer." 

Indie  B 

23 

"Now's  the  time  to  do 

Net  X 

14 

the  dishes!" 

Other 

30 

"If  only  they  didn't  have 

KPRC 

16 

commercials." 

Indie  A 

17 

"How  true!" 

Indie  B 

36** 

Net  X 

1  1 

Other 

14 

"You  know,  their  commercials 

KPRC 

34** 

are  often  helpful." 

Indie  A 

17 

"And  that's  a  fact." 

Indie  B 

20 

Net  X 

17 

Other 

16 

"Another   commercial!    Try  and 

KPRC 

12 

get  something   interesting." 

Indie  A 

30** 

Indie  B 

27** 

Net  X    . 

6 

Other 

23 

".Multiple   answers — will   not   add  to  100^ 
** Significant   trend 

■Mill 


Which  station  is  most  likely 
to  be  playing  this  commercial? 


radio  in  a  number  of  major  markets 
takes  to  the  couch  it  may  reveal  some 
things  about  itself  that  will  make  it  a 
still  more  valuable  tool  to  the  nation- 
al advertiser. 

Much  of  what  KPRC  learned  about 
itself  and  the  Houston  area  audience 
is,  of  course,  classified  information — 
especially  the  specific  recommenda- 
tions from  the  Institute  on  how  the 
station  may  reshape  its  personality. 
But  within  the  more  than  80-page 
confidential  report  prepared  by  Dr. 
Tibor  Koeves,  vice  president  of  the 
Institute  for  Motivational  Research, 
are  many  significant  findings  that 
apply  to  all  radio. 

Among  the  more  significant  is  the 
revelation  that  the  public  seems  to  be 
dreaming  of  a  new  type  of  radio  sta- 
tion. "Unconsciously  people  want  a 
combination  of  the  virtues  of  the  net- 
work and  of  the  local  stations,"  says 
the  report.  "They  wish  to  be  guided 
by  the  authority,  responsibility  and 
the  vast  resources  of  the  network  sta- 
tions, but  they  also  wish  to  be  enter- 
tained, stimulated  and  exhilarated  by 
the  more  informal,  perhaps  less  pro- 
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fessional.  but  warmer,  more  intimate 
approaches  and  programing  of  the 
smaller  local  stations." 

The  implication  has  often  been 
made  that  in  multi-station  markets, 
radio  is  becoming  stratified — that  one 
outlet  becomes  the  pop  music  strata, 
another  the  news  and  sports  station, 
and  so  on.  sponsor  asked  Dr.  Koeves 
whether  his  Houston  study  supported 
this  theory  and  whether  this  was  the 
future  for  radio. 

"Neither  radio's  present  nor  future 
indicates  stratification,"  he  said.  "Our 
depth  studies  tend  to  show  that  the 
capabilities  of  radio,  as  opposed  to 
other  media,  have  become  crystal- 
lized. In  general,  radio  cannot  com- 
pete very  successfully  on  the  enter- 
tainment level.  But  it  does  show  a 
greater  and  greater  appeal  on  the 
service  level.  It  is  effective  in  pro- 
viding an  understanding  of  world 
events  and  community  events.  It  is 
effective  as  a  problem-solver,  especial- 
ly for  housewives  and  teen-agers.  It 
is  extremely  effective  in  providing 
companionship  in  fact,  excelled  at  it. 

"It  is  this  combination  of  emotion- 


al refreshment  and  service  which  will 
be  characteristic  of  the  successful 
radio  operation." 

Since  no  human  being  acts  unless 
motivated  by  a  drive  or  need,  the  five- 
month  study  for  KPRC  turned  up 
these  10  basic  constellations  of  needs 
which  influence  or  determine  the  lis- 
tener's reaction  to  particular  radio 
programs  and  stations: 

(1)  Need  for  orientation  or  focus- 
ing in  a  dynamically  changing  world. 

(2)  Need  to  escape  from  every-day 
worries  and  cares. 

(3)  Need  for  emotional  identifica- 
tion with  others;  to  escape  loneliness. 

(4)  Need  for  individualism. 

(5)  Need  to  express  aggression. 

(6)  Need  to  feel  moral. 

(  7)  Need  for  a  heightened  sense  of 
life. 

(8)  Need  for  relaxation  and  day- 
dreaming. 

(9)  Need  for  coping  with  personal 
problems. 

(10)  Need  for  coping  with  intel- 
lectual and  spiritual  problems. 
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How  these  basic  psychological 
needs  influence  radio  listening  is  eas- 
ily demonstrated.  The  need  for  emo- 
tional identification  with  others  (3 1 
is  another  way  of  saying  "a  need  to 
get  over  that  lonely,  isolated  feeling." 
To  satisfy  this  need  is  why  people 
turn  to  radio  as  a  companion.  On  the 
other  hand,  the  need  to  express  ag- 
gression (5)  is  more  often  filled  by 
tuning  in  a  tv  Western  than  by  listen- 
ing to  radio. 

These  findings  are  a  key  to  under- 
standing comparative  effectiveness  of 
competitive  radio  stations  inasmuch 
as  listeners  in  every  interview  and 
test  tended  to  praise  or  criticize  a 
program  on  whether  it  filled  or  failed 
to  fill  one  or  more  of  these  basic 
needs. 

For  example,  here  is  a  quote  from 
one  Houston  listener  who  uncon- 
sciously said  that  radio  filled  her  ba- 
sic need  for  orientation  and  focusing: 
"As  a  housewife  my  horizons  could, 
and  sometimes  do,  become  limited. 
Radio  helps  to  keep  me  informed 
about  material  that  my  husband  gets 
in  his  business  contacts.  A  number  of 
stations  give  me  this  kind  of  pro- 
gram but  I  guess  KPRC  most  of  all." 

That  Houstonians  are  not  the  least 
bit  fuzzy  about  the  image  presented 


b\  KPRC  was  constantly  evident 
throughout  the  study.  Emerging  from 
the  depth  interviews  and  progressive 
tests  ( often  lasting  two  hours  or  even 
longer)  came  such  interesting  and 
psychologically  significant  data  as 
the  spontaneous  association  of  KPRC 
with  such  personalities  as  Gen.  Doug- 
las McArthur,  Margaret  Truman  or 
Oveta  Culp  Hobby.  In  a  "product 
association"  test,  the  station  was  most 
often  associated  with  very  expensive 
homes,  mink  coats,  Ford  Thunder- 
birds;  much  less  associated  with  pre- 
fab homes,  mouton  coats  or  baldness 
remedies. 

From  the  analysis,  KPRC  comes 
through  in  its  market  as  rich,  well- 
educated,  expert  and  reliable.  It  is 
relied  on  for  news  and  its  commer- 
cials are  credible.  (See  charts.)  But 
in  this  motivational  study  the  station 
was  not  looking  for  bouquets;  it 
wanted  to  know  both  strengths  and 
weaknesses.  On  the  negative  side,  it 
learned  that  it  was  somewhat  lacking 
in  both  warmth  and  excitement. 
"KPRC,"  said  one  listener,  "reminds 
me  of  an  old  teacher  with  no  sense 
of  humor."  Now  that  the  station 
knows  both  its  advantages  and  its 
shortcomings,  it  has  the  blueprint  for 
balancing     its     trustworthiness      (in 


credibility,  its  commercials  lead  the 
nearest  competing  station  by  nearly 
3095  in  believability)  with  tin- 
warmth  which  has  become  an  integral 
part  of  local  radio. 

Now  that  a  station  has  submitted 
to  this  searching  analysis,  man\  will 
find  it  interesting  to  watch  how  it 
proceeds  to  develop  some  strong  new 
personality  traits  without  destroying 
the  strong,  respectable  image  it  en- 
joys currently.  How  KPRC  uses  its 
motivational  research  study  may  well 
be  a  key  to  strengthening  local  radio 
as  a  national  medium. 

Because  this  Dr.  Dichter  stud\  "I 
the  Houston  audience  has  not  dimin- 
ished the  value  of  radio  at  all;  it  has 
simply  exposed  the  fact  that  in  many 
cases  radio  has  abdicated  positions  of 
strength  where  no  abdication  was 
called  for.  This  was  probably  best 
summed  up  in  the  remark  of  a  Hous- 
ton housewife  and  mother  who  said, 
"It  is  rather  sad  that  radio  programs 
are  no  longer  the  interesting  and  en- 
tertaining kind  that  they  were.  Their 
potentialities  are  so  great.  Th*\ 
could  stimulate  the  imagination  con- 
structively as  the\  have  in  the  past. 
Now  they  are  floundering  and  letting 
the  tv  stations  kill  all  initiative  and 
I  Please  turn  to  page  57) 
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COMMENTS  ON    STATIONS 


REACTIONS  ELICITED 
BY    DEPTH     INTERVIEWS 


I  have  the  station  on  most 
of  the  day,  but  only  listen 
with  half  an  ear. 

I  turn  that  station  on  when 
I  want  to  find  out  what's 
new,  what's  happening. 


I  just  turn  it  on  for  music. 


They  have  programs  that 
make  you  thinlc. 

A  lot  of  the  stuff  on  the 
station  is  just  over  my 
head. 


They're    mostly   teen-agers 
who   listen  to  that  station. 


You  can  generally  believe 
them  and  trust  what  you've 
heard. 


KPRC 

Indie  A 

%" 

Indie  B 
96* 

Indie  C 

Net  X 
%* 

17 

40 

34 

31 

16 

51 

18 

20 

12 

27 

16 

43 

33 

30 

20 

66 

4 

9 

13 

33 

45 

14 

6 

14 

35 

3 

80 

36 

20 

4 

78 

8 

20 

13 

39 

■Multiple  answers — will  not  add  to  inO'r 
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Wall  Street  goes  wild  over  radio 


^    Newspaper  strike  provides  an  eye-opening  advertis- 
ing experience  for  ultra  conservative  investment  firms 

^    Emergency  schedules  of  spot  radio  announcements 
keep  personnel  working  late  at  night  to  answer  phones 


I  he  ordered  ways  of  Wall  Street 
were  sharply  jolted  last  month  when 
investment  firms  used  spot  radio  to 
reach  customers  shut  off  from  daily 
stock  reports  by  the  New  York  news- 
paper strike.  Jokes  about  "banker's 
hours"  got  a  new  twist  as  lights 
burned  late  in  offices  where  sales  per- 
sonnel battled  to  keep  up  with  the 
calls  that  swamped  switchboards  as 
soon  as  the  new  announcements  went 


on  the  air.  Tension  mounted  nightly. 
Personal  encounter  with  the  power 
and  impact  of  the  media  caused  quick 
shifts  in  many  long-held  opinions 
about  its  use  by  the  financial  world. 
Post-strike  promotions  are  likely  to 
be  changed  as  a  result.  And  some 
surprises  may  be  in  store  for  the  ex- 
perts because  these  allegedly  slow- 
moving  financial  advertisers  proved 
to  be  remarkably  quick  on  their  feet 


Way  past  closing  time — but  few  people  had  a  chance  to  go  home  when  Eastman  Dillon 
went  on  the  air  as  an  emergency  measure  during  New  York  newspaper  strike  last  week 


in  the  f9-day  news  emergency. 

Here  is  the  experience  of  one  house 
who  ventured  on  the  air  for  the  first 
time  during  the  strike.  The  firm: 
Eastman  Dillon,  Union  Securities  & 
Co.,  investment  bankers  and  members 
of  the  New  York  Stock  Exchange. 

John  Ellis,  partner  in  charge  of  the 
New  York  sales  department,  made  the 
decision  to  use  radio  at  ff  a.m. 
on  18  December.  His  call  to  his  ad- 
vertising agency,  Doremus  &  Co., 
stressed  the  need  for  quick  action. 

Commercials  were  written  and  ap- 
proved by  2  p.m.  the  same  day,  cleared 
by  the  New  York  Stock  Exchange 
and  in  the  hands  of  the  stations  by 
3  p.m.  The  announcements  were  sim- 
ple and  dignified.  Just  a  statement 
that,  as  a  public  service,  the  firm 
would  keep  qualified  representatives 
at  their  desks  that  night  to  answer 
questions  about  the  day's  stock  mar- 
ket activities.  An  invitation  was 
given  to  phone  for  up-to-the-minute 
information  about  any  specific  stock 
or  bond. 

The  first  day's  schedule  (added  to 
as  the  promotion  continued)  :  a  one- 
minute  spot  on  WCBS,  a  five-minute 
news  program  on  WABC,  and  five 
20-minute  spots  on  WPAT,  Patterson, 
N.  J.  The  first  announcement  was 
heard  at  5  p.m.  and  immediately 
thereafter  the  board  "lit  up  like  the 
Christmas  trees  in  the  office,"  accord- 
ing to  the  startled,  Mr.  Ellis. 

As  the  calls  continued  to  pour  in, 
more  volunteers  were  hurriedly  asked 
to  stem  the  tide.  About  40  people 
stayed  the  first  night.  Over  700 
calls  were  received  and  about  450 
callers  asked  to  be  called  back  the 
next  day.  The  next  morning,  the 
night's  news  spread  through  the  of- 
fice— and  there  was  no  difficulty  in 
getting  an  even  larger  staff  for  eve- 
ning— everybody  wanted  to  stay  and 
mine  the  gold  in  "them  there  hills." 

The  following  Monday,  the  addi- 
tion of  two  one-minute  spots  during 
early  evening  news  programs  on 
WOR,  New  York  produced  a  new  ava- 
lanche of  calls.  The  board  could  not 
be  closed  until  hours  after  the  an- 
nounced closing  time. 

Commenting  on  his  experience,  Mr. 
Ellis   says   that   this  spot   radio   pro- 
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gram  produced  "the  fastest  results  we 
have  ever  had  from  advertising."  On 
a  typical  evening  during  the  strike, 
after  hours  activity  at  Eastman  Dil- 
lon started  soon  after  5  p.m.  with 
the  arrival  of  messengers  with  copies 
of  every  available  out-of-town  news- 
paper with  financial  pages.  Others 
soon  followed  bringing  the  last  fig- 
ures from  the  nearby  Stock  Ex- 
changes. By  6,  when  calls  usually 
reached  their  first  peak,  everyone 
was  at  their  posts,  and  the  big  office 
with  its  three  lighted  Christmas  trees 
was  a  bedlam. 

Although  the  firm  went  into  ra- 
dio purely  as  a  public  service  during 
an  emergency,  the  number  and  qual- 
ity of  the  leads  that  were  turned  up 
has  given  Ellis  a  strong  desire  for  its 
continued  use  after  the  strike. 

Other  financial  houses  who  already 
had  regular  radio  programs  used 
varying  tactics  during  the  news  emer- 
gency. Francis  I.  du  Pont  &  Co.,  with 
a  regular  five-minute  market  report  at 
6:15  p.m.  on  WQXR.  New  York,  cut 
their  commercial  to  allow  more  time 
for  reading  market  reports,  but  re- 
ported no  use  of  additional  time. 
Paine  Webber  Jackson  &  Curtis, 
whose  morning  program  on  the  same 
station  is  a  fixture  in  financial  circles, 
made  no  changes  except  to  use  a 
small  advertisement  in  the  Wall  Street 
Journal  to   plug  the   program. 

On  the  other  hand,  Shearson  Ham- 
mill  &  Co.  supplemented  their  regular 
Today  In  Wall  Street  on  WRCA, 
by  cutting  commercial  time  and  took 
additional  time  at  the  end  of  another 
program  to  invite  listeners  to  call  any 
of  their  five  offices  for  information. 
They  did  not  offer  night  service.  Calls 
during  the  day  rose  to  about  three 
times  above  normal. 

Harris,  Upham  &  Co.  also  took  an 
additional  five  minutes,  and  their 
6:55  p.m.  offer  of  financial  news  by 
phone  kept  about  20  men  busy  on  the 
truck  lines — often  until  10  p.m. 

Bache  &  Co.'s  Henry  Gellerman 
thought  the  newspaper  strike  was 
coming  and  made  early  arrangements 
for  two  five-minute  spots  at  12:10 
and  4:10  in  the  afternoon  to  supple- 
ment their  regular  7:15  p.m.  program 
on  WOR.  They  arranged  to  have  a 
staff  on  hand  evenings  to  handle  re- 
sponses to  their  offer  of  information 
on  closings,  etc.  But,  though  fore- 
( Please  turn  to  page  65  I 
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The  test  in  a  nutshell 

Product:  Parti-Day  Toppings 
Market:  80  mile  area  around  Green 
Bay,  Wisconsin 

Media:  Day  lv  spots  only 

Schedule:  10  spots  weekly 
Length  :  26  weeks — from  Oct.  15 
Commercials:  Live,  one  minute 
Budget:  $9,980  complete 


I  his  week,  Parti-Day  Corp.  turned 
to  a  flavor-by-flavor  analysis  of  its 
sales  results  in  the  Green  Bay,  Wis- 
consin test  of  day  tv. 

The  telegram  above,  from  Marvin 
W.  Bower,  merchandise  manager  for 
Otto  L.  Kuehn  Co..  Milwaukee  food 
broker  for  Parti-Day.  contains  a  few 
surprises  for  executives  of  Parti-Day 
and  the  D'Arcy  agency. 

As  of  15  October,  when  Parti-Day's 
schedule  of  10  daytime  tv  minute 
spots  per  week  started  over  WBAY- 
TV.  Green   Bay.   they   had   predicted 


that  the  two  chocolate  flavors — fudge 
and  straight  chocolate — would  run 
well  ahead  of  the  lesser  known  flavors, 
butterscotch  and  marshmallow. 

Bower's  wire  shows  that  of  the 
3,490  cases  of  Parti-Day  shipped  to 
wholesalers  in  the  Green  Bay  area 
during  the  first  two  months  of  the 
test,  chocolate  (965)  and  fudge  i  ()17  i 
accounted  for  nearh  5  IS  of  sales. 
Noteworthy  was  the  relatively  strong 
showing  of  butterscotch  (8761  which 
nearly  equalled  the  figure  for  fudge. 

Chocolate  flavors  traditionally  pre- 
dominate in  the  topping  field. 

Parti-Dav  and  D'Arcy  executives, 
however,  are  cautious  about  accept- 
ing a  one-market  flavor  breakdown  as 
indicative  of  the  nation-wide  picture. 
Thev  say  that  so  far  their  experience 
with  Parti-Day  shows  clearK  that 
"every  market  is  different. 

In  New  York,  for  instance,  butter- 
scotch is  running  even  stronger  than 
in  the  Green  Bay  market,  while  in 
New  England  it  is  lagging  far  behind 
Parti-Dav  Fud»e  and  Chocolate.    ^ 


llllllinillllllllllllllllllllllllllllllllllllllllllllllllllllllllllll Illllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll:. 


SALES  BOX  SCORE 

16-31    Oct 580  cases 

1-15  Nov 1,450  cases 

15-30   Nov 370  cases 

1-15    Dec 1,090  cases 


Shipments   to   wholesalers   in   Green 
Bay,  Wis.  area  since  start  <>t  i\  test 


in 
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Woodrow   Voss,   Site   station    manager   and    KM\  R    Korrespondent    phones    traffic    report 

2,000   LOCAL  REPORTERS 

^    Denver  radio  station  creates  giant  news  staff  using 
private  citizens,  gets  fast  tips  on  all  community  doings 


m  resh  evidence  of  the  imaginative 
tactics  which  have  made  radio  Amer- 
ica's No.  1  source  of  local  news, 
comes  in  this  week  from  music-news 
station  KMYR,   Denver. 

The  Rocky  Mountain  station  has 
scored  a  scoop  over  any  previous 
news  coverage  ever  offered  by  any 
newspaper  in  the  area,  by  naming 
2.000  private  Denver  citizens  as  spe- 
cial KMYR  ^Correspondents,  and  of- 
fering weekly  $25  prizes  for  the  best 
news  tips  sent  in. 

The  KMYR  Korrespondent's  corps 
is  only  one,  but  perhaps  the  most  spec- 
tacular, of  the  moves  which  Don  Bur- 
den, president  of  the  Star  Stations 
(KMYR,  Denver  and  KOIL,  Omaha  I 
has  made  in  an  effort  to  build  the 
"fastest,  most  accurate  news  coverage 
possible  in  this  area." 

Six  months  ago,  after  reorganizing 
his  news  staff,  and  adding  such  mod- 
ern equipment  as  three  mobile  cruis- 
ers ( see  sponsor's  comprehensive 
story  in  the  4  October  issue  on  "How 
radio  stations  are  pepping  up  news 
coverage")  Burden  began  an  inten- 
sive drive  for  more  local  reporters. 

Using  a  barrage  of  announcements, 
the  station  solicited  all  listeners  to 
help  report  the  news  from  the  spot. 

30 


Special  "KMYR  Korrespondents" 
cards  were  offered  as  well  as  weekly 
prizes.  To  date,  more  than  2,000 
Korrespondents  have  signed  up,  and 
more  are  coming  in  at  the  rate  of 
10  new  ones  each  day.  The  station's 
stepped-up  news  service  has  attracted 
many  new  sponsors  and  one,  Site  Oil, 
has  made  the  idea  part  of  its  sales 
program  naming  all  its  station  mana- 
gers KMYR  Korrespondents. 

Site  Oil  is  in  a  particularly  ad- 
vantageous position  to  take  full  ad- 
vantage of  the  promotion,  since  it  has 
many  stations  in  the  area.  Each  sta- 
tion manager  is  requested  to  make 
special  reports  on  any  newsworthy 
happenings  in  his  locality,  in  addi- 
tion to  regular  daily  reports  on  traffic 
conditions.  These  phoned  in  reports 
are  made  an  integral  part  of  the  10 
daily  newscasts  sponsored  by  the 
company. 

KMYR  reports  that  all  sorts  of 
news  tips — accidents,  fires,  holdups, 
murders,  suicides — are  being  phoned 
in  with  "amazing  immediacy."  Re- 
cently, one  frustrated  KMYR  Korre- 
spondent who  was  the  fifth  to  report 
on  the  same  robbery  had  this  com- 
ment: "You  guys  aren't  reporting  the 
news — you're  making  it."  ^ 


Drug  chain 

W  Pittsburgh  chain  matches 
sales  increases  of  discount 
firms  in  7-day  campaign 
with     premium     stamp     ally 


1  he  latest  straw  that's  been  heaped 
on  the  heavy  back  of  drug  stores — 
particularly  the  large  chains — is  the 
discount  house.  One  drug  chain  that 
has  not  been  willing  to  take  the  price 
competition  lying  down  is  the  Sun 
Drug  Co.  in  Western  Pennsylvania. 

A  couple  of  weeks  ago  it  decided  to 
fight  fire  with  fire  by  lining  up  a 
bunch  of  traffic-luring  items  at  attrac- 
tive discount  prices,  then  blasting 
them  at  the  communities  in  and 
around  Pittsburgh.  Sound  as  such 
strategy  appears  on  paper,  the  tactics 
are  something  else  again.  Sun  Drug 
felt  it  needed: 

•  The   right   medium   for   impact. 

•  An  ally. 

•  A  saturation  schedule  broad 
enough  to  cover  a  flock  of  items. 

•  A  supply  setup  that  wouldn't 
catch  stores  short  of  advertised  goods. 

Finding  the  ally  was  fairly  simple. 
The  10-year-old  Top  Value  Stamp  Co. 
has  been  pushing  its  way  into  ac- 
ceptance during  the  biggest  growth 
years  of  the  discount  houses. 

Both  Sun  Drug  and  Top  Value  are 
users  of  radio.  They  were  agreed  that 
radio  would  give  them  the  right 
amount  of  excitement  with  flexibility 
that  would  permit  equal  exposure  for 
all  items.  At  the  same  time,  the 
schedule  could  be  geared  to  the  prob- 
lems of  supply. 

KQV  sales  manager  Bob  Thomp- 
son huddled  with  Sun  Drug's  ad  man- 
ager Harold  Perry,  buyer  and  assist- 
ant ad  manager  J.  W.  Hume  along 
with  Top  Value's  assistant  ad  mana- 
ger Wally  Davids  and  assistant  zone 
manager  John  Holm.  The  test  cam- 
paign was  set  to  run  the  week  before 
Christmas — a  time  when  many  phar- 
maceutical houses  curtail  ad  dollars. 

A  saturation  schedule  was  set,  call- 
ing for  72  spots  to  run  from  17 
through  23  December,  6:30  a.m.  to 
6:30  p.m.,  evenly  distributed  through- 
out the  day. 

This  marked  Sun's  first  experience 
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wars  on  discount  houses  with  radio 


with  an  item  promotion  on  radio. 
Top  Value,  in  a  sense,  would  he  com- 
peting with  itself.  Its  own  "redeem 
your  stamps  now"  schedule  was  al- 
ready running  on  KQV.  A  half  hour 
protection  was  required  between  these 
and  the  joint  promotional  spots. 

Item  selection  took  several  things 
into  account.  First,  according  to 
Suns  assistant  ad  manager  Hume, 
there  had  to  be  one  high  ticket  item 
for  three  reasons:  (  1  I  to  get  volume 
from  the  promotion.  (2)  to  identify 
Sun  with  the  type  of  merchandise 
that  you  might  think  first  of  looking 
for  in  a  discount  house.  ( 3 1  high 
ticket  items,  along  with  sundries,  go 
best  in  self-service  operations. 

Sun  Drug,  which  pioneered  self- 
service  durgstores  in  and  around 
Pittsburgh,  now  has  20  in  its  46-store 


chain.  Items  therefore  had  to  be 
selected  with  both  self-service  and 
conventional  setups  in  mind. 

An  electric  blanket  satisfied  the 
high-ticket  requirement.  Two  other 
items  were  also  picked  with  an  eye  to 
self-service:  a  portable  radio  and  milk 
chocolates.  A  snow  brush  kit  and 
mens  and  women's  billfolds  are  con- 
sidered attended-service  items  be- 
cause of  demonstration  involved  with 
the  first,  handling  and  comparisons 
with  the  latter. 

With  the  items  selected,  KQV  s 
continuity  editor  Herb  Heiman  start- 
ed writing  the  spots  which  had  to  be 
recorded  and  on  the  air  in  two  da\s. 
Recording  the  spots  provided  sched- 
uling flexibility  and  made  two-man 
spots  with  production  gimmicks  pos- 
sible. 


I  hi  I-  -    how     (he    ilem>    v\ei  <■    appni 

tioned  in  the  four  spots: 

•  Electric  blank"!.  This  high-th  k>  | 
it.  in  got  ii-  own  60-second  commer- 
cial, a  two-man  spot,  humorous.  \ 
plaj  on  "automatic  and  easy-to-get" 
tied  blanket  to  premium  -tiitnj >~. 

•  Snow  brush  kit  and  pocket  radio, 
each  requiring  some  explanation, 
shared  a  60-second.  one-man  spet, 
straight  sell. 

•  Milk  chocolates  and  billfolds 
were  also  combined  in  a  two-man 
spot,  humorous,  centering  on  an  argu- 
ment over  who  got  the  best  value, 
both  agreeing  that  stamps  in  the  bar- 
gain give  it  to  both,  ending  in  board 
fade  as  argument  resumes  over  who 
got  the  best  brand-name  item  with  his 
premium  stamps. 

i  Please  turn  to  pa;^  \  i7  i 


Fast  sell-outs  created  re-supply  problem:  Sun  Drug  asst.  ad  mgr.  J.  W.  Hume  (I),  Top  \  alue  Stamps'  asst.  zone  mgr.  John  Holm  pitch  in 
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Food,  oil,  tobacco  provide  50.5% 


^    RAB   estimates    show   that   three   major   industries 
account  for  more  than  half  of  all  radio  spot  spending 

^    Top    advertisers    use   medium   in   many   ways:    for 
reminder  copy,  straight  sell,  in  flights,  52-week  drives 


1  here  is  often  a  tendency  to  gen- 
eralize about  spot  radios  prime  pur- 
pose. 

Some  say  it  is  primarily  a  way  to 
reach  a  lot  of  people  cheaply;  others 
say  it  is  primarily  a  reminder  me- 
dium; still  others  point  to  its  auto 
audience  as  its  most  effective  target; 
and  there  is  a  group  who  say  that  it  is 


best  for  short  advertising  bursts. 

True,  it  is  all  these  things  but  it  is 
a  lot  more,  too.  A  look  at  how  spot 
radio's  top  clients  use  the  medium 
makes  clear  that  most  generalities  are 
meaningless. 

•  For  example:  the  oil  companies, 
who  are  heavily  represented  among 
the  top  accounts,  obviously  go  after 
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THIRD  QUARTER  1958  SPOT  RADIO 
ADVERTISERS— BY  CATEGORY 

■  RANK  CATEGORY  %  OF  TOTAL 

1  Food  and  grocery 18.9 

2  Gasoline,  lubricants  18.3 

3  Tobacco  products  13.3 

4  Ale,  beer,  wine 9.0 

5  Cleansers    6.8 

6  Automotive 6.0 

6     Drugs    6.0 

8  Toilet  requisites 4.6 

9  Finance 3.4 

10  Agriculture  3.0 

11  Transportation,  travel 2.0 

12  Miscellaneous 1.9 

13  Confections,  soft  drinks 1.6 

14  Consumer  Services 1.0 

15  Household,  General .7 

15     Pet  products - .7 

17     Building  material  .6 

17     Clothing,  apparel,  accessories .6 

17     Publications .6 

17     Amusements .6 

21     Watches,  jewelry,  silverware .4 

The  RAB  estimates  above  are  based  on  the  amount  of  time  purchased  by 
clients  in  these  categories.  Religious  and  political  sponsorship  are 
not  included.     Note  that  top  three  categories  account   for  50%   of  buys 

Iilll!!iillllll!llll!l!lllllllllllllli!llllllll!IIIIIIIIIIIIIIIH 


auto  radio  audiences  as  a  means  of 
pinpointing  their  prime  prospects — 
who  are  men  drivers.  Yet  the  heavy 
use  of  spot  radio  by  food  companies 
clearly  indicates  they  are  banking  on 
in-home  listening  by  women  as  a 
means  of  putting  their  selling  mes- 
sages across. 

•  For  example:  the  big  three  auto 
companies,  all  of  whom  are  in  the 
top  10  among  spot  radio  users,  de- 
pend heavily  on  radio  just  to  remind 
consumers  that  their  new  models  are 
on  view.  On  the  other  hand,  the 
cigarette  firms  ( four  of  the  big  six 
are  among  the  top  25  spot  radio 
users,  three  are  in  the  top  10)  com- 
monly give  their  complete  sales  run- 
down. And,  as  a  matter  of  fact,  the 
auto  companies  sometimes  present  de- 
tailed reason-why  copy  on  radio. 

•  For  example:  the  names  of  cli- 
ents who  use  flights  in  spot  radio  are 
legion  I  see  "Can  a  4-week  radio 
flight  do  the  job?"  sponsor,  20  De- 
cember 1958),  yet  Continental  Bak- 
ing, which,  RAB  estimates,  spends 
$1.6  million  in  spot  radio,  lays  out 
52-week  campaigns  in  its  major 
markets. 

•  For  example:  Sinclair  Oil,  a 
heavy  spot  radio  user,  employs  the 
six-second  announcement  with  little 
more  than  the  brand  name  in  it. 
Northwest  Orient  Airlines  uses  spot 
for  both  image-building  and  to  give 
details  on  terminal  points  and  fares. 

The  list  of  spot  radio's  top  cli- 
ents (a  list  51  names  long)  was  re- 
leased recently  by  RAB  in  a  precedent- 
shattering  move.  ( See  "Spot  radio's 
51  leaders  in  1958,"  sponsor,  27  De- 
cember 1958.)  Included  were  esti- 
mates of  the  actual  spending  by  these 
clients,  though  not  by  brands.  The 
estimates  were  based  on  activity  dur- 
ing nine  months  of  the  year  as  re- 
ported by  an  increasing  sample  of  the 
medium  (40%  during  the  third  quar- 
ter of  1958).  While  a  substantial 
number  of  stations  are  not  included 
in  the  RAB  sample,  and  while  some 
of  the  estimates  are  rough,  RAB  did 
considerable  cross-checking  to  assure 
itself  the  dollar  figures  were  close  to 
the  truth. 

An  analysis  of  the  top  spenders  dis- 
closes that  the  oil  industry  is  repre- 
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sented  by  the  largest  number  of  firms 
—nine  in  all.  This  group  includes 
National  Carbon  for  Prestone  anti- 
freeze and  the  Alemite  division  of 
Stewart  -  Warner  Corp.  The  allied 
auto  industry,  as  mentioned  previ- 
ously, was  also  well  represented,  with 
the  top  two  spenders  being  General 
Motors  and  Ford.  The  largest  single 
expenditures  by  GM  went  for  Chev- 
rolet, while  the  Ford  money  went  pri- 
marily for  Ford  cars.  Ford  trucks  and 
the  new  Galaxie. 

Food  ranked  next  in  importance  to 
oil  in  the  number  of  clients  in  the 
top  51.  The  importance  of  food  to 
spot  radio  is  not  exactly  a  surprise 
considering  the  basic  nature  of  the 
product,  the  large  number  of  firms 
making  and  selling  food  and  the  fact 
that  the  food  industry  is  a  major 
category  in  all  media.  Taking  into 
account  all  spot  radio  spending,  food 
is  the  number  one  category  (see  chart 
on  opposite  page). 

A  total  of  seven  beer  firms  are  rep- 
resented among  the  leaders,  but  as 
with  food,  none  are  in  the  top  10. 
Anheuser-Busch  and  Carling  are  well 
in  the  lead  among  the  brewers.  None 
of  the  others  are  in  the  top  25  spot 
radio  users. 

The  top  group  also  includes  a  half 
dozen  drug  firms.  The  four  tobacco 
firms  represented  in  the  leading  spot 
radio  companies  represent  nearly 
80%  of  domestic  sales.  Also  includ- 
ed were  three  finance  companies, 
three  airlines  and  such  names  as 
Lever  Bros.,  Colgate,  Revlon  and 
American  Home  Products.  Of  the 
last  four  names,  only  Lever  (which 
ranked  10)  was  among  the  top  25 
spenders.  Rounding  out  the  list  are 
Robert  Hall,  Metropolitan  Life  and 
Associated  Sepian  Products,  which 
markets  to  Negroes. 

The  breakdown  of  total  spot  radio 
spending  by  categories  and  in  terms 
of  percentages  for  the  third  quarter 
of  1958  is  the  second  such  quarterly 
breakdown  put  out  by  RAB.  While 
it  is  not  strictly  comparable  to  the 
figures  for  the  second  quarter,  a 
rough  comparison  shows  that  the 
ranking  by  industries  hasn't  changed 
much.  As  RAB  enlarges  its  sample 
and  improves  its  estimates,  it  will  dis- 
continue the  percentage  figure  and 
bring  out  dollar  figures  only.  ^ 


BIB 


CHIMES   IN 


^    Another    Luce    publication    takes    up    the    familiar 
print-oriented     attack     on     "sleazy,     self-imitative"     tv 


Readers  of  Life  Magazine's  22  De- 
cember "double  issue."  dealing  with 
U.  S.  Entertainment  were  treated  to 
another  magazine  blast  against  the  tv 
industry. 

Though  somewhat  more  restrained 
than  Fortune's  "Light  that  Failed" 
article  reported  in  SPONSOR  on  29  No- 
vember, Life's  editorial  still  hewed 
closely  to  the  print-inspired  "anti-tv 
party  line"  which  hard-pressed  pub- 
lishers are  using  in  an  effort  to  bol- 


"confusion  of  stars  and  selling,  of 
public  art  and  public  selling."  and 
seems  to  suggest  that  tv  performers 
should  not  be  allowed  to  endorse 
advertised  products. 

Other  suggestions:  that  the  net- 
works take  all  program  control  away 
from  advertisers  and  a  "parallel  sys- 
tem of  pay-as-you-listen  tv  with  a 
view  to  restoring  the  direct  relation 
between    entertainer    and    audience." 

Life's  suggestions,  according  to  tv 


How 

Another  season  of  second-rate  pro- 
graming has  started .  TV  on  a  setf- 
destruetive  cycle:  program  mediocrity 
reduces  audience,   reduced  audience 
weakens    the    medium's   economics, 
weakened  economics  seems  to  bring 

FORTUNE 

on  more  mediocrity.  m 

tipped  off 

— „,„..,,„,.-„„   .*,. 

the  new  anti-tv 

"party  line" 

Wm»*t  Melt,  at  <ii»  Wakte  1  Astoria  in 
New  York,  L$jpam-  H.  Roger.  II. 

Ptceinber 
litW     'IV 
frtic^i  hi* 

ssue  of  i'otiunt  Mftgwrim*,            To   track   dunn   thesr    rum   i 
-The  Ught  Ttntf  Failed"       discover  tfw  extort  of  FarflMt'*  atttael 

s  —  ~^ontiie;^"  w*$utth       <w  ii-  -  ~  - ■■■■_  */>    >p»>sm*  nasaged 

Here's   how  SPONSOR  reported   the  "Tv — the   Light   That   Failed"  article  in   Dec.   Fortune 
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ster  their  sagging  advertising  reve- 
nues. 

Said  Life:  "So  many  critics  have 
assailed  the  sleazy  and  self-imitative 
bulk  of  tv  output  that  we  will  not  dis- 
cuss it  here."  But  Life  did  not  hesi- 
tate to  take  up  the  now-familiar  bat- 
tle cry  against  tv's  "economic  struc- 
ture." 

As  sponsor  has  warned,  attacks  on 
tv  economics  are  part  of  the  over-all 
print  strategy  to  discredit  the  air  me- 
dia. And  Life  rang  a  few  changes 
on  the  well-known  but  not-too-well- 
documented  allegations. 

According  to  Life,  "t\  is  becoming 
a  subsidiary,  instead  of  a  vehicle  of 
advertising.  Both  are  honorable  pro- 
fessions but  more  so  when  kept  sep- 
arate." Life  goes  on  to  weep  some 
mammoth    crocodile    tears    over    the 


executives  with  whom  sponsor  has 
talked,  are  almost  naively  self-serv- 
ing. First,  because  the  actual  amount 
of  "program  control"  exercised  b\ 
advertisers  in  1959  is  less  than  at  anj 
time  in  tv  history.  The  agencies  have 
withdrawn  almost  entirel)  from  t\ 
production.  And  few  advertisers  wield 
much  direct  power  on  program  con- 
tent, except  through  their  undoubted 
right  to  buy,  or  not  buy,  particular 
programs. 

As  to  Life's  notion  of  "pay-as-you< 
listen  [\ ."  here's  a  significant  com- 
ment from  a  highly  placed  industry 
executive.  '"If  pa\  t\  is  ever  to  suc- 
ceed, it  will  have  to  accept  advertise 
ing.  Thais  the  onlj  waj  it  can  be 
financed. 

But,  meanwhile,  the  magazine  boys 
dream  on.    \n<l  on.    \nd  on.  ^ 
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working 


partners 


productive  representation  .  .  . 

In  no  field  of  sales  is  maturity,  experience  and  a 
background  of  performance  more  essential  than  in  radio 

and  TV  station  representation.  And  it  was  the  need      <i^V  >>■ 
for  a  representative  organization  made  up  of  men  who 
possess  these  special  qualifications  that  led  to  the 
formation  of  H-R  by  a  group  of  mature  and  experienced 

working  partners.  Our  steady  growth  over  the  years 
confirms  our  belief  that  many  discriminating  stations 
prefer  this  distinctive  type  of  representative 
service  when  it  is  made  available  to  them. 


FRANK  HEADIEY,  President 
DWIGHT  REED,  Vice-President 
FRANK  PEUEGRIN,  Vice-President 
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'  .  .  .  We  always  send  a  man  to  do  a  man's  job" 
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ANNUAL 

SPONSOR 

SECTION 


^J  n  the  following  pages  sponsor  presents  one  of 
its  most  popular  annual  features,  the  summary  of 
Tv  Results"  which  have  appeared  in  our  magazine 
during  the  past  12  months. 

These  "tv  results"  are  capsule  case  histories  in  a 
wide  variety  of  product  and  service  categories,  rang- 
ing from  appliances  to  toys. 

Most,  as  you  will  see,  detail  the  highly  successful 
use  of  the  tv  medium  by  local  advertisers.  Thumb- 
ing  through  them  you  are  almost  certain  to  find  at 
least  a  few  which  are  directly  related  to  some  phase 
of  your  own  business. 


We  realize,  of  course,  that  in  such  limited  space 
we  cannot  hope  to  provide  all  the  factual  material 
which  sponsor  ordinarily  give<  in  its  full-length  case 
history  stories. 

What  you  will  find  here,  however,  is  a  wealth  oJ 
idea-producing  leads  and  suggestions.  If  you  wish 
further  information,  we  suggesl  you  write  directl) 
to  the  advertisers  and  stations  involved. 

We  do  not  pretend  that  these  are  the  top  t\  cam- 
paigns of  the  year,  though  they  are  certainly  good 
ones.  We  do  believe  that  this  tv  results  section  will 
give  you  a  helpful  insight  into  the  wide  variety  of 
advertising   uses   for   which   the   medium    i>    fitted. 
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TV  RESULTS  continued 


APPLIANCES 


SPONSOR:  Tinsley  Tire  Company  AGENCY:  Direct 

Capsule  case  history:  Prior  to  Tinsley  Tire  Company's  tv 
campaign  its  warehouse  was  packed  with  used  appliances, 
such  as  combination  refrigerator-freezers,  deluxe  ranges, 
washing  machines  and  tv  sets.  Following  a  print  campaign 
in  which  the  results  were  limited,  Tinsley  turned  to  tv  and 
bought  five  one-minute  announcements  in  Class  B  and  C 
time  on  WBIR-TV,  Knoxville,  Tenn.  By  the  end  of  the  first 
week,  Tinsley  had  sold  its  entire  stock  of  refrigerators  and 
the  remaining  items  were  moving  rapidly.  One  week  after 
the  campaign  began  the  company  purchased  five  additional 
1-minute  announcements  in  the  same  time  classifications. 
"It  looks  as  though  the  warehouse  will  be  just  about  empty 
by  the  time  the  last  spots  are  run,"  said  Stan  Tinsley,  owner. 
As  a  direct  result  of  the  campaign,  Tinsley  bought  a  schedule 
of  five  weekly  announcements  to  run  through  the  summer. 
These  announcements  will  probably  be  extended  to  the 
Christmas  season,  to  give  the  schedule  maximum  momentum. 


WBIR-TV,  Knoxville 


PURCHASE:  Announcements 


AUTOMOBILES 


SPONSOR:  Sutton  Oldsmobile  AGENCY:  Griswold  Advt. 

Capsule  case  history:  Sutton  Oldsmobile  of  Sacramento 
has  been  sponsoring  half  of  Western  Theatre,  7:00  to  7:30 
p.m.,  Thursdays,  on  KBET-TV,  Sacramento  for  the  past  few 
months.  Sutton  displays  an  Oldsmobile  model  on-camera 
during  each  of  their  announcements.  They  have  met  with 
conspicuous  success  since  they  started  their  campaign.  Not 
a  week  has  gone  by  that  Sutton's  has  not  had  direct  results 
from  their  tv  program.  Early  in  1958,  as  evidence  of  the 
immediate  response  to  this  advertising,  the  model  displayed 
on  the  program  was  sold  before  Sutton's  could  remove  it 
from  the  studio.  The  following  two  days  brought  more  than 
100  people  to  Sutton's  showrooms  from  all  over  the  valley. 
In  addition  there  were  several  long  distance  phone  calls  from 
cities  over  100  miles  away  such  as  Reno,  Turlock  and  Tracy. 
"We  think  the  results  of  our  advertising  have  been  excel- 
lent. Tv  certainly  proved  to  be  a  worthwhile  investment  for 
us,"    said    L.    M.    Griswold,    KBET-TV's   agency    president. 

KBET-TV,  Sacramento 


PURCHASE:  Half-sponsorship  of 
Western  Theatre 


AUTOMOBILES 
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SPONSOR:  Rosen-Novak  AGENCY:  Direct 

Capsule  case  history:  Rosen-Novak,  Omaha  car  dealer, 
has  been  a  charter  advertiser  on  KETV,  also  of  Omaha, 
since  the  station  signed  on  the  air  over  a  year  ago.  Rosen 
has  had  such  outstanding  results  that  he  has  twice  renewed 
for  13-week  periods.  The  company  has  been  co-sponsor  of 
KETV's  highly  successful  Movie  Masterpiece  (first-run  fea- 
ture films),  Thursday  beginning  at  9:35  p.m.  The  com- 
pany uses  one  of  the  massive  KETV  studios  to  produce  its 
live  commercials,  with  Rosen  or  one  of  his  sales  force,  his 
wife  and  a  KETV  announcer  delivering  the  announcement. 
These  commercials  have  been  so  successful,  Rosen  has  de- 
veloped a  sizable  personal  following.  A  different  car  is  dis- 
played for  each  message  and  the  results  are  phenomenal. 
"It  is  rare  for  a  car  to  remain  in  our  showrooms  for  more 
than  24  hours  after  its  appearance  on  KETV,"  states  Ed 
Rosen,  part  owner.  "Our  television  advertising  is  doing 
exceptionally  well  and  volume  is  continuing  at  a  high  level." 


KETV,  Omaha 


Program 


AUTOMOBILES 


SPONSOR:    McLean  Pontiac  Corp.  AGENCY:    Direct 

Capsule  case  history:  McLean  Pontiac  Corp.,  of  Norfolk, 
Va.,  had  never  used  tv  before  the  company  purchased  a  spot 
schedule  of  four  one-minute  announcements  in  WAVY-TV's 
(Norfolk) ,  Early  Late  Show.  McLean  received  results  within 
one  week  after  the  campaign  started.  "Of  the  four  automo- 
biles which  were  displayed  during  the  announcements,  two 
were  sold  within  48  hours  after  the  announcements  were 
made,"  said  Richard  Davis  of  McLean.  "In  addition  to  the 
direct  sales,  the  telephone  calls  made  to  the  showroom  by 
people  who  had  viewed  the  commercial  have  been  most  grati- 
fying." McLean's  commercials  include  live  showings  of  new 
automobiles  in  a  specially  lighted  area  under  the  facade  oi 
WAVY-TV's  studio.  "Big  Jim"  Waters,  McLean  sales  man 
ager,  handles  the  announcements,  including  the  introductior 
of  other  McLean  sales  people.  After  two  months  of  advertis 
ing  on  WAVY-TV,  Davis  reported  that  results  of  the  cam) 
paign  showed  a  startling  65%   increase  in  new  car  sales 


WAVY-TV,  Norfolk 


PURCHASE:  Announcement! 
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TV  RESULTS  continued 


AUTOMOBILES 


SPONSOR:  Murray  Vout 


AGENCY:  Direct 


Capsule  case  history:  Murray  Vout,  a  local  auto  dealer  in 
Salinas,  California  had  not  been  using  television  for  quite 
some  time.  In  1957  the  firm,  in  business  for  over  30  years, 
switched  its  grant  to  English  Fords  and  Studebakers  and  its 
budget  to  television.  The  car  dealer  purchased  full  sponsor- 
ship of  two  sports  programs  on  KSBW-TV,  Salinas-Monterey, 
Calif.,  immediately  following  Wednesday  Night  Fights  on 
ABC  TV  and  Friday  night  fights  on  NBC  TV.  In  the  follow- 
ing 12  months  Vout  registered  a  27r<  gain  in  business, 
despite  a  supposed  general  recession.  With  95ft  of  his  adver- 
tising budget  devoted  to  tv,  Vout  decided  he  could  not  afford 
both  sports  programs  and  cut  his  tv  budget  to  one  sports  pro- 
gram, spreading  his  budget  among  other  media.  One  month 
later  Vout  returned  to  KSBW-TV.  unhappy  with  new  results. 
With  renewed  sponsorship  of  both  programs,  he  said:  "I 
didn't  fully  appreciate  the  impact  of  tv  until  I  used  other 
media  again.   Then  I  realized  it  was  the  key  to  my  success." 


KSBW-TV,  Salinas-Monterey 


Progr 


AUTOMOBILES 


SPONSOR:  Patten  Edsel  Company  AGENCY:  Direct 

Capsule  case  history:  Patten  Edsel  Co.  never  advertised 
on  tv  until  July,  1958,  when  William  Patten,  pres.,  purchased 
20  nighttime  spots  on  WRGP-TV,  Chattanooga,  Tenn.  The 
announcements  were  devoted  half  to  his  repair  service  and 
half  to  sell  new  cars.  The  auto  company  employed  two  dif- 
ferent spots  on  repairs;  a  film  emphasized  "all  make"  serv- 
ice, and  the  other  a  live  announcer  with  rear  screen  projec- 
tion of  the  shop.  The  auto  sales  spots  stressed  the  quality  of 
the  cars  by  displaying  three  models  with  a  live  announcer. 
Immediate  results  were  obtained.  Following  the  announce- 
ments numerous  phone  inquiries  were  received  regarding 
service,  plus  jobs  from  customers  who  had  actually  left  their 
tv  sets  to  come  in  for  repairs.  On  Friday  and  Saturday  of  the 
same  week,  Patten  Edsel's  service  department  was  swamped 
with  customers.  Traffic  was  so  heavy  that  the  shop  had  two 
crews  working  and  still  could  not  handle  all  the  business. 


WRGP-TV,  Chattanooga 


Announcements 


AUTO  &  CLOTHING 

SPONSORS:  Van-Trow  Cadillac  and  Olds  Co.  AGENO  :   Direcl 

and  Silverstein's  Fashions 

Capsule  case  history:  Van-Trow  Cadillac  and  Olds  Co..  a 
steady  advertiser  on  kNOE-TV,  and  Silverstein's  Fashions 
sponsored  a  30-minute  spectacular  following  the  Bing  Cmsbv 
special  in  November  on  KNOE-TV,  Monroe,  La.,  to  show- 
case the  new  1959  Cadillac  and  latest  women's  fashions. 
Replicas  of  every  Cadillac  made  from  the  first  year  to  the 
present  were  displayed  along  with  the  women's  fashions  for 
the  corresponding  year.  The  entire  show  including  time, 
talent  and  extras  cost  only  $250 — $125  each.  Van-Trow  had 
made  special  arrangements  to  display  the  new  1959  Cadillac 
on  the  show  and  to  also  give  immediate  delivery  to  an) 
buyers.  As  a  direct  result  of  the  show  the  dealer  sold  three 
1959  Cadillacs  the  following  day  to  people  who  had  never 
owned  one  before.  Silverstein's  reported  the  best  Thursdav 
in  its  entire  30-year  history.  Even  the  Dodge  dealer  who 
watched  the  show  called  KNOE-TV  for  a  similar  show  for 
Dodge.    Van-Trow  reports  consistently  high  results  from  t\. 


KNOE-TV,  Monroe,  La. 


Program 


BANK 


SPONSOR:  First  National  Bank  of  Elkhart  AGENCY:  Direct 

Capsule  case  history:  Elkhart,  Ind.  recently  concluded 
its  centennial,  which  was  celebrated  from  13  September 
through  20  September.  The  First  National  Bank  of  Elkhart 
purchased  a  centennial  package  of  half-hour  shows  on 
WSJV-TV,  South  Bend-Elkhart  to  advertise  '"old-fashioned 
bargain  days."  The  plan  called  for  the  merchants  of  Elkhart 
to  display  their  goods  on  tables  in  front  of  the  stores  and  sell 
direct  from  the  stands.  First  National  Bank  used  one  live 
commercial  within  American  Bandstand  the  day  preceding 
the  Centennial  to  advertise  140  souvenir  saving  banks  on 
a  first-come,  first-serve  basis,  one  per  customer.  On  the 
opening  day  of  the  centennial  a  crowd  had  gathered  waiting 
for  the  banks  doors  to  open.  Just  12  minutes  after  the 
doors  were  opened  the  entire  140  banks  were  sold.  "\\  e 
could  have  sold  1,000  if  they  had  been  available."  said 
Jack  Donis.  asst.  v.p.   "We  plan  another  promotion  shortly." 


WSJV-TV,  South  Bend-Elkharl 


Packages 


SPONSOR 
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TV  RESULTS  continued 


BUILDING  SUPPLIES  &  LUMBER 

SPONSOR:  Flanders  Lumber  &  Building  AGENCY:  Direct 

Supply,  Inc. 

Capsule  case  history:  Television  has  brought  prosperity  to 
Flanders  Lumber  &  Building  Supply,  Inc.,  Essex  Junction, 
Vt.  Using  a  single  late-night  announcement,  Tuesdays, 
11  p.m..  on  WC AX-TV,  Burlington,  Flanders  registered 
the  best  January  to  May  in  the  company's  history,  25% 
more  than  its  best  year.  The  company  began  its  first  tele- 
vision campaign  in  May,  1957.  The  commercial  used  was 
a  live  presentation  by  a  local  announcer  emphasizing  a 
complete  line  of  building  service,  including  everything  from 
building  plans  to  a  single  piece  of  lumber.  By  the  end  of 
the  summer,  the  once-weekly  announcement  was  producing 
such  good  results  that  Flanders  placed  80%  of  its  weekly  ad 
budget  in  tv.  Response  to  the  increased  schedule  changed 
the  entire  operation:  in  a  year,  the  company  has  added  540 
square  feet  of  storage  space  for  retail  products  and  is  now 
constructing  2.600  additional  square  feet.  "It  was  WCAX- 
TV,"  said  W.  D.  Flanders,  pres.,  "that  made  this  possible." 


WCAX-TV,  Burlington,  Vt. 


Announcements 


COFFEE 


SPONSOR:  Folger  Coffee  AGENCY:  Direct 

Capsule  case  history:  KTVU,  San  Francisco,  suddenly 
received  rights  to  televise  the  NCAA  basketball  playoffs,  10 
March  and  15  March.  KTVU  offered  sponsorship  of  the 
games  to  Folgers,  a  sizable  West  Coast  coffee  distributor 
at  a  time  when  the  company  was  completing  a  large-scale 
campaign  for  their  instant  coffee  using  all  media,  in  which 
they  had  met  with  considerable  success.  Folgers  made  a 
snap  decision  to  participate  and  promote  public  relations  by 
bringing  the  San  Francisco  audience  important  local  view- 
ing fare.  "When  the  playoff  sponsorship  was  offered  to 
us  by  Channel  2,  we  made  one  of  the  quickest  decisions  in 
our  advertising  history,"  commented  Peter  Folger.  "Now  it 
looks  like  it  was  one  of  our  best  decisions.  The  sportscasts 
did  an  outstanding  public  relations  job  for  us,  but  at  the 
same  time  they  were  a  big  sales  builder.  The  hundreds  of 
letters  praising  the  Folger-sponsored  telecast  have  under- 
scored the  point  that  no  good-will  effort  is  ever  wasted." 

KTVU,  San  Francisco  PURCHASE:  Half-Sponsorships 
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COSMETICS 


SPONSOR:  Avon  Cosmetics 


AGENCY:  Direct 


Capsule  case  history:  Helen  Church,  supervisor  for  Avon 
Representatives  in  16  mid-Missouri  counties,  purchased  five 
spots  a  week  on  KOMU-TV,  Columbia,  Mo.  These  were 
scheduled  to  precede  "Campaign  Fifteen,"  a  three-week 
intensive  sales  drive  for  Avon  Representatives.  The  spots 
ran  adjacent  to  various  NBC  programing  throughout  the 
day;  two  were  in  Queen  For  A  Day,  and  one  in  Matinee 
Theatre.  The  cost  was  $80  on  the  station's  five-plan.  When 
Avon's  drive  was  over,  representatives  of  the  16-county 
district  had  experienced  a  50%  sales  increase  over  the  same 
period  last  year.  Women  in  the  area  were  actually  waiting 
for  an  Avon  saleswoman  to  call,  some  of  the  representatives 
reported.  Because  of  heavy  sales,  Helen  Church  renewed 
this  schedule  on  KOMU-TV.  Although  some  of  the  increase 
was  due  to  natural  growth,  she  credits  the  major  portion  of 
the  campaign's  success  to  tv.  "On  all  sides  I  hear  glowing 
reports  of  the  impact  of  tv  on  our  customers,"  she  says. 


KOMU-TV,  Columbia,  Mo. 


PURCHASE:  Announcements  and 
Participations 


DAIRY  PRODUCTS 

SPONSOR:  Gustafson's  Dairy  AGENCY:  Direct 

Capsule  case  history:  Gustafson's  Dairy  of  Green  Cove 
Springs,  Fla.,  milk  producers  and  distributors,  made  their 
first  tv  buy  on  WJXT-TV,  Jacksonville,  in  February,  1952, 
as  a  sponsor  of  a  local  live  hunting-fishing  program.  Broth- 
ers Ed  and  Noel  Gustafson  wanted  to  see  if  tv  could  build 
their  business  at  a  faster  pace.  Switching  all  their  advertis- 
ing  to  tv,  they  studied  the  results  carefully:  over  a  six-year 
period,  steadily  increasing  their  tv  advertising  as  they  went 
along,  the  brothers  increased  their  territory  from  five  to  20 
counties.  Despite  heavy  competition  from  other  distribu- 
tors, sales  growth  exceeded  many  times  the  population 
growth  of  Jacksonville,  Orlando  and  surrounding  counties. 
Thoroughly  convinced  of  the  power  of  tv,  they  now  sponsor 
on  alternate  weeks  the  syndicated  films  State  Trooper  on 
WJXT-TV  and  26  Men  on  WDBO-TV  in  Orlando,  plus  a 
hunting-fishing  show.  Ed  Gustafson  says:  "We  don't  want 
to  be  without  television.    It's  responsible  for  our  success." 


WJXT-TV,  Jacksonville 


SPONSOR 


Programs 
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TV  RESULTS  continued 


DEPARTMENT  STORE 


SPONSOR:    Sears  &  Roebuck  AGENCY:    Direct 

Capsule  case  history:  Sears  &  Roebuck's  suburban  store 
in  Manchester.  Connecticut,  recently  built  a  huge  summer 
"Warehouse  Sale'"  business  through  the  use  of  a  saturation 
tv  spot  schedule  on  WHCT,  Hartford.  Using  tv  spot  for  the 
first  time,  the  store  bought  20  announcements,  minutes  and 
20's,  which  were  scheduled  throughout  the  day  during  a 
three-day  period  prior  to  the  sale.  By  displaying  leading 
items  from  the  Summer  Hardlines  Department,  Sears  was 
able  to  see  immediate  results  from  the  items  advertised.  Roy 
Rippman.  manager  of  the  Sears  store  located  in  the  new 
Manchester  parkade.  reporting  the  campaign's  success,  said: 
"Where  advertising  in  other  media  had  previously  drawn 
customers  from  only  Manchester,  tv  drew  a  greater  number 
of  customers  from  as  far  as  30  miles  away."  As  a  result, 
several  other  stores  in  the  Manchester  parkade  have  joined 
Sears  for  a  combined  Parkade  television  promotion  on 
WHCT  and  have  set  up  schedules  for  the  season. 


WHTC,  Hartford 


Announcements 


DOGS 


SPONSOR:  Ann's  Kennels  AGENCY:  Direct 

Capsule  case  history:  Ann's  Kennels,  in  Paw  Paw.  111., 
all  of  50  miles  south  of  Rockford,  bought  three  one-minute 
spots  in  The  Roddy  Mac  Show,  telecast  on  Wednesdays  from 
1:30  to  5  p.m.  Starting  almost  immediately,  Ann's  Kennels 
-Luted  selling  puppies  like  hot  dogs.  The  kennels  followed 
up  their  initial  spot  buy  with  the  purchase  of  a  full  five- 
minute  segment  of  the  same  once-a-week  program.  Sales, 
which  had  been  brisk  since  the  spot  campaign,  increased  sig- 
nificantly. In  fact  so  many  dog  purchasers  jammed  into  Paw 
Paw  that  the  town's  only  restaurant  had  to  hire  extra  help 
!to  serve  the  hordes  of  hungry  dog  lovers  on  their  way  to 
\nn  ?  Kennels.  On  the  Fourth  of  July  weekend  alone,  the 
kennel  sold  over  $2,500  worth  of  dogs.  People  from  all  over 
W  HEX-TV  land  are  buying  their  puppies  in  out-of-the-way 
Paw  Paw.  and  business  at  Ann's  is  the  greatest  in  the  firm's 
10-year  history.  "I  am  completely  sold  on  tv,  and  do  not  in- 
tend to  use  any  other  medium."   said   the  kennel's  owner. 


FERTILIZER 


SPONSOR:  Schuler  Fertilizer  Companj  ^GENC\  :  Direct 

Capsule  case  history:  Schuler  Fertilizer  Company  of 
Marshall,  Minnesota  purchased  a  schedule  on  KELO-TV, 
Sioux  Falls.  South  Dakota  to  advertise  Pep,  a  plant  ferti- 
lizer. KELO-TV  operates  booster  stations  in  Reliance,  S.  D. 
(KPLO-TV)  and  Florence,  S.  D.  (KDLO-TVl,  which  cam 
all  programing  and  announcements  transmitted  by  the 
mother  station  in  Sioux  Falls.  No  other  medium  was  used 
for  the  campaign.  After  the  campaign  had  been  underwax 
a  few  weeks,  Schuler  experienced  marked  increases  in  their 
8-ounce  Pep  sales.  Of  particular  importance  was  the  facl 
that  their  sales  curve  showed  increases  for  the  smaller  size 
Pep.  Later  in  the  campaign,  sales  for  the  larger  <°>-ounce 
bottle  showed  a  rapid  climb — evidence  that  viewers  had 
tried  the  smaller  size  with  results.  Schuler  had  succeeded  in 
placing  over  3,500  bottles  of  Pep  within  the  coverage  area 
of  KELO-TV  and  its  two  booster  stations.  "We  must  give 
credit   where   credit   it   due."   said   sales   manager    Daniels. 


KELO-TV,  Sioux  Falls 


Announcement* 


FLOUR 


WREX-TV,  Rockford 


Program 


SPONSOR:  Mooresville  Flour  Mills,  Inc.  AGENCY:  Direct 

Capsule  case  history:  As  sponsor  of  Joe  Smith's  Southern 
Playboys,  on  WSOC-TV,  Charlotte,  N.  C,  Mooresville  Flour 
Mills,  Inc.,  of  Mooresville,  has  found  a  program  that  de- 
livers heavy  sales  in  the  Charlotte  market.  For  the  past 
three  months,  since  Mooresville  began  sponsoring  Joe 
Smith's  Southern  Playboys,  the  company  reports  marked  in- 
creases in  flour,  corn  meal  and  feed  sales.  The  major  por- 
tion of  the  customers  said  they  had  heard  the  announce- 
ments on  WSOC-TV.  With  the  aid  of  WSOC-TV's  produc- 
tion staff  and  the  air  salesmanship  of  Joe  Smith  and  his 
Playboys,  the  Mooresville  announcements  were  given  high 
entertainment  value.  Not  only  did  regular  customers  make 
more  frequent  purchases,  but  a  great  many  new  accounts 
were  opened  which  Mooresville  attributes  directly  to  the 
television  program.  "Adding  new  accounts  is  of  even  great- 
er importance  than  are  sales  increases  alone."'  said  Joe  Gil- 
ley.  Jr.    "Vie  are  planning  to  use  this  program  indefinitely." 


WSOC-TV,  Charlotte 


PURCHASE:  Sponsorship 


SPONSOR 
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The  Piedmont  Industrial  Crescent  is  a  unique  concentration 
of  buying  power ...  a  vast  "area  laboratory". . .  stretching 
across  the  productive  Piedmont  section  of  North  Carolina, 
South  Carolina  and  Virginia. 

It  is  a  vast  urban  complex  created  by  bustling  cities, 
booming  industry  and  big  agricultural  purchasing  power  where 
millions  of  your  customers  WORK,  EARN,  SPEND. 

Strategically  located  at  the  hub  of  this  big  year-round 
market  is  WFMY-TV. . .  the  most  powerful  selling 
influence,  by  far. 


^\  This  Is  North  Carolina's  Interurbia 

,  .  .The  largest  metropolitan  market  in 
the  two  Carolinas.  Here,  WFMY-TV 
dominates  because  it  serves  .  .  .  sells. 


uufnfiu-tv 


GREENSBORO,     N.    C. 

Represented  by  Harrington,  Righter  and  Parsons,  Inc.,  New  York,  Chicago,  San  Francisco,  Atlanta,  Boston,  Detroit 
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TV  RESULTS  continued 


FOOD 

SPONSOR:  General  Foods  Corp.  AGENCY:   Direct 

Capsule  case  history:  German  cooking  chocolate  was 
called  a  "dead"  item  by  grocers  and  distributors  in  the 
Greensboro,  N.  C,  territory  until  Cordelia  Kelly  of  WFMY- 
TV's  What's  Cooking  Today  show  brought  it  back  to  life. 
Cordelia  baked  a  German  chocolate  cake  on  her  program, 
offered  the  recipe  free  to  viewers.  So  far,  she's  filled  2,589 
requests  for  the  recipe — and  people  still  ask  for  it.  Accord- 
ing to  E.  J.  Fraylick,  General  Foods  Corp.  salesman  located 
in  Greensboro,  "Salesmen  in  our  territory  (including  Greens- 
boro, Winston-Salem,  High  Point,  Raleigh,  Durham  and 
Salisbury)  have  racked  up  1,637%  of  our  first  quarter 
budget  on  German  chocolate."  Fraylick  attributed  the  out- 
standing sales  record  to  Cordelia's  cake-baking  on  television, 
"and  sending  out  the  2,500-plus  recipes  the  viewers  asked 
for."  The  sales  technique  also  proved  the  value  of  the  inte- 
grated commercial  as  an  effective  sales  message,  giving  the 
advertising  an  additional  validity  and  believability  factor. 

WFMY-TV,  Greensboro,  N.  C.  Participation 


FOOD  STORE 


SPONSOR:  B&H  Food  Store  AGENCY:  Direct 

Capsule  case  history:  When  B&H  Food  Store  of  Mobile 
abandoned  print  some  three  years  ago  because  of  unsatis- 
factory results,  they  purchased  full  sponsorship  of  Ziv's 
Highway  Patrol,  seen  Thursdays  from  8  p.m.  to  8:30  p.m. 
on  WALA-TV,  Mobile,  Alabama.  The  24-hour,  seven-day-a- 
week  store  has  renewed  the  show  for  three  consecutive 
seasons.  Despite  the  fact  that  a  local  chain  store  does  more 
than  40%  of  the  area's  grocery  volume,  B&H  has  been  able 
to  boast  a  better  than  average  sales  volume  which  increases 
with  each  succeeding  year  of  sponsorship.  The  store  attrib- 
utes the  rise  to  the  air  selling  of  Jim  McNamara.  WALA-TV 
national  sales  manager,  who,  they  insist,  must  do  the  com- 
mercials. The  client  claims  that  when  he  is  off-camera,  sales 
volume  dips.  An  oddity  of  the  B&H  campaign  is  their  fore- 
going the  third  commercial:  "In  order  that  you  may  enjoy 
the  remainder  of  Highway  Patrol  to  conclusion  and  with- 
out  interruption    B&H    relinquishes    its   commercial    time." 

WALA-TV,  Mobile  Film  show 


* 


FURNITURE 


SPONSOR:  New  York  Furniture  Co.  AGENCY:  Direct 

Capsule  case  history:  In  1957,  Emil  Berkowitz,  owner  of 
the  New  York  Furniture  Co.,  with  five  stores  in  the  Denver 
area,  found  himself  in  a  tough  financial  situation.  His  regu- 
lar newspaper  advertising  failed  to  attract  sufficient  business. 
He  decided  to  try  tv — and  if  that  failed,  he  would  be  forced 
to  go  out  of  business.  Berkowitz  bought  a  Saturday  night 
20th  Century-Fox  feature  movie  on  KBTV.  10  p.m.  to  con- 
clusion of  film,  costing  $750  per  program.  Called  the  New 
York  Furniture  Theatre,  the  program  featured  the  stores' 
annual  warehouse  sale  on  its  premiere  night.  Since  his 
stores  remain  open  weekends,  tv  had  to  prove  its  pulling  pow- 
er the  following  day.  "It  was  the  greatest  one-day  sale  in  our 
49-year  history,"  Berkowitz  reported.  "Over  3.500  custom- 
ers crowded  into  the  store,  buying  $32,000  in  merchandise 
in  12  hours."  Currently,  he  puts  50'  \  of  his  budget  into 
television,  limiting  his  summer  advertising  campaign  entirely 
to  tv  because  it  brings  "faster  and  more  dependable  results." 


KBTV,  Denver.  Colo. 


Program 


FURNITURE 


SPONSOR 
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SPONSOR:  Fowler  Furniture  Company  AGENCY:  Direct 

Capsule  case  history:  Fowler  Furniture  Co.  of  Tyler. 
Texas,  believes  that  tv  will  move  its  merchandise.  They  have 
been  a  steady  advertiser  on  KLTV  since  October  1956.  To 
cite  one  example:  In  a  recent  promotion  for  dining  room 
suites,  10  April  thru  18  April,  Fowler  advertised  its  sets 
priced  at  $29.95,  $39.95  and  $59.95  each.  At  the  conclu- 
sion of  the  campaign  Fowler  had  sold  30  sets  at  an  average 
price  of  $50  per  set.  In  addition  to  the  advertised  suites, 
the  company  sold  26  other  dinettes  priced  from  $69.95  to 
$139.95,  bringing  the  average  price  for  each  suite  sold  to 
$70.  Fowler  used  three  sports  shows.  6:15-6:25  p.m., 
Thursday.  Tuesda\  and  Thursday  during  the  10-da)  cam- 
paign. Each  show  carried  two  1 -minute  participations  at 
which  lime  a  sample  set  was  displayed.  Customers  came 
from  a  10-mile  radius  of  Tyler  to  purchase  the  advertised 
specials.  Since  Fowler  put  the  major  portion  of  his  ad 
budget    into    television    his    sales    have    steadil)    increased. 

KLTV,  Tyler  PURCHASE:  Sponsorship 
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TV  RESULTS  continued 


GAS 


SPONSOR:  Piedmont  Natural  Gas  Company  AGENCY:  Direct 

Capsule  case  history:  Seven  years  ago.  natural  gas  was 
introduced  into  the  Charlotte  area.  Due  to  the  newness  of 
the  product,  a  certain  amount  of  natural  resistance  was 
encountered.  In  order  to  combat  the  problem,  the  Piedmont 
Natural  Gas  Company  turned  to  television.  They  decided 
to  sponsor  a  weather  telecast  on  WSOC-TV.  Charlotte,  N.  C, 
to  link  natural  gas  with  a  valuable  public  service  program 
in  the  public  mind.  For  seven  years.  Piedmont  continued 
sponsorship  of  Channel  9  Weather,  and  watched  acceptance, 
sales  and  good  will  grow.  Each  year,  company  officials 
watched  with  satisfaction  as  more  and  more  people  turned 
to  gas.  In  July  of  1958  so  widespread  was  the  acceptance 
of  natural  gas,  that  the  company  was  enabled  to  reduce  rates 
to  their  residential  and  commercial  customers.  The  company 
attributes  a  good  part  of  the  switching  to  natural  gas  to  the 
show.  "Your  station  has  played  a  major  part  in  our  suc- 
cess," said  J.  J.  Sheehan,  Piedmont  v.p.  in  charge  of  sales. 


WSOC-TV,  Charlotte 


Weather  program 


GROCERS  &  SUPERMARKETS 


SPONSOR:  Graceffa  &  Sons 


AGENCY:  Direct 


Capsule  case  history:  To  win  a  larger  share  of  food 
volume  in  Rockford,  111.,  Graceffa  &  Sons  switched  a  portion 
of  its  budget  to  tv.  Graceffa  was  spending  $125  weekly  on 
ads  in  the  local  newspaper,  but  sales  were  not  satisfactory. 
Th«  supermarket  decided  upon  a  single  weekly  60-second 
spot  on  WREX-TV,  Rockford.  Each  announcement  was 
written  to  spotlight  an  employee  and,  at  the  same  time,  give 
the  store  a  personal  touch.  In  one  spot,  one  of  the  check- 
out girls  or  meat  managers  appeared  on  the  screen  to  quote 
the  best  buys.  Within  four  weeks  the  Graceffa  management 
saw  concrete  sales  results.  Following  this  success  they  im- 
mediately added  another  spot — again  sales  increased — and 
again  Graceffa  increased  the  budget  allocation  by  purchas- 
ing a  quarter-hour  co-sponsorship  of  Roddy  Mac.  Now  80% 
of  Graceffa's  advertising  budget  is  devoted  to  television — 
an  increase  of  350% !  In  the  time  Graceffa  &  Sons  has  been 
using    the    television    medium    sales    have    increased    25%. 


WREX-TV,  Rockford 
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PURCHASE:  Announcements  &  co-spon- 
sorship in  Roddy  Mac 


GROCERY  &  SUPERMARKETS 

SPONSOR:  Safeway  Stores,  Inc.  AGENCY:  Manchester  Advtg.,  Inc. 
Capsule  case  history:  Safeway  Stores  has  used  television 
in  the  Washington,  D.  C,  area  for  two  major  reasons:  to 
foster  solid  relations  within  the  community  by  providing 
good  family  entertainment;  to  sell  its  top  quality  grocery, 
meats  and  produce.  Safeway  has  sponsored  a  full-length 
feature  film,  Safeway  Theatre,  on  WMAL-TV  for  the  past 
eight  years  (and  uses  spot  on  two  other  tv  stations).  The 
store  stresses  soft  sell  in  all  its  commercials  with  a  mini- 
mum of  interruptions  during  the  program.  "Whenever  a 
new  store  is  opened  in  the  area,  the  groundwork  is  laid 
through  the  good-will  created  by  Safeway  Theater,"  said 
Dick  Williams,  director  of  radio  and  television  for  Manches- 
ter Advtg.  Since  the  chain  began  sponsoring  Safeway  The- 
atre, the  program  has  rated  as  the  No.  1  local  tv  show  in  the 
market.  "I  am  confident  that  our  television  advertising  in- 
vestment has  paid  substantial  dividends,"  said  Burton  War- 
ner, ad  mgr.  of  Washington-Richmond  Safeway  Stores,  Inc. 


WMAL-TV,  Washington,  D.  C. 


PURCHASE:  Safeway  Theatre 


LADIES'  DRESSES 

SPONSOR:  Cas  Walker  Supermarkets      AGENCY:  Tennessee  Valley 

Advtg.  Agency 

Capsule  case  history:  You  don't  ordinarily  expect  to  see| 
housewives  trying  on  dresses  between  gondolas  in  a  super-l 
market,  but  that  is  exactly  what  happened  at  the  Cas  Walker 
Chapman  Highway  Supermarket  in  Knoxville.  To  familiar- 
ize people  with  the  location  of  the  store  and  its  services. 
Walker  purchased  4,400  ladies'  dresses  and  advertised  them 
for  $2.99  on  three  tv  programs.  WBIR-TV  one-shotted  the 
announcements  on  the  Amos  ,n  Andy  Show  on  a  Tuesda) 
night,  6:30  to  7:00  p.m.,  and  on  the  Cas  Walker  Farm  ana 
Home  Hour  the  following  night,  Wednesday,  7:00  to  8:0( 
a.m.;  Walker  also  used  announcements  on  another  statior 
on  Monday  of  the  same  week.  Before  8:30  a.m.  on  the  sal< 
day,  the  parking  lot  was  jammed  with  over  200  cars  ant 
store  aisles  were  packed.  Forty-eight  hours  later  stocks  wen 
reduced  to  odd  sizes;  24  hours  later  they  were  completel; 
sold  out,  necessitating  cancellation  of  planned  newspape 
advertising.      Walker's   objectives   had   been   accomplished 


WBIR-TV,  Knoxville,  Tenn. 


SPONSOR 


Announcement 


3    JANUARY    1959 


TV  RESULTS  continued 


LAUNDRY  &  CLEANERS 

SPONSOR:  Slater-White,  Inc.  AGENCY:  Direct 

Capsule  case  history:  For  the  past  four  months,  Slater- 
White,  Inc.,  a  custom  laundry  of  San  Antonio,  has  been 
running  10  announcements  weekly  in  KONO-TV's  20th  Cen- 
tury Theatre,  seen  nightly  from  10:20  p.m.  to  conclusion. 
The  campaign  cost  Slater-White  slightly  more  than  $4,300 
for  the  16  weeks.  The  firm  which  is  well  known  in  San 
Antonio  for  its  deluxe  laundry  operation  and  has  a  reputa- 
tion for  quality  work  at  above  average  prices,  uses  the 
slogan,  "A  little  more — but  so  much  better,"  to  sell  its  story. 
During  the  four-month  trial  period,  the  campaign  surpassed 
all  other  advertising  campaigns  in  the  laundry's  history. 
"More  customers  came  in  as  a  result  of  our  tv  campaign  on 
KONO  than  from  any  other  form  of  advertising  we  have 
used,"  said  Orville  Slater,  owner  of  the  concern.  Each  de- 
partment of  the  cleaning  and  laundry  firm  showed  substan- 
tial increases.  As  a  result  of  the  outstanding  sales  power  of 
tv,  Slater-White  set  up  a  year's  campaign  on  KONO-TV. 


KONO-TV,  San  Antonio 


PURCHASE:  Announcements  in 
20th  Century  Theatre 


MILK  AND  MILK  PRODUCTS 

SPONSOR:  Golden  Jersey  Creamery  AGENCY:  Direct 

Capsule  case  history:  In  April  the  Golden  Jersey  Cream- 
ery purchased  five  one-minute  announcements  per  week  in 
KGBT-TV's  Popeye  Theatre,  weekdays  from  4:30  to  5:00 
p.m.  to  announce  a  special  kiddie  promotion.  The  small  fry 
were  asked  to  send  in  labels  from  any  Golden  Jersey  prod- 
uct. The  youngster  who  sent  in  the  most  labels  during  the 
'•ampaign  would  receive  a  Shetland  pony.  In  a  scant  six 
weeks  Golden  Jersey  has  received  an  unbelievable  1,000,000 
labels  from  every  corner  of  the  Rio  Grande  Valley.  "We  are 
thoroughly  convinced  that  our  KGBT-TV  schedule  has  done 
more  for  our  sales  than  any  other  medium  we  have  ever 
used,"  said  E.  B.  Braden,  manager  and  part-owner.  "Day- 
time television  really  delivers  the  audience  for  us.  Milk  sales 
have  already  increased  approximately  10%  since  the  start 
jf  the  campaign,  which  represents  a  much  larger  increase  in 
product  output  than  we  get  from  other  media."  Braden  ex- 
pects sales  to  rise  higher  before  conclusion  of  the  campaign. 

KGBT.TV,  Harlingen 


PURCHASE:  Annomncements  in 
Popeye  Theatre 


MILK  &  MILK  PRODUCTS 

SPONSOR:  Foremost  Dairies  AGENCY:  Dave  Bennett  &  Assoc. 
Capsule  case  history:  Beginning  in  September  and 
running  through  November  1957,  Foremost  Dairies  of  La 
Feria,  Texas,  ran  one  announcement  in  Steve  Donovan 
Western  Marshall,  Saturday  mornings  from  10:30  to  11:00, 
on  KGBT-TV,  Harlingen,  Texas.  Youngsters  were  asked  to 
cut  the  "F's"  from  the  Foremost  products,  and  send  them 
to  KGBT-TV.  Some  products  have  larger  "F's"  than  others 
and  are  priced  higher.  Points  were  assigned  according  to 
the  letter  size  and  three  prizes  were  offered  for  those  send- 
ing in  the  most  points:  a  bicycle,  portable  radio  and  a 
badminton  set.  The  results:  Over  a  quarter  of  a  million 
Foremost  labels  were  received  from  all  sections  of  the  Rio 
Grande  Valley  and  surrounding  area.  Foremost  Dairies 
reported  a  10%  increase  in  milk  sales  in  the  Valley  alone; 
figures  on  other  Foremost  products  also  showed  a  marked 
increase.  "Tv  is  the  most  powerful  advertising  medium  I 
have  ever  seen,"  remarked  John  White,  owner  of  the  Fore- 
most dealership.  "We  plan  to  increase  our  tv  schedules." 
KGBT-TV,  Harlingen,  Tex.  PURCHASE:  Announcements 


MOVIE 

SPONSOR:  Howco  Exchange  AGENCY:  Direct 

Capsule  case  history:  "Rodan,"  a  recent  fiction  release, 
was  advertised  on  WSOC-TV,  Charlotte,  N.  C,  by  Howco 
Exchange,  a  regional  film  distributor.  At  the  suggestion  of 
WSOC-TV,  Howco  purchased  a  tv  schedule  on  the  station's 
25-plan.  Howco  had  used  television  in  other  areas  of  the 
South  but  only  WSOC-TV  was  bought  in  Charlotte.  The 
local  theater  which  carried  the  film  did  heavy  business.  The 
movie  house  drew  an  almost  capacity  crowd  each  time  the 
picture  ran.  Movie  houses  in  Gastonia,  Monroe,  Albermarle, 
Salisbury  and  Rock  Hill,  all  within  the  station's  coverage 
area,  which  also  showed  the  film,  had  similar  successes.  In 
fact,  every  theater  running  the  film  within  a  75-mile  area 
of  Charlotte  met  with  surprising  box  office  receipts.  Theaters 
playing  the  picture  outside  of  WSOC-TV's  coverage  pattern 
did  not  do  nearly  as  well  as  those  in  the  Charlotte  coverage 
area.  "You  can  be  assured  we  will  use  tv  on  our  next  cam- 
paign," stated  Scott  Eett,  the  branch  manager  of  Howco. 


WSOC-TV,  Charlotte.  N.  C 


SPONSOR 


3   JANUARY    1959 


Announcements 


i:< 


TV  RESULTS  continued 


PAINT 

SPONSOR:  Dagastino"s  Wallpaper  and  Paint  Co.     AGENCY:  Direct 

Capsule  case  history:  The  most  difficult  time  of  the  year 
to  sell  paint  is  traditionally  during  February  and  January. 
Nevertheless,  the  Dagastino  brothers  bought  a  10-plan  of 
six  60-second  and  four  10-second  spots  on  WHBQ-TV's, 
Memphis,  Million  Dollar  Movie.  Using  only  four  of  the  10 
announcements,  they  advertised  Texolite  and  Super  Kem- 
Tone  on  a  Thursday  and  Friday  evening  in  February.  On 
Saturday,  the  biggest  snow  of  the  year  hit  Memphis.  Yet, 
sales  for  the  day  were  $300.  They  claim  that  their  volume 
totaled  90%  of  all  paint  sales  made  in  the  city  that  day. 
A  normal  Saturday's  volume  under  ideal  conditions  is  only 
S150.  They  estimate  their  sales  for  the  month  of  February 
to  be  80%  of  all  the  total  of  the  more  than  100  retail 
paint  businesses  in  Memphis.  Dagastino's  has  ordered  three 
more  10-plans,  on  WHBQ-TV,  and  has  already  formulated 
summer    plans    for    additional    advertising    on    WHBQ-TV. 


PROCESSED  FOODS 


WHBQ-TV,  Memphis 


PURCHASE:  Announcements  in  MDM 


POWER  MOWERS 


SPONSOR:  Hunt-Gibson  Furniture  Co. 


AGENCY:  Direct 


Capsule  case  history:  The  Hunt-Gibson  Furniture  Co.  de- 
cided to  combat  mounting  competition  in  the  South  Bend- 
Elkhart  area,  by  putting  a  large  portion  of  its  advertising 
dollar  into  television.  Some  six  months  ago  the  store  pur- 
chased ten  10-second  spots  a  week — five  in  the  afternoon  and 
five  in  the  evening — on  WSJV-TV,  South  Bend-Elkhart,  Ind., 
at  a  cost  of  $76.40  per  week.  During  the  last  three  weeks 
of  May,  Hunt  used  30  of  its  announcements — 15  in  Class  A 
time  and  15  in  Class  B  time — to  advertise  power  lawn  mow- 
ers. The  cost  to  Hunt's  on  WSJV-TV's  10-plan:  $229.20. 
When  the  campaign  ended,  Hunt-Gibson's  entire  stock  of 
mowers  was  sold  out,  representing  more  than  $5,000  in  gross 
sales.  "We  are  using  television  because  it  delivers  more 
sales  impressions  per  dollar  invested  than  any  other  medium 
in  the  South  Bend-Elkhart  market,"  said  Ellsworth  W.  Gib- 
son, owner.  Hunt-Gibson  plans  to  continue  using  WSJV- 
TV   indefinitely,   the   company   told   the   station. 


SPONSOR:  Scudder  Food  Products  AGENCY:  Mottl  &  Siteman 

Capsule  case  history:  Scudder  Food  Products,  one  of  the 
largest  regional  food  product  manufacturers  on  the  West 
Coast  has  used  tv  in  almost  all  of  their  major  campaigns. 
They  now  sponsor  one-half  of  the  syndicated  film  series 
Whirlybirds,  7:30  to  8:00  p.m.,  on  KHJ-TV,  Los  Angeles. 
Scudder  chose  Whirlybirds  as  a  vehicle  to  advertise  two  of 
their  processed  food  products,  potato  chips  and  peanut 
butter,  which  sell  for  approximately  15^  and  35^  respec- 
tively. About  seven  months  after  the  program  went  on  the 
air,  Scudder  offered  a  special  model  "helicopter"  as  a  pre- 
mium for  50^  and  proof  of  purchase  of  one  of  the  adver- 
tised products.  In  less  than  13  weeks  after  the  offer  had 
been  made,  they  had  distributed  66,000  of  the  toy  "egg 
beaters"  throughout  the  Los  Angeles  market  area.  Tv  ad 
vertising  formed  the  backbone  of  the  premium  offering 
Scudder  has  renewed  for  a  52-week  firm  schedule  on  KHJ 
TV  as  a  result  of  the  tremendous  response  to  their  schedule 


WSJV-TV,  South  Bend 


PURCHASE:  Announcements 


KHJ-TV,  Los  Angeles 


PURCHASE:  Half-Sponsorship  of 
Whirlybirds 


RESTAURANT 


SPONSOR: 


Caniglia's  Pizzeria  & 
Steak  House 


AGENCY:  Pleskach' 
and  Smith 


Capsule  case  history:    In  the  nine-year  history  of  Omaha 
television,  Caniglia's  Pizzeria  and  Steak  House  had  never' 
advertised  in  this  medium.    Pleskach  and  Smith,  Caniglia's' 
advertising  agency,  recommended  a  television  campaign  emM 
ploying   daytime   spots   and    one   nighttime    announcement.] 
KETV  was  selected  to  kick  off  the  campaign  utilizing  a  day  , 
time  5-plan  supplemented  by  one  spot  in  the  9:35  movie  Fri  1 
day  evenings.    The  purpose  was  to  announce  the  grand  re* 
opening  of  the  restaurant  after  its  remodeling,  and  to  inforrr 
customers  and  prospective  customers  of  the  much  larger  seat 
ing  accommodations  now  available.  Even  though  the  weathei  , 
was   inclement  the   opening-day   crowd   was   overwhelming  l 
Every  table  was  taken  and  people  were  waiting  to  be  seated 
"Our  client  is  immensely  pleased  with  the  over-all  results  o 
tv  advertising,"  wrote  Pleskach.     "My  eyes  have  been  reall; 
opened  to  the  possibilities  of  tv,  and  the  company  is  con 
sidering  increasing  its  tv  budget." 


KETV,  Omaha 


Announcement 
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SPONSOR 


3    JANUARY    1959 


M  Mother  Hubbard 
j      would  flip! 


it  little  old  cupboard  dilemma  of 
's  was  nothing,  really. 


Qsider  Joe  Foy,  now.  He's  General  Man- 
['   of   Spartan    Stores,    Inc.,   of    Grand 

ids.  Behind  him  is  his  new  310,000 
lire  foot  warehouse.  When  this  picture 

taken,  all  those  acres  and  acres  of  cup- 

d  had  yet  to  be  filled. 


once  that's  done,  Joe's  job  is  just  bare- 
iarted.  He's  got  to  turn  right  around 
proceed  to  empty  it  —  and  then  fill  it 
eai   in  and  empty  it  again  —  umpteen  times 
r,  and  do  it  year  after  year. 


But,  whereas  Dame  Hubbard  contemplated 
her  project  with  knitted  brow,  Joe  ap- 
proaches his  eagerly  and  with  confidence.  In 
the  twelve  years  he's  been  boss  at  Spartan, 
volume  has  increased  1,000%.  It  now 
grosses  more  than  60  million  dollars  a  year. 
In  all,  Joe  serves  more  than  500  stores  all 
over  Michigan. 

Joe  is  a  modern  grocery  merchandiser,  us- 
ing modern  techniques.  He  says,  "The  sale 
of  grocery  products  requires  effective  pre- 
selling  in  top-notch  advertising  media.  We 
know  WOOD  and  WOOD-TV  can  do  this 
pre-selling  job  competently." 


Your  sales  manager  knows  the  importance 
of  distribution  in  WOODland.  Make  certain 
that  distribution  is  followed  by  sales.  Keep 
a  schedule  on  WOOD  and/or  WOOD-TV. 
Wherever  you  are,  there  is  a  Katz  man  to 
help  you  get  it. 

WOOD-TV  Is  first- morning,  noon,  night. 
Monday  through  Sunday  November  '58 
ARB  Grand  Rapids 

WOOD-AM  is  first-morning,  noon,  night, 
Monday  through  Sunday-April  '58  Pulse 
Grand  Rapids 

Everybody  in  Western  Michigan  is  a  WOODwalchei 


WOOD 


AM 
TV 


WOODland   Center,  Grand   Rapids,   Michigan 

WOOD-TV  -  NBC  Basic  for  Western  and  Central  Michigan:  Grand  Rapids. 
Battle  Creek,  Kalamazoo,   Muskegon  and   Lansing.  WOOD  -  Radio  -  NBC. 


Problem  Solved  by  an 
Account  Executive 


Hal  needed  help.  He  was  on 
his  fifth  ulcer  trying  to  boost 
Florida  sales. 


"Help,"  he  cried.  "We're  com- 
ing," said  Media. 


"Blair  TV  Associates  said 
WCTV  offers  a  great  undupli- 
cated  buy  in  a  market  that 
buys  like  crazy!" 


It  worked  so  well  he  can  af- 
ford to  beat  the  ad  manager 
at  golf. 


WCTV 


Tallahassee 
Thomasville 


for  North  Fla.  and  South  Ga. 

John  H.  Pliipps 
Broadcasting  Stations 


TV  RESULTS  continued 


RESTAURANT 


SPONSOR:  Breisch's  Restaurant  AGENCY:  Direct 

Capsule  case  history:  For  the  past  year  and  a  half, 
Breisch's  Restaurant  has  been  a  consistent  advertiser  on 
KOMU-TV,  Columbia,  Mo.  Prior  to  Breisch's  entry  into  tv, 
the  restaurant  had  done  limited  promotion.  The  restau- 
rant now  uses  three  10-second  Class  "B"  announcements 
weekly  for  a  monthly  expenditure  of  $117.  This  is  the  only 
advertising  medium  utilized.  Since  Breisch's  began  its 
schedule  on  KOMU-TV,  sales  receipts  have  risen  45%  over 
the  same  period  a  year  ago.  In  a  recent  test,  they  ran  a  spe- 
cial promotion  featuring  Hawaiian  Night.  The  purchase  was 
two  one-minute  Class  "B"  announcements — the  only  adver- 
tising used.  More  than  300  people  were  served  on  Hawaiian 
Night;  an  equal  number  were  turned  away  due  to  the  lim- 
ited seating  capacity.  "Tv  has  proved  to  be  the  best  medium 
for  my  advertising  dollar,"  said  owner  Leroy  Watkins.  "It 
achieves  the  results  I  want  and  I  plan  to  continue  using  it." 


KOMU-TV,  Columbia 


PURCHASE:  Announcements 


SHOES 


SPONSOR:  Brittain's  AGENCY:  Direct 

Capsule  case  history:  Although  Brittain's,  one  of  the 
South's  leading  children's  department  stores,  had  had  little 
experience  with  the  television  medium,  they  turned  most  of 
their  advertising  budget  to  WRAL-TV  during  the  months  of 
March  and  April;  only  a  small  amount  was  channeled  to 
other  media.  The  results  well  justified  the  expenditure. 
After  reviewing  the  business  volume  for  these  two  months, 
they  netted  an  18.4%  increase  over  the  same  period  of 
1956,  and  total  sales  exceeded  any  April  and  March  in 
Brittain's  history.  After  conferring  with  WRAL-TV's  sales 
manager,  Mr.  Sam  Mobley,  manager  of  the  Raleigh  store, 
bought  one  announcement  on  Thursdays  in  Popeye,  at 
which  time  a  pair  of  children's  shoes  was  shown.  The  total 
cost  was  only  $210.  Mobley  was  so  impressed  with  the  sales 
results  that  they  have  been  running  schedules  since  then  with 
equal  success.  "We  do  not  know  of  any  other  media  that 
could  have   done  the   job   so   well   as  television,"  he  said. 


WRAL-TV,  Raleigh,  N.  C. 


PURCHASE:  Announcements 
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SPONSOR 


3    JANUARY    1959 


TV  RESULTS  continued 


SPORT  GOODS  &  EQUIPMENT 


SPONSORS:  Local  Wholesaler  and  Dealers 


AGENCY:  Direct 


Capsule  case  history:  A  little  short  of  a  year  ago,  George 
A.  Grenholm,  manager  of  V.  Tausche  Hardware  Co.,  a 
wholesale  sports  store  of  LaCrosse,  Wis.,  conceived  a  plan 
whereby  four  local  sports  good  stores,  each  in  a  different 
community  of  the  LaCrosse  trading  area,  would  sponsor  a 
show  each  Friday  called  Fite  Nite  Sport  Nite,  on  WKBT, 
LaCrosse.  The  cost  per  telecast,  $100,  was  divided  propor- 
tionately among  the  sports  outlets  and  Tausche  Co.  After 
launching  the  program,  the  sponsors  found  that  in  almost 
every  case,  items  advertised  on  their  show  resulted  in  near, 
or  complete,  sellouts.  The  long-range  sales  potential  of  the 
show  is  demonstrated  by  the  fact  that  from  70%  to  90% 
of  their  advertising  is  devoted  to  this  particular  program. 
Sales  figures  have  climbed  consistently  since  its  beginning. 
The  first  contract  was  signed  for  an  eight-week  test  cam- 
paign. It  was  immediately  renewed  for  an  additional  26- 
week  flight  and  again  this  past  March  for  another  26  weeks. 


WKBT,  LaCrosse 


PURCHASE:  Programs 


SOFT  DRINKS 


SPONSOR:  Pepsi  Cola  Bottler  AGENCY:  Direct 

Capsule  case  history:  By  now  the  local  teen  dance  show 
is  familiar  to  every  soft  drink  sponsor  in  the  United  States. 
George  Noland,  a  Pepsi  Cola  bottler,  bought  several  an- 
ouncements  in  Dixon  On  Disc,  Monday  to  Friday,  4:00  to 
i:00  p.m.,  on  WALA-TV,  Mobile,  Alabama.  This  was  a 
jioneer  test  show — at  least  for  the  Southeastern  section  of 
he  United  States.  The  trade  publication  "The  Pepsi  Cola 
,  World"  reported  Noland's  investment  has  been  returned 
i00%  !  Instead  of  dropping  announcements  from  Dixon 
On  Disc  in  the  winter  months,  which  is  slow  for  soft  drinks. 
Poland  continued  his  campaign.  Results  were  so  good  that 
te  increased  his  schedule  to  one-half  sponsorship  of  the 
how.  "Since  I  started  using  this  show,  there  has  been  a 
teady  increase  in  sales,"  says  Noland,  who  is  going  into  his 
hird  year  with  WALA-TV.  The  national  organization  was 
o  impressed  they  bought  the  same  type  of  show  elsewhere. 


t, 


a  tl'i 

*  ALA-TV,  Mobile 


PURCHASE:  Half-sponsorship  in 
Dixon  On  Disc 


SUPERMARKET 

SPONSOR:  Eavey's  Supermarket  AGENCY:  Direct 

Capsule  case  history:  Eavey  Supermarket  of  Fort  Wa\  oe, 
Ind.,  has  made  tv  the  backbone  of  its  advertising  since 
it  opened  in  August,  1956.  At  present,  the  store  spends  from 
60  to  65%  of  its  advertising  dollar  in  tv.  Presently,  the 
store  sponsors  News  and  Weather  on  WKJG-TV.  Fort 
Wayne,  and  two  other  stations.  Eavey  first  ventured  into 
tv  on  the  eve  of  its  opening  da>  in  Fort  Wayne,  when  lie 
and  tv  star  Denise  Lor  took  viewers  on  a  tour  of  the  building, 
via  an  hour-long  remote  telecast.  Since  then,  the  "Eavey 
Girl,"  has  posed  in  a  picture  under  the  store's  facade, 
become  a  regular  visitor  to  Fort  Wayne  homes.  Eavey  uses 
three  girls  dressed  as  the  store's  clerks;  they  play  sales- 
ladies on  seven  of  the  supermarket's  nine  weekly  shows. 
Eavey  claims  its  store  accounts  for  20  to  25%  of  Fort 
Wayne's  food  volume.  "People  don't  read  the  fine  print  in  the 
newspaper,  but  on  tv  you  have  a  captive  audience  that  sees 
and  hears  every  word,"  said  Eavey  manager  Bert   Mahet. 


WKJG-TV,  Fort  Wayne 


Programs 


TABLES 


SPONSOR:  Judd   Drugs  AGENCY:  Direct 

Capsule  case  history:  Before  Judd  Drugs,  a  medium-sized, 
Midwestern  drug  chain,  used  tv  they  were  skeptical  of  its 
pulling  power;  now  it  is  a  must  in  their  advertising  budget 
Their  first  experience  on  tv  was  with  WSJV-TV,  South 
Bend,  Ind.  Charles  Judd,  president  of  Judd  Drugs,  pur- 
chased full  sponsorship  of  a  half-hour  syndicated  film  to 
be  shown  on  Friday  nights  from  10:00  to  10:30  p.m.  In 
order  to  really  test  the  strength  of  tv  advertising,  Judd 
offered  hostess  tables  at  $1.99  each.  He  used  just  one  an- 
nouncement in  his  show.  By  the  end  of  Saturday  morning 
he  had  distributed  five  dozen  tables  in  his  five  stores,  includ- 
ing those  in  Goshen  and  Warsaw.  In  addition,  it  was  the 
biggest  single  Saturday  morning  gross  they  had  ever  known 
in  the  same  period  of  any  year.  Traffic  in  other  sections  of 
Judd's  stores  increased  also  due  to  this  one  announcement. 
"We  are  more  than  pleased  with  the  results  of  our  experi- 
ment," says  Judd,  "and  are  preparing  a  new  tv  campaign." 

WSJV-TV,  South  Bend,  Ind.  PURCHASE:  Program 
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Topeka  has 

1  TV  Station 

WIBW-TVisit 


That's  Why 

NOBODY  FROM  NOWHERE 

Can  Saturate 

TOPEKA 

like 

WIBW-TV 

SATURATES  TOPEKA 


ALL  DAY -ANY  DAY 

Here's  why  survey-proved  WIBW-TV  is 
your  best  buy  for  complete  coverage 
of  the  entire  Topeka  Farm  market. 

•  WIBW-TV  commands  the  viewing  audi- 
ence.   Note  current   survey   figures: 

Share  of  Audience  Monday-Sunday 

7:45-12  N.         12N.-6p.m.    6p.m.-12Mid. 
57.0%  50.3%  51.1% 

•  In  the  447  rated  quarter-hours  .  .  . 
WIBW-TV  ranked  FIRST. 

•  In  the  top  15  Once-a-Week  shows  (with 
on  average  program  rating  of  44.13)  .  .  . 
WIBW-TV  had  an  average  rating  of 
37.69%. 

.  WIBW-TV  serves  38  rural  and  urban 
counties  in  the  heart  of  Kansas  .  .  .  where 
total  gross  income  for  1957  was 
$719,277,000.00.   1958  is  a  banner  year. 

•  WIBW-TV  saturates  218,190  TV  homes. 
(NCS-#3) 

• 

Survey  Figures  Prove 
WIBW-TV's  Value 

•  Not  even  the  combined  efforts  of  3  dis- 
tant Kansas  City  TV  stations  can  begin  to 
dent  the  Rich  Topeka  Farm  Market,  accord- 
ing to  a  current  survey. 


Share   of  Audience 

Monday-Sunday 


7:45 
12N 


12N 
6p.m. 


6  p.m. 
12Mid. 


WIBW-TV,    TOPEKA    57.0%  50.3%  51.1% 
Sto.   A,    Kansas  City   10.7       10.0         9.7 
Sta.    B,    Kansas   City     6.1        10.4         9.6 
Sta.  C,   Kansas  City  13.4       14.7       15.3 


WIBW-TV 

Channel  13 


CBS-ABC 
Topeka,  Kansas 


REPRESENTED  BY  AVERY- KN0DEL,  INC. 


L. 
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TV  RESULTS  continued 


TOYS 


SPONSOR:  The  Arcade  Department  Store  AGENCY:  Direct 

Capsule  case  history:  The  Arcade  Dept.  Store  of  Fort 
Smith.  Ark.,  has  been  a  steady  user  of  tv  for  several  years. 
On  Wednesday,  11  December,  they  ran  one  announcement 
on  KNAC-TV,  Fort  Smith,  to  advertise  their  mechanical  toy 
helicopters,  selling  for  approximately  $2.50.  The  cost  to 
Arcade  was  $27.  By  noon  the  following  day,  they  had  sold 
out  their  entire  stock  of  234  toy  whirlybirds.  Arcade  had 
previously  ordered  an  additional  700  from  its  distributor, 
but  was  unable  to  get  delivery  in  time  to  meet  the  demand 
created  by  this  one  tv  spot.  As  a  result,  hundreds  of  cus- 
tomers who  came  in  throughout  the  rest  of  the  week  to  pur- 
chase the  mechanical  whirlybirds,  were  unable  to  do  so. 
Arcade  used  no  other  medium  for  this  item.  "We  have  used 
tv  in  many  successful  campaigns  before.  But  this  is  the 
most  sensational  turnout  from  just  one  announcement  I  have 
ever  seen,"  commented  Pete  Wells,  publicity  man  for  Ar- 
cade.   "We  are  now  planning  a  comprehensive  schedule." 


KNAC-TV,  Fort  Smith 


TRAILERS 


SPONSOR:   Eastern  Trailer  Sales 


PURCHASE:  Announcement 


AGENCY:   Direct 


Capsule  case  history:  When  Eastern  Trailer  Sales  of  Nor- 
folk, Va.  decided  to  try  television  advertising  it  expected 
only  moderate  results.  The  trailer  company  purchased  three 
five-minute  segments  of  WAVY-TV's  10:35  P.M.  Weather 
Monday  through  Friday  immediately  preceding  the  Early 
Late  Show.  The  cost  to  Eastern  for  the  four-week  campaign 
was  $1,807.  A  sample  trailer  was  displayed  during  each 
announcement.  At  the  outset  of  the  campaign  Eastern  had 
50  mobile  homes  in  its  warehouse.  When  the  campaign  con- 
cluded Eastern  was  completely  sold  out.  "We  sold  19  trailers 
without  having  to  pitch  people  that  came  in.  They  merely 
demanded,  'I  want  the  trailer  advertised  on  WAVY-TV,'  " 
said  Dewitt  Hobbs,  general  manager  of  Eastern.  Ninety  of 
the  50  units  sold  for  $66,000.  The  other  31  went  for  approxi- 
mately $2,000  apiece.  This  campaign  had  an  advertising 
cost  of  only  2.8%  of  the  gross.  The  company  was  forced 
to  cancel  all  further  advertising  until  it  could  replenish  its 
stock.     As    soon    as    this    is    done   they    plan    to    renew    it. 


WAVY-TV,   Norfolk 
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Marketing  tools,  trends,  news, 
in  syndication  and  commercials 


FILM-SCOPE 
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Often  you  can  chart  where  a  business  is  headed  by  scanning  the  highpoints  in 
its  more  or  less  recent  accomplishments :  hence  this  review  of  the  1958  signifi- 
cant happenings  in  tv  film  and  syndication,  in  particular: 

By  individual  topic  the  crests  and  valleys  shaped  up  as  follows: 

IMPORTANT  RECRUITS  TO  SYNDICATION:  1958  saw  many  national  advertis- 
ers  buying  into  regional  syndication  for  the  first  time.  These  included:  Kellogg  (this  one  was 
really  national) ,  Amoco,  Pillsbury,  Miles  Labs,  Brown  &  Williamson,  Nestle's,  Rival  Dog  Food. 

TAPE:   The  big  technological  news  of  the  year  was  tape  with  these  consequences: 

1)  All  three  networks  and  upwards  of  60  stations  installed  tv  tape  facilities. 

2)  A  dozen  or  more  stations  started  taping  shows  for  "swap  or  sale." 

3)  Tape  regional  networks  kicked  off  sports  programing. 

4)  Guild's  staff  pioneered  syndication  of  the  new  technique  with  two  shows  sold  to 
stations,  plus  others  available. 

5)  However — the  pessimistic  side  of  tape  in  local  programing  is  that  it  failed  in  1958 
to  attract  any  major  ad  spenders. 

NEW  BUYING  PATTERNS:  While  the  backbone  of  film  syndication  last  year  con- 
tinued  to  be  the  regional  advertiser's  spread  on  the  alternate  week  basis,  a  number  of  new 
tv  film  buying  patterns  appeared,  such  as  these: 

•  Program  diversification:  Advertisers  like  Schlitz  bought  several  smaller  regionals  of 
varying  shows  instead  of  one  big  campaign,  while  buyers  like  Camels,  Pabst  and  Sunoco, 
went  into  syndication  on  a  market-by-market  basis. 

•  Double  coverage:  Ballantine  may  have  started  something  new  in  its  buy  of  two  pro- 
grams (Highway  Patrol  and  Bold  Venture)  in  the  same  regional  area. 

•  Exits  from  syndication:  Lack  of  the  right  program  plus  other  factors  took  these  re- 
gional buyers  out  of  syndication  last  year:  Hamm's,  Nationwide  insurant,  Brylcreem,  Corn 
Products  and  Wilson  meats. 

SYNDICATION'S  EXPANDING  BUSINESS:  Last  year  saw  major  increases  in  gross 
business  by  most  of  the  film  companies  over  what  they  did  in  1957.  Sample  increases  were: 
ABC,  62%;  CBS,  20%;  CNP,  80%;  NTA,  41%;  Screen  Gems,  27%,  and  Ziv,  32%. 

RATINGS :  More  and  more  syndicated  shows  demonstrated  during  1958  that  they  could 
gather  ratings  which  had  national  measurements  comparable  to  network  shows.  (For  Nielsen 
ratings  of  5  programs,  see  FILM-SCOPE,  10  May,  1958.) 

UPGRADED  PROGRAMING:  1958  also  saw  a  steady  climb  in  program  quality,  es- 
pecially with  better  scripts  and  higher  budgets  for  many  syndicated  shows. 

HOLLYWOOD'S  NEW  ROLE:  With  MCA  taking  over  distribution  of  Paramount 
features,  the  last  of  the  major  pre-1948  libraries,  1958  marked  the  end  of  Hollywood's  de- 
pendence on  its  backlogs  as  an  important  source  of  income. 

At  the  same  time,  Hollywood  began  to  show  fresh  interest  in  producing  for  tv, 
with  United  Artists  filming  5  series  and  Paramount  trying  to  enter  tape  via  its  KTLA  facili- 
ties and  production-sales  staff. 

THE  OPTION  TIME  QUESTION:  From  the  sales  and  rating  successes  of  ABC  TV 
affiliates  with  syndication  in  the  7:00-7:30  time  strip  given  to  them  in  the  fall  of  1958,  it's 
clear  that  tv  film  is  the  course  most  stations  will  take  in  local  time  recaptured  from  net- 
work control.  (For  national  advertisers  in  these  time  periods  and  for  ratings  successes  in 
these  strips,  see  FILM-SCOPE  for  8  November  and  for  27  December,  1958.) 
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FILM-SCOPE  continued 


Participating  advertisers  in  New  York  daytime  syndicated  strips  got  some  un- 
expected programing  during  the  recent  newspaper  strike. 

WCBS-TV,  for  example,  yanked  My  Little  Margie,  Our  Miss  Brooks  and  Life  of  Riley  anc 
put  in  news  daily  for  the  duration  of  the  crisis. 

Paradoxically,  the  live  news  fell  a  rating  point  or  two  short  of  what  the  strips  score 
in  Arbitron  previously,  despite  the  news  shortage. 

COMMERCIALS:    Accenting  top  developments  in  commercials  production  di 
ing  1958  were  new  developments  in  technique,  style  and  approach. 

Here  are  a  few  of  the  milestones  in  the  commercials  field  that  belong  to  1958: 
TAPE:   Nothing  had  more  implications  for  commercials  in  the  past  12  months  than 
introduction  of  tape. 

At  the  close  of  the  year,  here  was  tape's  status: 

•  In  addition  to  the  networks,  tape  facilities  were  delivered  to  Elliot,  Unger  and  Elliot,  to 
Filmways,  to  Telestudios,  to  Videotape  Productions  and  to  Termini  Services — and  notable  is 
the  fact  they're  mostly  N.  Y.  studios. 

•  Although  millions  were  invested  in  tape  equipment  in  1958,  hardly  a  commercial  was 
delivered — except  for  highly  active  Telestudios. 

•  This  very  fact  of  tape's  high  facilities  cost  drew  a  line  which  the  smaller  producer  dared 
not  cross,  limiting  tape  experimentation  and  production  to  the  larger  and  more 
affluent  commercials  makers. 

•  The  raging  question  of  technical  difficulties  remained  up  in  the  air  with  opinion  rang- 
ing from  despair  at  problems  to  hope  for  new  solutions. 

NEW  CREATIVITY:    New  styles  in  commercials  blossomed  in  1958,  like  these: 

1)  High  fashion  live  action,  which  originated  in  luxury  goods,  made  important  in- 
roads on  food,  soap  and  beer  selling  moods. 

2)  Slide  motion,  a  style  born  with  the  "art  film"  where  the  camera  moves  and  the 
subject  is  still,  was  successfully  transplanted  to  commercials  to  become  a  main  creative 
vogue  of  the  year. 

THE  NEW  APPROACH:  Throwing  away  the  "hard  sell"  for  its  harshness  and  the 
"soft  sell"  for  its  ineffectiveness,  a  new  selling  approach  emerged  in  1958  that  seemed  to 
combine  (a)  impact  of  straight  selling  and  (b)  entertainment  value  of  indirect  approach. 

AGENCY-PRODUCER  PARTNERSHIP:  One  of  the  complications  of  new  creativity 
in  1958  resulted  in  a  greater  need  for  close  teamwork  between  the  agency  and  its  pro- 
ducer— from  conception  through  execution — especially  in  the  field  of  animation. 

TRIUMPH  OF  LIVE  ACTION:  While  Schwerin  studies  of  commercials  in  1955  indi- 
cated that  about  8  out  of  10  of  all  commercials  used  live  action,  in  1958  the  use  of  live  action 
climbed  to  a  new  high — with  9  out  of  10  commercials  using  "live". 

COMMERCIALS  PRE-TESTING:  With  more  than  $100  million  spent  in  1958 
on  making  commercials,  surprisingly  little  was  likely  spent  on  evaluating  them — although 
new  pre-testing  techniques  seemed  to  be  gaining  ground. 

NEW  ATTENTION  TO  COMMERCIALS:  The  new  role  of  the  commercials  in  the 
agency's  tv  outlook  was  characterized  by  one  Madison  Avenue  executive  thuswise:  "1958 
was  the  year  we  finally  figured  out  what  programing  was  all  about  and  switched  our  atten- 
tion back  to  the  original  selling  tool — the  commercial." 
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A  case  against  talk  that's  either  too  fast  or  too  slow  seems  to  emerge  from 
a  recent  Schwerin  study  of  350  one-minute  commercials. 

It  was  found  that  commercials  faster  than  150  words  per  minute  or  slower  than  100  faret 
poorly  on  the  average  compared  to  those  in  between. 

In  other  words,  an  audio  track  has  its  best  chances  when  it  goes  at  a  rate  some 
where  between  1.5  and  2.5  words  a  second. 
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WhaCs  happening  in  U.  S.  Government 
that  affects  sponsors,  agencies,  stations 


#M   WASHINGTON  WEEK 
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The  Supreme  court  decision  in  the  RCA-Westinghouse  sale-trade  of  their  Cleve- 
land and  Philadelphia  stations  could  well  become  the  most  important  turning  point 
for  the  industry's  Washington  relations  in  1959. 

The  question  which  the  high  tribunal  is  now  conjuring  with  has  this  clear-cut  status: 
Not  whether  RCA  and  NBC  are  guilty  as  charged — even  pure  as  the  driven  snow — but  rather 
whether  FCC  approval  of  the  transaction  "insulates"  it  from  pursuit  hy  the  Justice 
Department. 

RCA  and  NBC  contended  successfully  in  the  Appeals  Court  that  the  FCC  is  the  expert 
agency  charged  with  regulating  broadcasting.  This  would  mean  that  no  other  government 
agency  could  act  against  a  practice  the  FCC  had  approved.  Justice  and  the  FCC  appealed, 
arguing  that  the  FCC  is  not  expert  on  antitrust  matters,  and  that  Justice  should  have  primary 
responsibility  in  this  field. 

A  good  share  of  the  Barrow  Report  recommendations  for  clipping  network  wings 
is  at  issue  here.  Justice  has  studied  many  of  the  practices  the  network  study  group  opposes, 
and  could  move  in  the  courts  against  some  of  them.   Option  time  is  the  prime  example. 

If  the  Supreme  Court  finds  Justice  may  only  advise  the  FCC,  Justice  will  reiterate  its  be- 
lief that  this  practice  is  a  per  se  violation  of  the  antitrust  laws.  The  FCC  will  very  likely  find 
it  to  be  a  "reasonable  restraint  of  trade,"  which  is  permitted  under  the  antitrust  laws.  It 
would  probably  merely  decide  to  cut  the  number  of  option  hours — slightly. 

If  the  Supreme  Court  finds  that  FCC  expertise  does  not  extend  to  antitrust  matters,  the 
FCC  might  surrender  on  the  spot  on  option  time.  Even  if  the  Commission  persists, 
Justice  would  almost  surely  take  the  webs  to  the  courts  on  the  practice. 


Rep.  Oren  Harris  (D.,  Ark.),  chairman  of  the  House  Commerce  Committee  and 
chief  Congressional  foe  of  pay-tv,  hasn't  been  in  as  much  rush  as  he  had  promised 
to  hold  pay-tv  hearings. 

The  FCC  has  given  him  until  the  end  of  this  session  of  Congress  to  get  a  bill  passed 
banning  the  pay  system,  under  threat  of  finally  letting  go  with  the  long-promised  trial  run. 

Harris  did  not  call  hearings  in  December,  as  he  had  half-promised,  has  not  yet  set  hear- 
ing dates.  It  is  likely  he  wants  to  take  the  temperature  of  the  new  committee  with  its  many 
soon-to-be-appointed  freshmen  members. 

That  he  will  continue  to  do  all  he  can  to  block  subscription  television  is  still  certain, 
but  methods  and  timing  are  not  as  clear.  And  getting  a  bill  through  Congress  still  seems  a 
rough  job. 


The  Harris  House  Commerce  Legislative  Oversight  subcommittee  was  having 
indigestion  over  its  report  on  last  year's  stormy  hearings. 

The  report,  probably  contents  of  which  have  appeared  on  this  page  from  time  to  time, 
will  be  less  important  than  the  bill  which  will  result.  This  will  likely  be  very  much  like  nu- 
merous bills  introduced,  but  not  acted  on,  in  the  last  Congress. 

The  bills  will  stress  strong  penalties  for  improper  approaches  to  Commissioners  and  for 
Commissioners  who  listen  and  provide  that  everything  must  be  "on  the  record"  in  con- 
tested cases. 
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A  round-up  of  trade  talk, 
trends  and  tips  for  admen 
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One  of  the  major  tv  film  companies  just  borrowed  $3  million  from  a  factor- 
ing outfit  to  help  fill  its  immediate  need  for  capital. 
The  loan's  interest  rate :    11%. 

Out  of  the  scores  of  evening  programs  that  were  on  the  air  20  years  ago 
only  four — at  least,  in  title — are  around  today. 

They  are:  Amos  'n'  Andy,  Fibber  McGee  &  Molly,  the  Lone  Ranger,  and  Hit 
Parade. 

Booz  Allen  &  Hamilton  has  hired  some  special  marketing  consultants  to  lend 
a  hand  in  the  survey  it  is  conducting  at  J.  Walter  Thompson. 

The  biggest  and  most  venerable  of  the  agency  giants  apparently  is  bent  on  streamlin- 
ing its  operations  from  stem  to  stern. 


The  agency  field's  continuing  epidemic — mergeritis — has  cut  so  deep  by  now  that 
rumors  about  forthcoming  mergers  have  almost  taken  the  place  of  the  second  martini  at  lunch. 

Incidentally,  Needham,  Louis  &  Brorby  this  week  stiffarmed  reports  that  it  was 
probing  for  a  splice  with  Benton  &  Bowles.  Not  long  ago  its  name  was  linked  with 
BBDO. 

The  tv  networks  have  now  got  to  the  stage  of  sending  out  studies  to  the  tradepapers 
rebutting  a  research  release  which  the  grapevine  tells  them  is  coming  from  a  com- 
petitive network. 

A  memo  attached  to  one  of  these  rebuttals  this  week  noted: 

"We  think  it  significant  enough  to  put  at  your  disposal  as  background  information 
should  (the  competitive  network)  try  to  plant  the  story  with  your  publication." 


CONCEPTS  THAT  DDDN'T  JELL  IN  1958: 

•  BBDO's  proposal  that  a  tv  network  set  aside  a  weekly  mid-evening  hour  for  four  dif- 
ferent advertisers  to  use  for  high-grade  programing  during  the  month. 

•  Wayne  King  staging  a  radio  comeback  via  e.t.'s  in  behalf  of  Lady  Esther. 


THINGS  YOU  CAN  EXPECT  TO  HAPPEN  IN  1959: 

•  A  time  buyer's  estimator  to  miscalculate  the  cost- 1,000  with  the  result  that  the  com- 
petitive station  will  mutter,  "Somebody's  off  his  rocker." 

•  A  rep  salesman  on  sitting  down  with  a  timebuyer  discovers  that  he  didn't  bring 
along  with  him  the  requested  availabilities  or  a  study  his  people  had  put  together. 

•  A  visiting  station  manager  overstays  the  timebuyer's  graciousness  and  the  rep 
with  him  begins  to  worry  whether  the  faux  pas  will  be  held  against  him. 

•  Formula  buying — with  rating  points  the  chief  escape  prop — will  dominate  media 
activity  and  not  this  criterion:    Will  it  move  goods? 

•  Esty  will  caution  stations  about  the  propinquity  of  certain  types  of  products. 
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Nothing  else  like  it  in  Greater  New  York 


!C0E 


NOTHING   APPROACHES   THE   SOUND: 

WVNJ  originated  the  programming  concept  of  Great 
Albums  of  Music.  It  is  the  only  radio  station  in  the  metro- 
politan area  that  plays  just  Great  Albums  of  Music  from 
sign  on  to  sign  off  every  single  day  of  the  year. 

NOTHING   APPROACHES   THE   AUDIENCE: 

The  very  nature  of  the  music  makes  the  audience  pre- 
ponderantly adult.  It's  a  rich  audience,  too.  In  one  of  the 

radio  station  of   Qhe  SJernark  Pettis  


wealthiest  counties  of  America  (Essex — with  its  million 
plus  population)  —  WVNJ  dominates  in  audience  —  in 
quality  of  audience  —  and  in  prestige. 

NOTHING   APPROACHES   ITS   VALUE: 

WVNJ  delivers  its  adult,  able-to-buy  greater  New  York 
audience  for  less  cost  per  thousand  homes  than  any  other 
station  in  the  market.  By  every  reasoning  it's  your  very 
best  buy. 

national   rep:   Broadcast  Time  Sales    •    New  York,   N.  Y.    •    MU  4-6740 


uk,  N.  J.—  covering  New  York  and  New  Jersey 
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With  smaller  markets  often  bypassed.  SPONSOR  ASKS: 


How  do  you  overcome  the  top- 50 


With  many  advertisers  feeling 
that  only  "top  50"  spot  schedules 
are  efficient,  reps  tell  how  they 
are  selling  the  smaller  markets. 


Richard  O'Connell,  president,  Richard 
O'Connell,  Inc.,  New  York 

This  is  a  question  with  indeed  a 
tremendous  variation  of  answers  and 
is  often  heralded  with  the  opinions  of 


Sin  all 
station 
must  be 
better 


as  many  people  as  are  asked  the 
question. 

The  problem  of  selling  national 
spot  radio  in  medium  and  small  sized 
markets  was  created  by  the  love  af- 
fair between  national  products  and 
the  top  50  to  75  markets  of  the  coun- 
try. The  love  affair  is  now  a  torrid 
romance  in  the  top  25  markets  of  the 
U.S.,  so  indeed  it  is  a  problem  for 
those  medium-sized  and  smaller  mar- 
kets to  woo  the  affections  of  the  na- 
tional product  brand  manager  and/or 
advertising  manager,  and,  accordingly 
his  advertising  agency. 

Using  the  first  things  first  rule,  the 
inclusion  of  a  medium  or  small  size 
market  in  the  advertising  plans  of  a 
product  must  be  inspired  locally 
through  the  distributor,  the  broker, 
district  manager  and/or  all  three  of 
them.  In  today's  picture  the  district 
manager  of  a  given  product  has  be- 
come more  important  than  ever  in 
media  planning.  The  station  that  does 
not  get  to  know  his  area  representa- 
tives for  the  many  national  products 
sold  in  his  area,  can  have  little  hope 
of  garnering  any  dollars  from  the 
national  spot  field.  This  is  no  longer 
a  suggestion,  but  a  MUST.    The  rep- 
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resentative  plays  an  important  role  in 
this  technique  in  that  he  should  be 
advised  immediately  of  all  contacts 
and  meetings  between  station  per- 
sonnel and  area  product  representa- 
tives. It  is  his  function,  then,  to 
advise  the  agency  and  to  help  sell 
them  on  the  idea,  else  the  station  may 
find  that  the  agency,  who  lives  with 
the  client  day  in  and  day  out  and 
who  may  disagree  with  the  area  rep- 
resentatives' ideas  has  had  much  time 
to  talk  the  client  out  of  whatever  the 
area  representative  may  have  talked 
him  in  to.  Therefore,  the  cardinal 
prerequisite  in  selling  a  medium  or 
smaller  size  market  in  the  national 
field  is  to  have  a  complete  two-way 
street  between  station  and  rep,  carry- 
ing the  story  to  all  levels  of  client  and 
agency  decision-makers. 

Another  very  helpful  suggestion  to 
those  stations  in  medium  and  smaller 
sized  markets  is  to  do  everything 
within  their  power  to  simplify  the 
purchase  of  their  market,  especially 
where  rate  structures  are  concerned, 
because  no  agency  is  interested  in 
spending  the  time  to  buy  a  small  mar- 
ket with  a  complicated  rate  structure 
when  he  has  to  spend  an  equal 
amount  of  time  dealing  with  an 
equally  complicated  structure  in  a 
major  market.  For  the  most  part,  we 
find  major  markets  as  backward  as 
the  medium-sized  and  smaller  mar- 
kets when  it  comes  to  the  moderiza- 
tion  of  rate  structures.  If  all  small 
markets  make  this  their  rule  of 
thumb,  we  feel  it  would  help  them 
in  capturing  further  spot  dollars.  It 
is  also  true  to  say  that  this  applies  to 
the  large  markets  as  well. 

Finally,  and  of  equal  importance  is 
the  necessity  for  the  smaller  station 
operator  to  keep  material  on  his  sta- 
tion updated.  Trying  to  sell  a  small 
or  medium-sized  market,  using  1950 
census  and  a  1954  rating  survey  is  a 
waste  of  time  for  all,  especially  the 
agency,  so  if  you're  a  small  guy 
you're  almost  in  the  position  of 
having  to  be  better  than  the  big  guy. 
It  was  ever  thus!!! 


Don    Waterbury,   national  sales   mgr., 
Ram  beau,  Vance,  Hopple,  Inc.,  New  York 

In  apportioning  media  budgets,  na- 
tion advertisers,  in  most  cases,  are 
guided  by  sales  figures  for  the  previ- 
ous sales  periods.  The  smaller  the 
market,  the  larger  the  share  a  given 
product  must  have,  in  order  to  reach 
a  gross  sales  figure  that  will  justify 
an  advertising  expenditure.  This  sys- 
tem, sound  as  it  may  be,  obviously 
penalizes  the  smaller  markets — in- 
cluding markets  which  are  doing  a 
better  job,  percentage-wise,  of  moving 
a  product  than  larger  cities  which  get 
the  business. 

Ironically,  an  advertiser  buying  a 
one,  two  or  three  station  market  has 
much  greater  opportunity  of  acheiv- 
ing  a  dominant  share  of  the  market 
for  his  product,  then  he  would  in  a 
major  metropolitan  area.  This  is  true 
for  a  number  of  reasons: 

1)  There  are  not  as  many  brands 
competing  in  a  product  category. 

2)  Potent  in-store  displays,  and 
other  merchandising  aids,  are  much 
more  easily  arranged  because  of  less 
competition  from  allied  media  and 
the  much  greater  probability  that  the 
station  management  and  retailers  en- 
joy a  personal  relationship. 


Small 

stations 

must 

sell 

harder 


Furthermore,  with  fewer  competing 
radio  stations,  it  is  probable  that  your 
buy  will  net  a  larger  share  of  audi- 
ence than  in  multi-station  markets. 

I  have  found  the  most  successful 
methods  of  getting  national  dollars 
into  a  smaller  market  is  for  station 
management  to  make  contact  with  the 
broker's  wholesalers  and  jobbers  on  a 
local  level.  A  broker  in  a  small  mar- 
ket feels  that  his  job  is  just  as  tough 
as  it  is  for  a  broker  in  a  larger  mar 
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ket.  "Mom  and  Pop"  store  are  every- 
where, and  getting  Mom  and  Pop  to 
take  that  extra  case  is  tough  no 
matter  where  they  are  located. 

The  small  town  hroker,  apprised  of 
the  fact  that  his  counterpart  90  miles 
down  the  highway  in  a  market  twice 
the  size  of  his  is  getting  advertising 
help,  while  he  gets  none,  is  going  to 
raise  all  kinds  of  you-know-what  the 
next  time  the  company  salesman 
comes  into  town. 

The  representative  salesman  must 
furnish  station  management  with  in- 
formation of  accounts  breaking  in 
similar  and  larger  markets  in  the 
region.  Then  he  participates  in  a 
two-pronged  attack:  the  station  men 
working  on  the  local  broker  and  the 
representative  salesman  selling  the 
agency  buyer. 

Here's  an  actual  case  in  point  con- 
cerning a  group  of  automobile  dealers 
who  are  in  the  fringe  county  of  a 
dealer's  association.  The  association 
fostered  extensive  and  expensive  tv 
campaigns  in  the  major  market  with 
the  association's  boundaries,  but  there 
was  no  penetration  into  the  county  in 
question.  Our  company  contacted  a 
dealer  who  was  on  the  advertising 
committee,  and  discovered  that  each 
dealer  pays  an  advertising  fee  for 
each  car  he  receives.  We  informed 
the  dealers  in  this  non-covered  county. 
He  went  into  action,  and  so  did  we. 
The  dealers  in  this  county  are  now 
going  to  get  their  money's  worth. 


»arl     L.     Schuele,     general     manager, 
Broadcast   Time  Sales,  New   York 

While  Broadcast  Time  Sales  is 
lainl)  a  major  market  representative 
nth  stations  in  the  top  25  markets, 
ve  do  have  some  stations  in  markets 
lut  of  top  50. 

We  have  attacked  the  problems  of 
lese  stations  and  their  markets 
iggressivel) . 

The  Thorns  radio  stations  in  North 
Carolina  are  all  in  markets  not  in 
he  top  50.  Individually  these  are  all 
pne  stations  and  do  well  in  getting 


their  share  of  the  national  spot  radio 
money  that  goes  into  their  markets. 
But,  of  course,  there  is  a  tendency  for 
many  national  advertisers  to  overlook 
these    secondary    markets    for    radio. 


National 
advertisers 
need  local 
stations 


This,  as  a  matter  of  fact,  is  why 
SPONSOR  wants  this  question  answered. 

First,  we  realize  that  in  secondary 
markets  there  is  less  competition  from 
other  media:  fewer  television  stations, 
fewer  newspapers,  and  less  magazine 
circulation.  So  we  are  convinced  that 
important  national  advertisers  really 
need  strong  local  radio  stations  in 
these  markets  to  effectively  sell  their 
products.  Consequently  the  Broad- 
cast Time  Salesman  is  proud  to 
recommend  to  a  timebuyer.  or  even 
an  account  executive,  that  such  a 
market  should  be  included  in  radio 
plans. 

Second,  we,  together  with  the  man- 
agement of  Thorns  Radio,  have  put 
the  North  Carolina  stations  into  a 
unified  group.  This  makes  them — 
combined — a  big  market.  They  cover 
more  than  4,000,000  people  and  that 
is  more  people  than  live  in  the  fifth 
largest  market,  Detroit.  In  addition, 
this  Thorns  Group  of  North  Carolina 
is  sold  with  one  billing  source  and 
with  a  combination  discount. 

Since  these  are  excellent  stations  in 
themselves,  when  they  are  combined 
as  a  single  buy  to  cover  the  homes  of 
4,000,000  people,  it  is  a  dramatic  and 
important  story.  This  story  is  so  im- 
portant that  we  take  it  not  just  to 
timebuyers,  but  also  to  media  direc- 
tors, account  executives  and  advertis- 
ing managers. 

Frankly,  the  response  we've  gotten 
has  been  so  heartening  that  we  are 
completely  convinced  that  this  is  the 
(Cont'd  next  page) 
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proper  way  to  sell  good  stations  in 
secondary  markets  of  importance.  I 
would  add.  however,  one  word  of 
caution  to  others  who  might  try  the 
same  strategy :  I  doubt  that  this  com- 
bining of  stations  would  be  really 
effective  unless  all  the  stations  were 
really  good  advertising  vehicles. 

We  feel  we  are  lucky  because  the 
Thorns  stations  of  North  Carolina 
meet  these  requirements  with  flying 
colors. 

Bob    Dore,   Bob  Dore  Associates,  N.   Y. 

A  buyer  at  one  of  the  larger  radio 
accounts  recently  said,  "Radio  sta- 
tions are  in  the  advertising  business 
and  yet  most  of  them  do  not  know 
how  to  promote  their  own  facilities, 
and  they're  reluctant  to  spend  their 
own  advertising  dollars.  Some  of  the 
printed   material   attached   to   availa- 


Plun 
to  get 
those 
ad  dollars 


bilities  that  come  across  my  desk  are 
so  poorly  written  that  I  get  the  idea 
that  the  station  can't  do  much  better 
for  a  product  on  the  air,"  he  con- 
cluded. 

There  are  plenty  of  national  dollars 
waiting  for  radio  stations  not  in  the 
first  50  markets.  But  the  station 
must  aggressively  plan  to  get  those 
dollars,  and  must  work  closely  with 
its  rep  to  sell  the  market  as  well  as  the 
station.   Here  are  some  suggestions: 

Advertise  the  market  as  well  as  the 
station.  .  .  .  Run  a  consistent  cam- 
paign in  the  trade  journals  selling  the 
importance  of  the  market  as  well  as 
the  station.  WNAX  in  Yankton, 
South  Dakota,  a  small  town,  did  just 
that  and  many  of  the  larger  cam- 
paigns have  a  budget  allocated  to 
Yankton. 

Compile  available  market  informa- 
tion. .  .  .  Gather  all  of  the  existing 
market  information  available  for  your 
area  from  the  Chambers  of  Com- 
merce, local  business  organizations, 
census  reports,  Nielsen,  Hooper  and 
Pulse  reports,  Standard  Rate  &  Data, 
Sales  Management  and  other  sources. 
Prepare  an  attractive,  colorful  bro- 
chure compiling  such  information, 
using  charts  and  graphs  rather  than 
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large  blocks  of  copy.  Periodically 
send  such  material  to  agency  people. 
Provide  a  sufficient  number  of  such 
brochures  to  your  representatives  so 
he  can  send  out  mailings  to  buyers, 
media  directors,  etc.,  and  attach  them 
to  availabilities. 

Contact  dealers,  distributors  and 
brokers.  .  .  .  Most  stations  don't  do 
this  because  such  sales  activity  is  not 
productive  of  immediate  business  at 
the  time  of  the  contact.  Dealers,  dis- 
tributors and  brokers  can  usually  ex- 
ert sufficient  pressure  at  the  account 
level  to  get  the  market  put  on  the  list, 
and  in  some  instances  get  a  specific 
allocation  for  a  particular  station. 
When  a  station  makes  such  contacts, 
advise  your  rep  so  the  rep  salesmen 
can  make  the  appropriate  contacts  at 
the  agency  level. 

Set  up  a  realistic  merchandising 
program.  .  .  .  Unless  a  station  has  a 
clearly  defined  merchandising  pro- 
gram, the  rep's  usual  phrase  that  the 
"station  will  set  up  a  merchandising 
program  based  upon  the  budget"  falls 
on  deaf  ears.  It  means  absolutely 
nothing.  Stations  with  a  definite  and 
concrete  merchandising  plan  are 
given  serious  consideration  by  agency 
buyers  because  it  is  known  at  the 
time  of  the  buy  how  many  stores  will 
be  visited,  how  many  displays  set  up, 
local  ads  run,  etc.  Several  accounts 
buy  stations  with  aggressive  merchan- 
dising plans  primarly  for  the  mer- 
chandising! 

Program  to  get  the  ratings.  .  .  . 
Most  stations  play  the  same  tunes, 
paraphrase  the  same  news  and  echo 
back  the  same  weather  reports.  The 
station  that  gets  the  largest  audience 
is  the  one  with  the  "alive"  sound. 
Cut  down  a  lot  of  the  chatter,  it's 
dead  air.  Select  tunes  which  have  a 
wide  listening  appeal.  Run  station 
"promos"     either     in     the     form    of 


jingles  or  some  other  "live"  sound 
selling  the  call  letters.  Create  an 
awareness  of  your  station  in  your 
own  market.  Don't  be  lulled  into  a 
sense  of  false  security  that  you  have 
the  best  station  and  everybody  listens. 
Radio  listeners  are  fickle.  Sell  your 
call  letters  on  the  air,  and  with 
printed  media  ...  so  when  the  rat- 
ing gal  calls  or  visits  the  area,  your 
station  will  get  a  fair  break.  Remem- 
ber that  ratings  are  created — they 
just  don't  happen. 

Don't  cut  your  rate.  .  .  .  Have  one 
rate  for  similar  accounts  and  don't 
offer  a  lower  rate  to  account  repre- 
sentatives who  visit  the  station.  The 
whole  advertising  business  is  one  big 
family.  Word  gets  around  very  quick- 
ly about  deals  that  can  be  secured 
from  a  station  and  when  that  does 
happen  .  .  .  agency  buyers  are  re- 
luctant to  buy  the  station  for  fear 
of  being  called  to  the  front  office  to 
explain  why  they  paid  more  than 
other  accounts  using  the  station. 
Radio  stations  are  cutting  their  own 
throats  with  two-faced  rate  policies. 
Sell  results — not  price. 

Monitor  your  competition.  .  .  . 
Make  sure  you  know  what  the  other 
stations  have  on  the  air.  Compile  a 
list  of  all  local  accounts  for  your  rep, 
to  let  him  know  that  most  of  the 
local  business  men  who  base  their 
decision  on  their  own  listening  habits 
and  sales  results,  use  the  station. 
Compile  a  list  of  all  national  accounts 
in  your  market  for  your  rep.  If  you 
think  the  ratings  are  not  truly  rep- 
resentative of  your  listening  audience, 
see  that  your  rep  calls  on  the  buyers 
of  all  of  those  accounts. 

The  plan  to  get  national  advertis- 
ing dollars  can  be  compared  to  an 
electrical  magnet.  The  more  "charge" 
you  put  into  the  plan,  the  more  you'll 
pick  up.  ^ 
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DR.  DICHTER 

{Cont'd  from  page  27) 

imagination  of  their  audience." 

A  timebuyer  might  ask,  "What 
made  a  station  like  KPRC  turn  to 
Dr.  Dichter  for  a  motivational  stud\  ? 
A  lot  of  radio  buying  is  still  by  the 
numbers,  let's  face  it.  So  why  this 
interest  in  a  station's  personality  and 
in  audience  psychology?" 

The  answer  to  this — to  the  rela- 
tionship between  station  personality 
and  its  ratings  or  audience  composi- 
tion— is  explained  by  Dr.  Koeves  in 
the  motivational  report  to  KPRC: 

"When  we  speak  of  the  personality 
of  a  radio  station  or  of  any  other 
medium  or  even  any  product."'  writes 
Dr.  Koeves,  "essentially  we  are  speak- 
ing of  the  same  kinds  of  judgments 
we  bring  into  our  contacts  with  hu- 
man beings.  We  assign  to  the  station 
certain  qualities  and  characteristics. 
Mainly,  we  expect  a  certain  typical 
behavior  in  any  given  situation. 

"The  question  of  personality  is  ex- 
tremely important  for  every  radio 
station  and  for  every  other  product 
as  well.  Just  as  an  example,  blind- 
fold tests  at  our  Institute  have  proven 
that  most  consumers  are  unable  to 
differentiate  among  a  number  of 
cigarette  or  beer  brands;  and  yet, 
each  respondent  affirms  that  he  has 
his  own  favorite  brand  which  he  has 
selected  for  very  definite  differentials 
in  taste  and  other  qualities. 

'"By  the  same  token,"  Dr.  Koeves 
continues,  "the  moment  you  tune  in 
on  a  certain  radio  station,  you  have 
already  prepared  yourself  for  a  cer- 
ain  type  of  experience.  More  than 
hat,  if  it  is  your  favorite  station, 
nconsciously  you  have  already  pro- 
ected  a  part  of  your  own  personality 
nto  the  action  of  tuning  in.  By  the 
ere  fact  of  preferring  to  listen  to 
PRC  or  KILT  or  some  other  Hous- 
on  station,  you  have  marie  a  state- 
ent  about  yourself. 
"The  whole  listening  experience, 
s  well  as  the  commercial  effective- 
ess  of  a  station,  is  thus  deeplv  in- 
uenced  by  what  the  personalitv  of 
he  station  is  felt  to  be  by  individuals 
nd  by  the  community." 

In  selecting  its  Houston  sample. 
he  Institute  picked  onlv  regular 
adio  listeners;  to  make  sure  that 
inswers  would  not  be  distorted — onlv 
hose  who  spent  not  more  than  30% 
'f  their  time  with  KPRC. 


Media  studies  at  the  Institute  re- 
veal that  there  is  no  such  thing  as 
a  CBS  or  NBC  listener,  or  Times 
reader,  or  Reader's  Digest  reader  in 
the  sense  of  a  fan  who  only  reads 
and  dotes  upon  that  station  or  that 
magazine.  The  Times  reader  reads 
other  publications,  the  NBC  listener 
or  viewer  is  exposed  to  other  net- 
works. However,  if  someone  is  se- 
lected for  a  depth  survey  who  states 
a  preference  for  a  particular  station 
then  that  person  becomes  a  true 
part  of  the  profile  of  that  station's 
devotees.  ^ 


SUN  DRUG  FIGHTS  BACK 

(Cont'd  from  page  31) 

•  Billfolds  also  soloed  in  a  two- 
man  spot,  humorous-straight,  opening 
with  Dragnet-type  lead,  broken  by 
cash  register  sound  effect  as  spot 
switches  to  straight  sell,  pushing  bill- 
folds for  "boys  at  the  office,"  imply- 
ing ideal  gift  for  business  associates 
or  anyone  you  more  or  less  have  to 
give  a  gift  to. 

While  d.j.'s  Henry  DaBecco,  Roy 
Elwell  and  Dave  Scott  were  record- 
ing these  spots,  the  Sun  Drug  and 
Top  Value  people  were  working  out 
details  of  combating  the  supply  prob- 
lem. All  46  stores  would  watch  levels 
closely  and  be  prepared  to  report 
each  morning  to  assistant  ad  mana- 
ger Hume  on  their  supply.  If  a  sell- 
out was  imminent  at  any  store  in  the 
city,  store  supervisors  with  a  surplus 
of  that  item  would  transfer  it  to  the 
other  store.  This  would  not  only 
avoid  the  customer  annoyance  of  not 
finding  the  item  stocked,  but  would 
enable  an  over-all.  sell-out  trend  to 
remain  just  that,  exhausting  each 
stores  supply  uniformly. 

This  transfer  by  store  managers 
might  work  smoothly  in  the  city,  but 
stand-by  personnel  had  to  be  avail- 
able to  deliver  items  to  outlying  loca- 
tions. Similarly,  stand-by  items  had 
to  be  selected  to  replace  sell-out  items, 
and  the  station  had  to  be  primed 
with  copy  points. 

With  the  stage  set.  the  promotion 
broke  Wednesday  morning.  17  De- 
cember. Early  in  the  game,  the  ad- 
vance planning  paid  off.  B\  mid- 
morning  Thursday.  Hume's  store 
checks  in  the  city  alone  revealed  a 
potential  sell-out  of  the  1,200  snow 
brush  kits  by  nightfall.  In  order  to 
make  it  a  reality,  the  supply  at  each 
store  was  checked  and  the  transfer  of 
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merchandise  completed  l>\  mid-after- 
noon of  the  same  day. 

Simultaneously  the  station  was 
given  a  cut-off  on  the  kit  commer- 
cials. Commercial  for  the  new  item — 
Westinghouse  flash  bulbs — bad  to  in- 
corporate the  pocket  radio,  which 
shared  the  spot  with  the  sold-out  kit. 
Both  were  pitched  "for  people  \<>u 
might  have  forgotten,"  and  the  first 
spot — live — was  on  the  air  b\  10:30 
a.m.  Friday  morning.  These  spots 
were  done  live  for  the  balance  of  the 
promotion. 

The  pocket  radio  was  the  next  item 
to  hit  the  critical  list.  Friday  morn- 
ing's store  check  revealed  that  tin; 
supply  of  800  would  very  likely  be 
exhausted  by  Saturday.  The  prob- 
lem here  was  one  of  re-supply.  The 
weekend  was  devoted  to  moving  ra- 
dios from  the  warehouse  to  all  46 
stores  in  proportions  estimated  about 
right  to  ride  through  the  Tuesday 
close-out. 

By  Sunday,  all  hands  were  helping 
with  the  re-supply  operations.  Not 
only  company  executives  (see  photo 
page  31 1  but  station  personnel — sales 
manager  Bob  Thompson,  program 
and  sales  coordinator  John  Gibbs — 
were  pitching  in  using  their  cars. 

When  the  smoke  cleared  with  all 
items  nearly  or  completely  sold  out, 
ad  manager  Harold  Perry  evaluated 
the  results  of  the  promotion.  He  sees 
its  success  as  a  major  stimulus  in 
maintaining  the  drug  chain  s  volume 
percentage  increase  at  a  figure  com- 
parable to  market  increases  generally 
among  competitors. 

This  was  the  purpose  of  the  pro- 
motion— to  combat  the  year-end  spurt 
that  gives  the  discount  house  its  big 
sales  advantage. 

Heretofore.  Sun  Drug's  radio  ad- 
vertising had  been  confined  to  co-op 
arrangements  with  major  pharma- 
ceutical bouses.  Top  Value's  use  of 
radio  to  creating  awareness  of  its 
stamps  and  plugging  member  retail- 
ers,  among  them  Sun   Drug. 

But  executives  of  both  companies 
see  in  these  strong  results  of  item 
advertising  on  radio  a  new  weapon 
against     their    two     biggest     threats: 

(1)  underselling  of  discount   houses, 

(2)  credit  in  department  store-. 
The    fact    that    the    two    companies 

held  their  own  volume-wise  during 
the  big  season  for  both  discount 
houses  and  department  stores  points 
to  increased  use  of  radio  a<  a  waj  of 
meeting  their  diverse  competition.  ^ 
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Facts  &  figures  about  radio  today 

1.  CURRENT  RADIO  DIMENSIONS 


Radio  homes  index 


1958        1957 


49.2 
radio 
homes 


48.3 

radio 

homes 


51.1  50.2 

U.S.  homes    U.S.  homes 

Source:    A.    C.    Nielsen   estimate,    1    Nov.    each 
year,   homes  figures    in   millions. 


Radio  set  index 


Set 
location 


Home 
Auto 
Public 
places 

Total 


1958 


1957 


95,400,000 
37,200,000 


90,000,000 
35,000,000 


10,000,000*  10,000,000 


142,600,000  135,000,000 


Source:      RAB,     1    July     1958.     1    July     1957. 
sets    in   working   order.     #No  new    information. 


Radio  station  index 


End  of  November  1958 

Stations                CPs  not             New  station 
on  air                    on  air                  requests 

New  station* 
bids  in  hearing 

Am 
Fm 

1         3315                   108          1          456 
571                   115                     34 

End  of  November  1957 

1           114 
29 

Am 
Fm 

1         3180         1          109          1          374 
I           537                     51          1            32 

1          116 
1              9 

Source 

:    FCC   monthly    reports,    commercial   stations.     *Octoher   each 

year. 

Radio  set  sales  index 


Type 


Home 
Auto 


Total 


Oct.   1958  Oct.  1957 

743,368  923,849 

296,067  522,746 


1,039,435       1,446,595  8,326,662      11.126,312 


10  Months  10  Months 

1958  1957 


5,647,044        6,764,221 
2,679,618        4,362,091 


Source:    Electronic    Industries    Assn.     (formerly    RETMA).     Home    flgares    are    retail 
sales,    auto    figures    are    factory    production. 


2.  CURRENT  LISTENING  PATTERNS 


Average  daily  hours  in-home  radio  usage  per  home  by  day  part 


October  1958 


Morning 

6-9  a.m.  .34  hrs.  or  20  min.  Noon-3  p. in 

9  a.m. -Noon       .42  hrs.  or  25  min.  3-6  p.m. 

Total  .75  hrs.  or  45  min.  Total 


Afternoon 

.37  hrs.  or  22  min. 

.29  hrs.  or  17  min. 

.65  hrs.  or  39  min. 


Night 

6-9  p.m.  .24  hrs.  or  14  min 

9  p. in. -Mid.  .15  hrs.  or  9  min 

Total  .39  hrs.  or  23  min 


January-February  1957 


6  a.m. -Noon       .85  hrs.  or  SI  mirt.  Noon-6  p.m.       .77  hrs.  or  46  min.  6  p.m.-6  a.m.        .65  hrs.  or  39  min 


The  material  above  is  based  on  Nielsen  Radio  Index,  covers  through  Saturday.  The  totals  for  October  1958  are  comparabl 
in-home  listening  only.  Morning  and  afternoon  figures  are  to  the  January-February  1957  figures  except  that  the  latte 
for    Monday    through    Friday.     Nighttime    figures    are    for    Sunday       also     covers    post-midnight    listening.      Times    are     Eastern    zon 


58 


SPONSOR      •      3   JANUARY    195 


w* 


YOUR 

1959 

BUSINESS 

WILL  BE 

UP 

because  you'll  get  more  of  it  if  you  read 
SPONSOR'S  12th  annual 

FALL  FACTS  BASICS 

38  pages  on  Marketing  with  15  pages  of  BASICS  charts 
86  pages  on  Radio  with  15  pages  of  BASICS  charts 

78  pages  on  Television  with  18  pages  of  BASICS  charts 
17  pages  on  Film  with  four  pages  of  BASICS  charts 
Full  copies   of   Fall    Facts   BASICS    available   for   $1 


Reprints  of  the  popular  BASICS  charts  sections: 

1   TO  9  35   cents  each 

10  TO   49  25   cents  each 

50  TO  99  20  cents  each 

100  TO   499  15   cents  each 

500  TO  999  121^    cents  each 

1,000   OR  MORE  10  cents   each 

Prices   include  postage 


16  pages  on  Marketing 

16  pages  on  Radio 

24  pages  on  Tv  and  Film 


For  fast   delivery,   use   the   coupon    below ; 


Readers'  Service,  SPONSOR,  40  E.  49  St.,  New  York  17,  N.  Y. 

Please  send  me  the  following  reprints  from  Fall  Facts  BASICS. 

Check  or  cash  enclosed  Bill  me  

Section  Quantity   desired  Unit   price  Total  amount 

Marketing  

Radio  

Television-Film         _ 


Full  copy  of  Fall  Facts  BASICS— $1 


Name  

Company 
Address 


ADVERTISERS 


In  a  step  to  reach  a  goal  of 
$70  million  in  gross  sales,  the  B. 
T.  Babbitt  Co.  has  gained  control 
of  Charles  Antell. 

The  joint  agreement  called  for  Bab- 
bitt to  purchase  the  cash  assets,  trade 
names  and  trade  marks  of  Charles 
Antell,  Inc.  and  to  purchase  Charles 
Antell,  Ltd.  of  Canada. 

A.  N.  LaBelle  has  been  elected  a 
v.p.  of  Babbitt,  in  charge  of  the  new 
Antell  division,  which  will  manufac- 
ture and  market  Formula  9  Hair 
Conditioners,  Liquid  Shampoos,  Hair 
Sprays  and  the  newest  products — 
Vita  Yums  and  Vita  Pops. 

Piel's  Beer  continues  to  cop  the 
list  of  favorite  tv  commercials, 
according  to  the  November,  1958 
listing  by  ARB. 


Other  favorites: 

2) 

Maypo 

3) 

Hamms  Beer 

4) 

Alka  Seltzer 

5) 

Dodge 

6) 

Seven-Up 

7) 

Falstaff  Beer 

8) 

Chesterfield 

9) 

Burgermeister  Beer 

10) 

Ford 

Campaign : 

This  week  marks  the  launching  of 
Gaines'  new  product,  New  Gaines 
Meal.  The  campaign  includes  10- 
second  I.D.  tv  spots — 14  per  market 
per  week,  and  commercials  on  the 
Ann  Sothern,  Zane  Grey  and  Decem- 
ber Bride  shows — CBS  TV.  A  note 
about  the  commercial:  It  took  93 
dogs  seven  hours  to  be  posed  for  a 
10-second  scene.    Agency :  B&B. 

Strictly  personnel:    John  Morris- 


WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


Brother  it's  cold  out — 2.6°  below  freez- 
ing; Daring  the  weather:  (1  to  r)  Bob 
Cheyne,  sales  promotion  director,  WHDH- 
TV,  Boston;  John  Cohen,  U.  S.  Weather 
Bureau;  Sam  Stein,  of  Boston's  L  Street 
Health  Club;  Bob  Webber,  Skin  Diving 
Club  and  Anthony  Galluccio,  L  Street,  as 
part   of  WHDH-TV's  Sea  Hunt  promotion 


It's   a    submarine!     Philip    Schaeffer,    art 

director  for  WSAZ-TV,  Huntington,  W.  Va., 
puts  the  finishing  touches  to  the  little  "Y- 
IC-3"  submarine  that  plans  to  make  a  trip 
under  the  South  Pole,  via  that  station's 
Spinach  Playhouse.  Submarine  will  also  be 
displayed  in  leading  department  stores 
throughout     the     stations     coverage     area 


sey  has  joined  Miles  Products  Divi- 
sion of  Miles  Labs  as  an  assistant 
advertising  manager  .  .  .  John  Bull 
has  resigned  as  executive  v.p.  of 
Sorenson  Advertising,  Chicago,  to 
join  Reynolds  Metals  Co.  as  a  con- 
sultant in  marketing  and  product  de- 
velopment .  .  .  William  Caskey,  ex- 
ecutive v.p.  of  WPEN,  Philadelphia, 
has  been  elected  to  the  board  of  di- 
rectors of  the  Sun  Ray  Drug  Com- 
pany. 


AGENCIES 


Leo  Burnett,  Inc.,  Chicago-based 
agency  just  passing  the  $100  mil- 
lion mark  in  billings,  realigned 
its  top-level  management  last 
week. 

The  changes: 

Leo  Burnett  continues  as  chair- 
man of  the  board  and  top  officer  of 
the  agency;  Richard  Heath  moves 
up  to  chairman  of  the  executive  com- 
mittee, responsible  for  agency  man- 
agement. 

W.  T.  Young,  Jr.,  an  executive 
v.p.,  has  been  promoted  to  president. 


On  location  at  the  filming  of  Screen 
Gems'  new  syndicated  series  Stakeout,  in 
Biscayne  Bay,  are  Walter  Matthau  (1), 
star  and  Ben  Colman,  S.G.'s  Eastern  area  - 
sales  manager.  Screen  Gems  combined 
three-day  sales  meeting  with  start  of  film- 
ing  series   based   on    Fla.   Sheriffs   Bureau , 
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He  will  primarily  coordinate  the 
agency's  creative  output,  marketing 
services  and  the  work  of  the  account 
staff. 

DeWitt  O'Kieffe,  a  director  and 
one  of  the  founders  of  the  company, 
has  been  elected  senior  v.p. ;  Draper 
Daniels  to  executive  v.p.  in  charge 
of  creative  services;  Joseph  Gree- 
ley, to  executive  v.p.  heading  mar- 
keting services;  Philip  Schaff,  Jr., 
executive  v.p.  for  administration  and 
finance,  also  elected  to  the  board  of 
directors;  and  Edward  Thiele,  v.p. 
and  director,  named  senior  account 
supervisor. 

Another  Chicago-based  agency  nam- 
ing top  level  appointments: 

Keyes,  Madden  &  Jones,  the 
39th  ranking  air  agency  ( See  "Top 
50  Air  Agencies"  27  December 
SPONSOR,  page  27),  has  this  new  offi- 
cer set-up: 

Howard  Jones,  formerly  execu- 
tive v.p.,  has  been  elected  president; 
Harry  Goldsmith,  Jr.,  from  senior 
v.p.  to  executive  v.p.;  Lee  Marshall, 
to  senior  v.p.;  and  Dale  Mehrhoff, 
to  v.p. 


New  members  of  the  board  of  di- 
rectors include:  Harry  Goldsmith, 
Jr.;  Lee  Marshall  and  Fred  Willson. 
Freeman  Keyes  continues  as  chair- 
man. 

Agency  appointments:  The  Hertz 
Corp.,  for  its  truck  and  car  leasing 
advertising,  billing  about  $1  million, 
to  Needham,  Louis  &  Brorby. 
Campbell-Ewald,  Hertz'  agency  since 
1928.  continues  to  handle  the  car 
rental  segment  of  the  account  and 
FCB,  the  plane  renting  .  .  .  Lucky 
Tiger  Manufacturing  Co.,  Kansas 
City,  to  Gardner  Advertising  .  .  . 
Lake  States  Imports,  Inc.,  distributor 
of  the  Renault  in  seven  midwestern 
states,  to  Tilds  &  Cantz,  Los  An- 
geles. 


On  the  personnel  front:  Hugh 
Lucas  and  Kensinger  Jones,  both 
of  the  tv/radio  departments,  appoint- 
ed v.p.'s  of  Campbell-Ewald  .  .  .  Roy 
Stewart,  to  direct  the  media  and  re- 
search department  of  The  Brady  Co., 
Appleton,  Wis.  .  .  .  Charles  Ander- 
son, Jr.,   named   writer-producer  in 


the  radio  i\  department  of  Comstock 
&  Co.,  Buffalo. 


ASSOCIATIONS 


Latest    happenings   at    the    \AB: 

•  The  AM  Radio  committee  urged 
the  Association  to  reaffirm  its  stand 
against  liquor  advertising  on  the 
air,  during  its  winter  meeting.  2-6 
February.  The  group  also  supported 
increasing  the  annual  radio  observ- 
ance to  one  month  this  year. 

•  Its  latest  campaign,  "Look  for 
a  room  with  a  radio"  has  stations 
using  about  29  spots  per  week  to  plug 
it,  and  formal  pledges  of  support 
from  two  state  broadcasting  associa- 
tions— Tennessee  and  New  Jersey. 

•  NBC's  Robert  Sarnoff  will  re- 
ceive the  Association's  1959  Keynote 
Award  for  Distinguished  Service  dur- 
ing its  convention  in  Chicago,  16 
March. 

And  here  are  some  of  the  RAB's 
latest  activities: 

•  John  Hardesty,  v.p.  and   gen- 


At  a  kick-off  luncheon  celebrating  the  affiliation  of  the  new 
Storz  station  KOMA,  Oklahoma  City  with  NBC  are  speaker  Todd 
Storz,  president  of  the  Storz  stations;  Matthew  J.  Culligan,  execu- 
tive v.p.  of  NBC  and  Mrs..  Todd  Storz.  Luncheon  was  to  acquaint 
local  merchants  and  agencies  with  station's  new  programing  policy 


Another  luncheon,  another  place:  At  the  second  annual  joint 
pre-Christmas  party  sponsored  by  the  Broadcast  Advertising  Club  of 
Chicago  and  Chicago  Unlimited:  (1  to  r)  Paul  McCleur,  Geoffrey 
Wade  Advertising;  Holly  Shively,  EWR&R.  secretary  BAG;  James 
Beach,   ABC,    president   BAC;    and    Pete    DeMet,   sports    packager 


To  promote  the  show  while  New  Yorkers  were  paperless,  this 
100-year-old  stage  coach  rode  around  city,  wishing  all  a  "Merry 
Christmas"    from    Dick    Powell's   Zone    Grey    Theatre    (CBS    TV* 


Mr.  and  Mrs.  Santa  Claus  hand  out  Christinas 
sponsored  by  the  Scranton  Times  and  its  station 
kids     from     Lackawanna     County    Society     for    c 


gifts  at  a  party 

WEJL,  for  200 

rippled    children 


I; 


\? 
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eral  manager,  warned  the  ice  cream 
manufacturers  industry  meeting  in 
Chicago,  that  advertising  can  never 
reach  maturity  if  non-experienced 
company  executives  continue  to  over- 
rule agency  decisions.  He  attacked 
top-level  management  for  an  "ivory 
tower""  attitude  when  claiming  exten- 
sive knowledge  of  advertising  tactics. 
•  Additional  plans  committee 
members  include:  F.  H.  Brinkley, 
of  Ottaway  Radio  Stations;  Benedict 
Gimbel.  Jr..  WIP.  Philadelphia;  Tom 
Harrell.  WSTP,  Salisbury,  N.  C;  Al- 
bert Johnson,  KENS,  San  Antonio; 
Bob  Eastman,  of  Robert  E.  Eastman 
station  reps;  and  Russell  Woodward 
of  PGW. 


Meeting  plans:  The  ninth  annual 
conference  of  the  Western  States 
Advertising  Agencies  Associations 

will  be  held  in  Palm  Springs  23-25 
April.  Convention  theme:  New  di- 
mensions in  advertising. 

Kudos:  These  Los  Angeles  adver- 
tising executives  received  awards 
from  the  Advertising   Council   for 


their  contributions  to  the  national 
welfare:  James  Barnett,  of  Rexall 
Drug  Co.;  Arthur  Bailey,  of  FC&B 
and  Russell  Eller,  of  Sunkist  Grow- 
ers, Inc.  .  .  .  The  Civil  Service  Com- 
mission's diamond  anniversary  award 
plaque,  to  Harold  Fellows,  NAB 
president. 

They  were  elected: 

At  the  Advertising  Research  Foun- 
dation. Ben  Donaldson,  consultant 
at  Ford,  chairman;  Arno  Johnson, 
v.p.,  JWT,  vice-chairman;  Frank 
Mansfield,  director  of  marketing  re- 
search, Sylvania,  treasurer. 

At  the  Advertising  Federation  of 
America.  Robert  Lusk,  president  of 
B&B  and  Arthur  Motley,  president 
of  Parade  publications,  to  the  board 
of  directors. 


FILM 


Starting  off  the  new  year  are  two 
developments  involving  produc- 
tion of  film  programs  in  Europe 
for  American  tv. 


YOURS 


FOR   INSPIRATION,   KNOW-HOW 
AND     NEW     RADIO     ELECTRONICS     KNOWLEDGE 

Bigness  has  everything  in  the  world  to  do  with  it  when, 
each  year,  THE  IRE  NATIONAL  CONVENTION  and 
THE  RADIO  ENGINEERING  SHOW  is  planned  for  you. 
Industries  are  only  as  big  as  you  men  who  make  them. 
And  you  have  created  a  colossus  that  requires  a  Coliseum 
to  show  itself. 

Come  to  see,  to  hear  and  to  learn.  Whatever  your  special 
interests— equipment,  component  parts,  instruments  or  pro- 
duction—these 800  exhibits  representing  80%  of  your  in- 
dustry's productive  capacity  are  an  INSPIRATION  IN 
RADIO  ELECTRONICS  that  will  take  you  further  along 
your  personal  path  of  progress. 


THE  IRE  NATIONAL  CONVENTION 

Waldorf-Astoria  Hotel 

<l,  AND  THE  RADIO 

ENGINEERING  SHOW 

Coliseum,  New  York  City 


MARCH 
23  •  24 
25  •  26 


THE  INSTITUTE  OF  RADIO  ENGINEERS 


1  East  79th  Street,   New  York  21, 


Y. 


They  are: 

•  J.  Arthur  Rank's  agreement  with 
ITC  to  produce  Interpol  Calling,  a 
39-episode  international  police  se- 
ries budgeted  at  $1.4  million  and 
scheduled  to  start  filming  in  Febru- 
ary. 

•  Gross-Krasne-Sillerman's  shoot- 
ing of  Fate,  a  dramatic  anthology, 
partly  in  Europe  under  supervision  of 
GKS  foreign  executive  producer 
Donald  Hyde.  (Some  episodes  will 
also  be  made  in  Hollywood.) 


Sales  report:  Ziv's  1958  sales  were 
32%  ahead  of  1957  volume,  ac- 
cording to  v.p.  M.  J.  Rifkin.  During 
the  year,  25  account  executives  were 
added  to  Ziv's  selling  force,  already 
regarded  as  the  largest  in  the  indus- 
try. 

Ziv  sales  included  the  following: 

•  Network  sales  of  Bat  Masterson 
I  NRG)  and  Rough  Riders  (ARC). 

•  Syndication  sale  of  Highway 
Patrol  (4th  year),  Sea  Hunt  (1st  and 
2nd  year),  Target,  Dial  999,  Mac- 
kenzie's Raiders   and   Bold   Venture. 

More  sales :  NTA's  Dream  Package 
of  85  feature  films  reported  sold  to 
WMAL-TV,  Washington,  D.  C.; 
KTVU,  Oakland;  WJAR-TV,  Provi- 
dence; WHRF-TV,  Rock  Island; 
KONO-TV,  San  Antonio;  WJRT-TV, 
Flint;  WHO-TV,  Des  Moines;  WMT- 
TV,  Cedar  Rapids;  K  ROC-TV, 
Rochester,  Minn.;  WINK-TV,  Ft. 
Meyers;  KOAM-TV,  Pittsburg,  Kan.; 
KFYR-TV,  Rismarck,  N.  D.,  and 
KWRR-TV,  Riverton. 


NBC  stations'  color:  CNP's  Cameo 
Theater  is  carried  in  color  in  six  of 
the  nation's  ten  largest  tv  markets. 
Five  of  these — New  York,  Chicago, 
Philadelphia,  San  Francisco  and 
Washington — are  NRC  stations,  plus 
WHDH-TV,  Roston  (ARC). 


NTA  expansions:  Henry  D.  Long 

will  head  the  new  San  Francisco  of|  i 
fice     of     NTA  .  .  .  Samuel     Gai 

named  NTA  foreign  sales  manager 


Promotion :  Two  promotions  on  be   I 
half  of  Bat  Masterson  were  ( 1 )  a  five   i 
city  tour  by  star  Gene  Rarry  in  Ne 
York  and  New  England  and    (2) 
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preservation   of  art   work   by    Oliver 
French  on  the  series  to  Gene  Barry. 

On     the     move:     Arthur     Spirt, 

former   central   division   manager    of 
1TC,  has  resigned. 

Commercials:  the  Trans  American 
Advertising  Agency  Network  com- 
petition gave  its  1958  first  place 
award  to  the  Art  Crayon  Company's 
tv  commercial  produced  by  Fiore 
Films  of  Jersey  City,  N.  J. 
Additional  information:  in  re 
P&G's  record-breaking  buy  of  selec- 
tive programing  in  Canada  (see 
FILMSCOPE,  13  December,  1958), 
the  following  facts  are  also  of  inter- 
est: 

1  l  S.  W.  Caldwell  Ltd.,  Canadian 
agency  for  P&G,  recommended  the 
switch  from  CBC  network  to  spot 
programing.  P&G  is  Canada's  biggest 
advertiser. 

2  I  Handling  the  transaction  were 
Jim  MacDonald  and  Rafe  Engel  of 
P&G,  Ken  Page  and  Owen  Duffy  of 
Caldwell's  tv  film  sales,  and  Gordon 
Keeble  of  S.  W.  Caldwell  Ltd. 


NETWORKS 


Maremont  Muffler  (Mar -Pro, 
Inc.)  will  be  the  first  in  its  field 
to  go  network  tv. 

It's  buying  into  the  Garroway  and 
Paar  shows,  starting  February,  on  a 
52-week  basis. 


The  trend  of  network  tv  pro- 
gram audiences  continues  to 
rise,  according  to  TvB's  January- 
November  report. 

The  first  11  months,  1958,  show  a 
7%  increase  in  average  evening  pro- 
gram audiences  and  a  5%  jump  in 
average  daytime  audience. 

Here's  a  comparison  of  the  growth 
in  the  number  of  homes  reached  for 
January  through  November  of  each 
year : 


1957  (55) 

1958  (61) 


8.2 
7.9 


2,983 
3.123 


AVG.  EVENING 

RATING 

HOMES 

PROGRAM  (NO.) 

(psb) 

(ADD  000) 

1955  (133) 

21.1% 

5,939 

1956  (136) 

21.6 

6,957 

1957  (123) 

22.3 

8,282 

1958  (124) 

21.9 

8,838 

AVG.  WEEKDAY 

DAYTIME  PROGRAM 

1955   146) 

8.1% 

2,275 

1950   (50) 

8.4 

2,711 

New  network  business  and  re- 
newals: for  ABC  TV,  Block  Drug 
Co.  (SSC&Bl  into  American  Band- 
stand; Boyle-Midway  (JWT),  for 
Colt  .45  and  Frito  Co.  (DFS),  for 
The  Lone  Ranger  .  .  .  Mutual  reports 
that  35%  of  its  1958  roster  of  clients 
have  renewed  network  contracts  for 
this  year,  with  52-week  campaigns 
ordered  by  Colgate,  Ex-Lax  and  Hud- 
son Vitamin  Corp.  .  .  .  For  CBS  TV, 
The  Texan,  renewed  by  Brown  & 
Williamson  for  the  final  13  weeks  of 
its  39- week  run. 

Network    ideas:     NBC    Radio    is 

sending  out  a  ball-and-cup  game  to 
agencies  and  advertisers  as  part  of  its 
five-week  campaign  to  promote  its 
"Engineered  Circulation"  con- 
cept. The  device,  a  cup  on  a  stick 
and  a  wooden  ball  attached  to  a 
string,  illustrates  the  campaign  slo- 
gan— "the  trick  is  in  the  timing." 

Four  mailing  pieces  to  the  client- 
agency  list  preceded  the  game. 

Programing   note:     Jackie   Glea- 

son  finished  his  half-hour  weekly  se- 
ries   on    CBS    TV    for    Lever    and 

Pharmaceuticals  last  week,  with  plans, 
instead,  to  do  four  specials  on  the 
network  during  the  1959-1960  season. 

Thisa  'n'  data:  Tv  Guide  quotes 
James  Hagerty,  White  House  press 
secretary,  as  saying  he  is  against  any 
Congressional  legislation  that  would 
compel  radio  and  tv  networks  to  yield 
time  for  live  broadcasts  any  time  the 
White  House  requests  it,  "except,  of 
course,  in  time  of  national  emer- 
gency." 


RADIO  STATIONS 


All  radio  and  tv  in  1957,  ac- 
cording to  FCC  data  just  released, 
did  $1.5  billion,  6.1%  over  1956. 

Here  are  some  highlights  from  the 
FCC's  radio  revenue  report  or  1957: 
ALL  REVENUE  FROM  RADIO: 
$517.9  million;  5.2%  over  1956. 
NATIONAL  NETWORKS:  $51.7  mil- 
lion; 6.7%  over  1956;  operated  at  a 
loss. 

NATIONAL  AND  REGIONAL  NET- 
WORKS PLUS  21  O&O  STATIONS: 
$73.4  million;  4.7%  over  1956;  no 
profit  since  expense  equalled  income. 


SELL 


D  ;  1 ,',  I  I .'  [  HTTT7 


Alabama's  ONLY  fulltime  100%  Negro 
station  •  In  Birmingham  —  the  31st 
market  —  42%  Negro  •  Top-rated 
Negro  station  consistently  by  Pulse- 
Hooper  •  The  BEST  way  to  the 
260,000  Negroes  of  the  Birmingham 
Metropolitan   Area. 


SELL 


of  JACKSON 
on  WOK  J 

of  SHREVEPORT 
onKOKA 

of  LITTLE   ROCK 

KOKY 


on 


ebony  radio 


WITH 

WEAU-TV 


IN  WISCONSIN 

•  The  area  with  the  HIGHEST 
industrial  weekly  wage  in  the 
state.  (U.S.  Employment  Bu- 
reau) 

•  Serving  the  RICHEST  farm 
counties  in  the  Midwest  with 
over   54,000  farm   families. 

•  Serving  the  giant  land  of  3A 
million  people  and  two  mil- 
lion cows. 

IMF  All-TV  Eau  claire 

VVLHU"  I    V    Wisconsin 
See  your  Hollingbery  Man 
in  Minneapolis,  see  Bill  Hurley 
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Hoodoo  Ski  Area  in  Oregon 


Nearly  }/\  of  Oregon's 
buying  families  watch 

KVAL-TV 

KPIC-TV 


The  only  clear  picture  in  the 
Eugene-Springfield-Roseburg 
market  is  on  KVAL-KPIC.  One 
order  to  your  Hollingberry  man 
or  Art  Moore  and  Associates 
(Portland-Seattle)  covers  both 
stations. 


KVAL-TV  Fugene 
NBC  Affiliate       Channel 


E 


v 


KPIC-TV  Roseburg  •  Channel  4 

Satellite 


IMPACT! 


PROVED  3  WAYS 
AMERICA'S  BEST  TV  BUY 


AM,  May  7958  —  highest  rated  station  in 
America  in  markets  of  three  or  more 
stations. 

Telepu/se  1957  Year-End  Review  —  highest 
rated  station  in  America  in  markets  of 
three  or  more  stations  for  the  entire 
year  of    (957. 

Telepu/se,  May  7958  —  first  in  the  market 
91.3%   of   rated    quarter-hours. 


HB0D-H1T 


CBS  Television   Networl     •     Channel  4     •     El   Paso.  Tela! 

REPRESENTED  NATIONALLY   BY  THE  BRANHAM   COMPANY 

Dcrrance   D.  Roderick  Pres.;  Val   Lawrence,  V.-Pres.  and  Gen.  Mgr. 


NATIONAL  SPOT:  $169.5  million; 
16.5%  higher  than  1956. 
LOCAL  SPOT:  $316.5  million;  6.3% 
over  1957. 

STATIONS  OTHER  THAN  O&O's: 
3,143  reported  $444.4  million;  8.3% 
above  1956.  Profits  of  these  amounted 
to  $54.6  million;  11.9%  above  1956. 
On  the  other  side  of  the  ledger  there 
were  959  stations,  31.1%  of  all  sta- 
tions, who  reported  they  lost  money 
in  1957.  In  1956  the  ratio  of  losing 
stations  was  29.3%.  (See  6  Septem- 
ber 1958  sponsor,  page  67,  for  FCC's 
1957  financial  data.) 

Ideas  at  work: 

•  Gone  abankin':  To  accommo- 
date the  Erie  Union  Bank's  wish  for 
Christmas  music  in  their  lobby, 
WICU,  Erie,  supplied  the  records — 
along  with  news,  commercials  a7id  the 
whole  station  operation.  Station  also 
interviewed  bankers  and  officials,  and 
plugged  the  bank's  Christmas  Club — - 
while  the  bank  picked  up  the  bill. 

•  WlSN,  Milwaukee,  came  up 
with  a  "hands  down"  winner  in  their 
contest  offering  $100  to  the  person 
writing  the  station's  call  letters  the 
most  times  on  a  post  card.  The  win- 
ning number:  11,839  WISN's. 

•  For  salesmen  only:  Jack  Pyle, 
d.j.  on  WIP,  Philadelphia,  found  out 
that  his  daily  noon-hours  program 
doesn't  attract  an  all-lady  audience 
only.  He  suggested  that  traveling 
salesme7i  listening  to  him,  send  in 
money  for  a  private  salesmen's  din- 
ner —  and  450  traveling  salesmen 
showed  up. 

•  WPTR,  Albany-Schenectady- 
Troy,  is  airing  Christmas  carol 
chimes  of  every  church  in  Tri-City 
area,  which  the  station  recorded.  Dif- 
ferent chhnes  are  played  between 
each  popular  music  record. 

Thisa'n'data:  WICE,  Providence, 
has  set  up  a  full-time  merchandising 
and  sales  protnotion  department, 
headed  by  John  Murray,  Jr.  The  de- 
partment plans  include  direct  mailing 
for  the  sponsor  and  personal  appear- 
ances of  station's  stars  .  .  •  Consult- 
ant appointed:  Lawrence  B.  Tay- 
lor, Inc.,  Burlingame,  Cal.,  has  es- 
tablished a  broadcasting  division  to 
service  radio  and  tv  station  manage- 
ment. J.  G.  Paltridge  becomes  direc- 
tor of  this  consulting  division. 

They  were  awarded:  Bud  Clark, 
newscaster  on  WIL,  St.  Louis,  pre- 


sented with  the  Missouri  Associated 
Press  News  Coverage  Award  .  .  .. 
KSFO,  San  Francisco,  for  its  blood 
appeal,  honored  by  the  Fraternal  Or- 
der of  Eagles  .  .  .  Dewey  Compton, 
farm  director  of  KTRH  &  KTRK- 
TV,  Houston,  winner  of  the  Ameri- 
can Farm  Bureau  Federation's  award 
for  reporting  .  .  .  WKAP,  Allentown, 
Pa.,  won  the  Meritorious  Service 
Award  for  4-H  at  the  annual  banquet 
of  the  Lehigh  County  Agricultural 
Extension  Service. 

Anniversary  note:  WBCB,  Levit- 
town,  Pa.,  celebrated  its  first  birth- 
day with  an  open  house  party  that  in- 
cluded remote  broadcasts,  fashion 
and  variety  shows  and  dancing  for 
the  8,000  guests. 

Station  staffers :  Robert  Kindred, 

appointed  general  manager  of  KJBSr 
San  Francisco  .  .  .  Eddie  Newman, 
to  program  director  of  WDAS,  Phila- 
delphia .  .  .  Warren  Blackmon,  to 
the  executive  staff  at  WVCG,  Coral 
Gables  .  .  .  James  Pigg,  named  farm 
director  at  WBAP,  Ft.  Worth  .  .  . 
Jack  Kroeck,  farm  director,  WDAF, 
Kansas  City  .  .  .  Arnold  Peterson, 
farm  service  director,  WOW,  Omaha 
.  .  .  Thomas  Carr,  to  director  of 
public  relations  at  WBAL,  Baltimore 
.  .  .  George  Pardon,  to  the  sales 
staff  at  KFMB,  San  Diego,  as  account 
executive. 


RESEARCH 


Pulse's  Dr.  Sidney  Roslow  told 
the  Washington  Ad  Club  this 
week  that  a  single  audit  bureau 
for  tv  would  be  disastrous. 

His  basic  argument:  Tv  is  a  dy- 
namic medium  and  should  be  meas- 
ured by  as  ma7iy  means  as  possible. 
Look  at  what  has  happened  to  the 
newspapers.  They've  confined  them- 
selves to  a  single  yardstick,  the  ABC 
Population  and  income  has  gone  up 
at  a  fast  rate  but  the  total  number 
of  newspapers  have  declined. 

Noted  Dr.  Roslow :  The  more  head 
and  mind  counting — that  is,  competi- 
tive research — the  better  it  is  for  a 
medium. 

M.  A.  Wallach  Research,  Inc.,  has 

its  interviewers  using  IBM  Port-a- 
Punches  to  create  punched  research 
cards  while  an  interview  is  being 
conducted. 
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Designed  for  on-the-spot  punching, 
it  is  being  used  by  the  company's 
new  tv  group — T.P.I.  Ratings,  Inc. 
Strictly  personnel :  Ernest  Fan- 
ning, named  to  the  newly  created 
post  of  executive  assistant  to  the  gen- 
eral manager  for  diary  reports,  and 
Stephen  Salonites,  to  the  New  York 
sales  staff  of  the  ARB  .  .  .  Richard 
Wolden,  to  the  client  service  staff 
of  the  Menlo  Park,  Cal.,  branch  of 
Nielsen  .  .  .  Sidney  Rowland,  to  re- 
search associate  at  Special  Studies, 
Inc. 


TV  STATIONS 


The  Empire  State  Building,  which 
transmits  from  its  tower  all  seven 
New  York  tv  stations,  can  make 
this  boast: 

It's  the  first  skyscraper  to  buy  tv 
to  advertise  itself.  Specifically,  the 
thing  it's  selling  is  more  tourism  for 
its  observatories. 

WRCA  TV  has  the  business— 20- 
second  spots. 

Promotion  and  merchandising 
note:  Top  winners  of  NBC  TV's 
$25,500  daytime  program  promotion 
contest  were  Dean  Faulkner,  pro- 
motion manager  of  KOA-TV,  Denver, 
and  Peggy  Cooper,  of  WITN,  Wash- 
ington, N.  C.  Other  winners:  Ar- 
thur Garland,  WRGB,  Schenec- 
tady; John  Hurlbut,  WFBM-TV, 
Indianapolis;  Frank  Reynolds, 
KFSD-TV,  San  Diego;  Kirt  Harris, 
KPRC,  Houston,  and  Dick  Paul, 
WBRE-TV,   Wilkes-Barre. 


ea     Ideas  at  work : 

•  WTAE,  Pittsburgh,  tied  in  with 
Santa  in  multiple  ways;  via  special 
ID  slide,  17-foot  cutout  on  roof  of 
studio-offices,  Christmas  card  tying 
in  with  station's  ad-promotion  theme: 
Take  TAE  and  See". 

•  KTTS-TV,  Springfield.  Mo. 
et' 'conducted  a  "Why  I  like  Gunsmoke" 
ink    contest    in    conjunction    with    the    6 

December  Tv  Guide  cover  story  on 
James  Arness.  Prize  to  the  best  an- 
swerer: An  autographed  dye  transfer 
of  the  magazine's  cover. 

Construction    note:      WXYZ-TV, 

Detroit's  new  tower,  a  tall  1.073  feet, 
is  now  completed,  and  ready  to  be- 
.  .-'in  transmitting  the  station's  pro- 
grams. The  tower  is  nearly  twice  as 
tall  as  Detroit's  tallest  skyscraper. 


Thisa  'n'  data:  Arthur  C.  Niel- 
sen, president  of  A.  C.  Nielsen,  and 
sports  editor  John  Carmichael  dis- 
cussed ratings  on  WBKB,  Chicago's 
V.I. P.  show  .  .  .  Anniversary  note: 
WDSU-TV,  New  Orleans,  celebrated 
its  10th  year  by  telecasting  a  "birth- 
day party"  in  the  form  of  an  original 
musical  comedy. 

Kudos:  WTAE,  Pittsburgh,  re- 
ceived its  first  public  service  award 
from  the  Boy  Scouts  of  America  for 
its  hour-long  This  Is  Exploring  show 
.  .  .  John  Wilner,  v.p.  and  director 
of  engineering  for  radio  and  tv  sta- 
tions of  the  Hearst  Corp.,  selected 
for  the  first  engineering  award  given 
by  the  NAB. 

New  promotions  at  the  Noe  En- 
terprises (KNOE-AM  &  TV,  Mon- 
roe, La..  WNOE,  New  Orleans)  :  Paul 
Goldman,  to  executive  v.p.  and  gen- 
eral manager;  Ray  Boyd,  v.p.  and 
director  of  engineering;  Harry  Ar- 
thur, to  v.p.  and  program  director; 
Jack  Ansell,  Jr.,  v.p.  heading  sales 
and  promotion ;  Ansel  Smith,  v.p. 
and  operations  manager,  and  Mac 
Ward,  v.p.  and  news  director  of  the 
tv  station;  Edd  Routt,  named  v.p. 
and  general  manager  of  the  Monroe 
radio  station. 

More  personnel  news:  James  E. 
Szabo,  named  sales  manager  for 
WABC-TV,  New  York  .  .  .  Kenneth 
Hanni,  to  assistant  to  the  president 
at  Intermountain  Broadcasting  and 
Tv  Corp.  .  .  .  Merrill  Panitt,  pro- 
moted to  editor  of  Tv  Guide  .  .  . 
Herbert  Buck,  Jr.,  also  becomes 
program  director  of  WCTV.  Tallahas- 
see, Fla.  .  .  .  Edward  Marsett,  to 
the  staff  of  KFMB-TV,  San  Diego,  as 
account  executive  .  .  .  Vernon  Gold- 
smith, to  the  press  information  de- 
partment at  WNEW-TV,  New  York. 

Add  personnel  appointments: 
Neal  Edwards,  station  manager  of 
KXAB-TY.  Aberdeen.  S.  D.  .  .  . 
Murray  Tesser,  assistant  manager, 
WHNY-TV.  Springfield-Holyoke  .  .  . 
Howard  Coleman,  to  administra- 
tive assistant  to  the  president,  Gross 
Telecasting.  Inc.  .  .  .  Kenneth 
Wright,  to  account  executive  and 
Don  Harris,  to  assistant  program 
director.  WPTA.  Ft.  Wayne  .  .  . 
Taylor  Lumpkin,  to  the  sales  de- 
partment. WSB-TV,  Atlanta.  ^ 


WALL  STREET 

( Cont'd  from  page  2()  i 

handed  in  planning,  they  found  it 
hard  work  to  handle  the  600-700 
callers  who  accepted  the  invitation 
the  first  afternoon  and  evening.  Bache 
representatives  asked  callers  to  gi\e 
their  names  and  addresses  and  the 
stocks  in  which  they  were  interested. 
A  follow-up  call  was  made  on  each  the 
next  day  and  this  program  has  been 
very  valuable  in  securing  new  cus- 
tomers and  their  business. 

One  stumbling  block  often  men- 
tioned in  discussions  of  the  continued 
use  of  these  spot  radio  promotions  is 
the  necessity  of  keeping  the  regular 
personnel  in  the  office  to  work  nights. 
"The  staff  cant  be  asked  to  work  on 
an  emergency  basis  forever."  "It  is 
impossible  to  use  outside  help  or  a 
service  to  answer  phone  calls  —  it 
takes  specialists  to  give  the  proper 
answers."  These  are  typical  tf  com- 
ments received : 

Eastman  Dillon,  are  definitely  in- 
terested in  continuing  on  a  perma- 
nent basis,  and  will  probably  try  a 
13-  or  26-week  schedule  as  a  starter. 

John  Ellis,  who  heads  sales  for 
Eastman  Dillon,  reports  that  since 
their  advertising  in  the  past  has  been 
mainlyr  in  newspapers,  they  will  have 
to  go  slow  in  learning  how  to  use 
radio.  He  mentioned  the  different 
response  it  brought — and  that  it  had 
occurred  under  unusual  circum- 
stances. Ellis  feels  that  the  good  will 
generated  by  his  emergency  program 
was  well  worth  the  cost,  quite  apart 
from  any  more  tangible  value.  He 
cited  the  reputation  his  firm  has  as 
being  one  of  the  most  aggressive  in 
the  business,  and  considers  that  the 
promotion  has  reinforced  that  repu- 
tation still  further. 

As  Ellis  sees  it,  his  problem  now 
is  how  to  give  listeners  a  sufficiently 
strong  incentive  to  respond  as  vigor- 
ousl\  as  the)  did  during  the  duration 
of  strike. 

In  the  past,  Eastman  Dillon  news- 
paper advertising  lias  had  the  job 
of  filling  in  and  mailing  coupons  a«k- 
inii  lor  information.  Now,  il  radio 
is  employed  and  the  response  is  like- 
l\  to  he  instantaneous,  new  factors 
enter  in.  and  the  firm  will  have  to 
feel  out  the  best  wa\  to  work  with 
them.  \\  atchers  are  confident  it  won  t 
be  a  long  wait  in  the  majorit)  ol 
cases.  ^ 
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FLORIDA  BOUND 
THIS  WINTER 

FORCET  RATINGS  AND 
RELAX   WITH   THE  AGENCY 
AND  STATION  PEOPLE 
WHO  PREFER   .... 

VINCE  CALLANAN'S 
POPULAR 

SEA  JAY 
MOTEL 

on    the   Ocean   in 
BEAUTIFUL 

HOLL YWOO  D 

MAKE   RESERVATIONS   NOW! 

3405  N.  OCEAN   DRIVE 

HOLLYWOOD,  FLORIDA 

TELWA  3-1498 


Ray  Ellingsen 


H0T0GRAPHY 


can  give 

your 

photographic  needs 

the  kind  of 

attention 

you  like 

.  .  .  backed   by 

experience 

and   artistry! 

Simply  call 
DEIaware  7-72<9 

or  write  to 

12  E.  Grand  Ave. 

Chicago 
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Tv  and  radio 
NEWSMAKERS 


Joseph  Stamler  has  been  appointed  v.p. 
of  ABC  and  general  manager  of  WABC-TV, 
New  York.  He  has  been  with  the  flagship 
station  for  the  past  six  years,  spending  his 
first  three  years  as  an  account  executive 
and  then  promoted  to  sales  manager.  Prior 
to  joining  WABC-TV,  Stamler  served  as 
an  account  executive  for  WMGM,  New 
York  for  two  years,  and  before  this,  as 
sales  manager  of  WNDR,  Syracuse.  He  spent  four  years  in  the  Air 
Force  during  W.W.  II.   Stamler  is  a  graduate  of  Syracuse  University. 

Cordon  Hellmann  has  been  named  direc- 
tor of  sales  development  of  Transcontinent 
Tv  Corp.  He  formerly  spent  three  and  one- 
half  years  as  director  of  sales  promotion  at 
TvB.  Prior  to  this,  Hellmann  was  director 
of  sales  presentations  at  CBS  TV  for  five 
years.  His  background  also  includes  adver- 
tising and  promotion  experience  with  K&E 
and  ABC  TV.  In  W.W.  II,  he  served  in 
the  Pacific  as  a  naval  aviator.  He  is  a  graduate  of  Johns  Hopkins 
University.    Hellmann  will  operate  out  of  TTC's  New  York  office. 

Murray  C.  Thomas  has  been  elected  v.p. 
in  charge  of  media  at  Anderson  &  Cairns, 
Inc.  He  has  been  with  A&C  since  1952 
following  his  association  with  D-F-S  as 
manager  of  print  media.  Thomas  also 
served  as  media  director  for  Paris  &  Peart 
and  as  manager  of  market  analysis  for  the 
Spool  Cotton  Co.  He  is  a  past  president  of 
the  Media  Buyers'  Association.  Other  pro- 
motions at  A&C:  Everett  Hencke,  to  v.p.  heading  art;  Sherman 
Rogers,  v.p.  heading  copy;  Edmund  Ridley,  v.p.  of  agency  relations. 

William  H.  Crumbles  was  recently  ap- 
pointed vice  president  of  RKO  Teleradio 
Pictures,  Inc.  He  will  handle  special  assign- 
ments for  RKO  o&o  radio/tv  stations 
throughout  the  country.  Beginning  his 
radio  career  with  WRUF,  Gainesville  while 
a  student  at  the  University  of  Florida, 
Grumbles  moved  after  graduation  to 
WJHP,  Jacksonville.  Subsequent  to  W.W. 
II.  he  joined  WGCM,  Gulfport  and  in  1947  became  associated  with 
WHQB,  Memphis.    He  is  vice  president  of  the  AFA  of  Memphis 
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THE  CITY  THAT  DIDN'T  EXIST  A  MONTH  AGO 


Every  30  days  the  U.  S.  adds  as  many  new  Americans  as 
live  in  Norfolk,  Va.— creating  brand-new  wants  and 
needs  which  must  be  satisfied. 

What  does  this  mean  to  you?  It  means  greater  opportu- 
nities than  ever  before  — in  all  fields.  Home  construction 
is  expected  to  double  by  1975.  Power  companies  plan  to 
increase  output  250  ff  in  the  next  20  years  to  provide 
the  power  for  scores  of  new  labor-saving  devices.  Cloth- 
ing suppliers  predict  a  one-third  increase  in  7  years. 

With  11,000  new  citizen-consumers  born  every  day, 
there's  a  new  wave  of  opportunity  coming. 

7   BIG   REASONS    FOR   CONFIDENCE    IN    AMERICA'S    FUTURE 

1.  More  people  .  .  .  Four  million  babies  yearly.  U.  S.  popula- 
tion has  doubled  in  last  50  years!  And  our  prosperity 
curve  has  always  followed  our  population  curve. 

2.  More  jobs  . .  .  Though  employment  in  some  areas  has  fallen 
off,  there  are  15  million  more  jobs  than  in  1939— and  there 
will  be  22  million  move  in  1975  than  today. 

3.  More  income  .  .  .  Family  income  after  taxes  is  at  an  all- 
time  high  of  $5300 -is  expected  to  pass  $7000  by  1975. 


4.  More  production  .  .  .  U.  S.  production  doubles  every  20 
years.  We  will  require  millions  more  people  to  make,  sell 
and  distribute  our  products. 

5.  More  savings  .  .  .  Individual  savings  are  at  highest  level 
ever— $340  billion— a  record  amount  available  for  spend- 
ing. 

6.  More  research  .  .  .  $10  billion  spent  each  year  will  pay  off 
in  more  jobs,  better  living,  whole  new  industries. 

7.  More  needs  ...  In  the  next  few  years  we  will  need  $500 
billion  worth  of  schools,  highways,  homes,  durable  equip- 
ment. Meeting  these  needs  will  create  new  opportunities 
for  everyone. 

Add  them  up  and  you  have  the  makings  of  another  big  up- 
swing. Wise  planners,  builders  and  buyers  will  act  now  to 
get  ready  for  it. 


FREE!  Send  for  this  new  24-page  illus- 
trated booklet,  "Your  Great  Future  in  a 
Growing  America."  Every  American 
should  know  these  facts.  Drop  a  card  to- 
day to:  Advertising  Council,  Box  10, 
Midtown   Station,   New  York   18,   X.   Y. 

(This  space  contributed  as  a  public  service  by  this  magazine.) 
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Congratulations  to  RAB 

Last  month  the  Radio  Advertising  Bureau  came  up  with 
two  important  radio  "firsts" — the  first  spot  radio  dollar  fig- 
ures ever  compiled  by  an  industry  trade  association,  and  the 
first  broadcast  media  expenditures  ever  released  by  a  broad- 
cast media  source  on  a  "net"  rather  than  a  "gross"  basis. 

For  both  these  achievements  RAB  deserves  the  thanks  and 
appreciation  of  the  entire  radio  industry. 

RAB's  list  of  51  top  radio  spot  advertisers  (with  com- 
mendable caution  RAB  insists  that  they  are  not  necessarily 
the  top  51)  was  carried  in  the  27  December  sponsor. 

Its  industry-by-industry  breakdown,  and  a  discussion  of 
what  these  RAB  figures  mean,  appears  on  page  32  of  this 
issue.  To  Kevin  Sweeney  and  his  RAB  staff,  sponsor  extends 
its  heartiest  congratulations  for  a  much-needed  and  difficult 
job  well  done. 

The  RAB  research  cannot  fail  to  impress  media  men,  ac- 
count executives  and  advertising  managers  who  are  planning 
1959  campaigns,  and  thus  will  do  much  to  increase  the  sales 
power  behind  radio  spot. 

The  fact  that  the  figures  were  difficult  to  compile,  and  esti- 
mate exactly  reflects  great  credit  also  on  RAB.  Its  research 
department  was  forced  to  set  up  new  and  special  machinery 
for  collecting  and  evaluating  time-sale  information  and  spe- 
cial formulas  for  breaking  the  expenditures  down  to  a  net 
rather  than  gross  basis. 

In  releasing  its  figures,  RAB  was  at  pains  to  point  out  that 
they  were  based  on  a  "large  but  not  complete  sample  of  the 
industry,"  and,  for  this  reason,  they  may  omit  "certain  siz- 
able accounts,  particularly  large  regionals." 

But  the  fact  is,  that  RAB  has  provided  the  industry,  for 
the  first  time  in  history,  with  a  clear-cut  picture  of  the  kind 
of  national  advertisers  who  are  selling  through  spot  radio, 
and  impressive  figures  on  the  amounts  they  are  spending.  It 
is  a  truly  fine  accomplishment. 


A 


"v./' 


this  we  FIGHT  FOR:  More  light  of  every 
kind  on  the  sales  power  of  radio  spot.  This 
tremendously  valuable  branch  of  air  media 
deserves  more  billings  than  it  has  been  receiv- 
ing.   It  must  not  hide  its  light  under  a  bushel. 
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lO-SECOND  SPOTS 

Saint:  Admen,  publicists  and  public 
relations  men  have  been  given  a  patron 
saint  to  look  after  them — St.  Ber- 
nardino of  Siena.   And  high  time,  too! 

Quote:  By  Grey  Advertising's  Gene 
Accas  at  RTES  meeting  —  "Hypoed 
ratings  are  a  station's  falsies;  they  put 
up   a   strong   front  with   no   support." 

Definitions:  Here's  the  final  install- 
ment of  that  studio  lexicon  by  Dee 
Vincent  of  KONO-TV,  San  Antonio— 
'"Ready  One" — This  is  the  signal  for 
Camera  Two  to  be  put  on  the  air. 
uGo  to  black" — The  coffee  break  has 
gotten  out  of  hand,  there  is  no  one  in 
the  control  room  and  we're  off  the  air. 
Boom  —  Something  the  general  man- 
ager has  a  tendency  to  lower  right 
after  we  have  gone  to  black.  (Some- 
times mistakenly  referred  to  as  a  piece 
of  studio  equipment.) 
"Standby" — Command  to  call  attention 
of  crew  to  watch  the  academy  leader 
on  the  "On-the-air"  monitor,  usually 
during  a  live  cut-in. 

Don't  Mix!  Gloria  Brown,  Cleveland 
KYW  and  KYW-TV's  Gal  on  The  Go, 
is  currently  plugging  a  cake  frosting 
mix  and  a  reducing  product  named  re- 
spectively "Swel"  and  "Twill."  Her 
big  worry:  that  she  might  one  day  fluff 
by  talking  about  the  qualities  of 
"Swill." 

Nature  story:  KENS-TV,  in  sunny 
San  Antonio  where  snow  comes  hardly 
ever,  was  deluged  by  phone  calls 
during  the  telecast  of  a  pro  football 
game  played  in  a  Chicago  snowstorm. 
San  Antonians  complained  about  the 
"snow"  on  their  tv  screens. 

Spirit:  lust  to  prove  this  is  the  season 
of  "good  will  to  all  men,"  in  New  York 
City,  ABC's  Ollie  Treyz  won  NBC's 
stereo  hi-fi  prize  at  the  RTES  Christ- 
mas party,  while  out  in  St.  Louis, 
KTV1  (an  ABC  TV  affil)  salesman 
Dick  Kimball  won  the  prize  given  by 
Manager  Bob  Hyland  of  KMOX  (CBS)  I 
of  a  two-week  vacation  in  Hawaii.  0h\ 
well,  at  least  in  the  KMOX  case  they're^ 
getting  a  competitive  salesman  out  of 
town. 

Trend?  ABC  TV  has  auditioned  as 
possible    daytime    entry    an    "indoor 
Western."    Unfair  to  us  horses! 
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8  in  a  Series  -  Radio  Renaissance  in  Dalli 


Select  any  program  or  announcements  from  these 
Friendly  Group  stations— wstv-tv,  wboy-tv  or 
kode-tv  on  a  13-week  budget— and  our  exclusive 
"Shopper-Topper"  merchandising  service  is  yours 
at  no  extra  cost  in  the  important  Steubenville- 
Wheeling,  Central  West  Virginia  and  Joplin  mar- 
kets. In  these  three  rich  markets— with  combined 
food  sales  of  $167,562,000-only  these  stations  of- 
fer advertisers  this  unique  merchandising  support. 
Find  out  today  how  "Shopper-Topper"  can  move 
the  goods  for  you. 


The  Shopper-Topper*  Merchandising  Plan  guarantees: 

•  in-store  displays,  placement  of  point-of-sale  material,  shelf 
stocking,  checks  on- prices,  exposure  and  activity  of  major 
competitors,  obtaining  comments  from  stores— in  170  high- 
volume  supermarkets 

•  merchandising  activity  report  every  13  weeks  to  advertis- 
ers and  agencies 

•  complete  direct  mail  service 

•  product  highlighting  on  popular  local  shows,  including  live 
demonstration 

For  more  details  ask  for  our  new  "Shopper-Topper"  brochure 


WSTV-TV       WBOY-TV        KODE-T 

CHANNEL  9  •  STEUBENVILLE-WHEELING  •  CBS-ABC  CHANNEL  12  •  CLARKSBURG,  W.  VA.  •  NBC  CHANNEL  12  •  JOPLIN,  MO.  •  CBS 

Members  of  The  Friendly  Group     tt*W|     Represented  by  Avery-Knodel,  Inc. 
Rod  Gibson,  Nat'l  Sis.  Mgr.    .     52  Vanderbilt  Ave.,  New  York    •  211  Smithfield  St.,  Pittsburgh.  •  *Copyright  applied  for 
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50,000  WATTS  at  540  KG 
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;catistics  are  frequently  way  over  our  head,  but  when  it  comes  to  our  submarine  series,  lilt.  felLi&lM  0J&KVICJ&, 
e  get  along  swimmingly. Even  mathemaddicts  of  the  first  water  get  a  splash  out  of  figures  like  these:  Series  I 
«•  THE  SILENT  SERVICE  is  still  churning  up  the  seas,  tying  the 
oposition  in  knots.  And  Series  II,  according  to  latest  available  ARB 
teports,  is  making  even  greater  headway  in  America's  leading  markets 
Ian  Series  1—11%  higher  ratings,  16%  greater  share-of-audience!* 
I  If  one  of  these  series  isn't  sailing  for  you,  you're  missing  the  boat!  California  national  productions,  inc. 

»:WY0RK,  LOS  ANGELES,  CHICAGO,  PHILADELPHIA,  BOSTON,  CLEVELAND,  SAN  FRANCISCO,  PITTSBURGH,  WASHINGTON,  D.  C,  BUFFALO,  SEATTLE-TACOMA,  HOUSTON-GALVESTON 
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DIGEST  OF  ARTICLES 

Net  tv:  first  i3  weeks  are  the  hardest 

31     Some   casualties,    substitutions   and    shifts   mark    the    first    lap   of    58-59 
season  as  sponsors  eye  ratings...    Westerns  still  ride  high  and  handsome 

Bab-o's  Lachner  plans  market  by  market 

34    ln  an  exclusive  sponsor  interview,  B.  T.  Babbitt's  president,  Marshall  S. 
Lachner,    explains    the    new    marketing    policies    of    123-year    old    firm 

How  Bardahl  battles  the  oil  giants 

36    Here's   how   the   oil   additive   won   85%    distribution,   $2,225,000   volume 
in  N.Y.  merchandising  a  tv  schedule  to  the  oil   companies'  own   outlets 

Why  13  auto  dealers  laugh  at  the  slump 

38  The  industry  may  be  off  20%,  but  an  auto  chain  used  saturation  radio 
to  gain  a  10-12%  sales  increase  in  Greater  Cleveland,  Little  Rock,  Miami 

Holidays  slow  up  Creen  Bay's  tv  test 

39  With   chains   and   supermarkets   featuring   seasonal    items   for   Xmas   and 
New  Years,  sales  of  Parti-Day  toppings  are  off,  but  January  looks  brighter 

What  stations  want  in  services 

40  218  radio/tv  stations  rank  42  services  now  performed  by  their  national 
representative,  add  candid  comments  to  answers  in  sponsor's  new  survey 

Schwerin  tests  the  "hybrid"  commercial 

43    Research  in   1958  shows  that  "hybrid"  commercials  were  more  effective 
than    those    commercials    using    either    live    action    or    animation    alone 


sponsor  asks:    What  constitutes  good  radio  sound? 

34    As  music-news  format  controversy  comes  to  a  head,  three  station  men 
describe   the    programing    techniques    they    have    found   most    successful 
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mportant  scoop  at  Telestudios!  in  the  monitor:  a  swmt  m  mum 

j  'take'.9  In  TELESTUDIOS'  control  room:  astute  N.  W.  Ayer  executives  take  all  the  second  looks  they 
ike  to  assure  top  quality  results  for  their  quality- conscious  client.  It's  all  done  in  minutes  while  the 
rew  stands  by  to  shoot  another  "take"  That's  because  it's  done  with  "tape"  at  TELESTUDIOS,  playing 

\  \ack  instantly,  on  command.  And  at  TELESTUDIOS  you  also  command  13,000  square  feet  of  videotape 

!\  \lant.. .  4  complete  broadcast  camera  chains . .  .new  70-position  dimmer  board.. .  top  notch  technical 
I  )faff.  All  this  plus  custom  service  treatment.. .  top  management  personalized  treatment.  That's  why 
\iore  and  more,  big  selling  names  such  as  Sealtest  andN.  W.Ayer  take  to  the  live  quality  look,  the  low 
1  ostyou  get  with" tape" at  TELESTUDIOS.  That's  the  scoop— "tape" at  NTA's  TELE  STUDIO  S. 
1481   Broadway,  New  York,  N.  Y,  LOngacre  3-6333 
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Advertisers  have  always  been  aware  of 
the  shortcomings  of  buying  radio  on  a 
strictly  cost-per-1000  basis.  Everyone 
realizes  that  the  lowest  cost-per-1000  does 
not  necessarily  produce  the  greatest  sales 
results  for  the  dollars  invested.  Why? 
WOR's  new  study  "The  New  York  House- 
wife" gives  the  first  statistical  evidence. 

The  study,  nearly  a  year  in  the  making, 


analyzes  the  housewife  audience  of  8  major 
New  York  radio  stations.  Although  t 
housewife  may  listen  to  many  stations,, 


„, 


she  is  a  loyal  listener  to  some  and  not  to 


others;  she  is  more  personally -interested 


in  some;  she  is  more  receptive  to  some, 


she  is  more  attentive  to  some  and  she 


relies  on  one  more  than  another.  The  way 


she  listens  to  a  station  is  bound  to  affec 


her  response  to  its  advertising. 
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There's  a  big  difference  in  the  type  of  housewife  listener  each  Neiv  York  station 
delivers.  For  example,  in  comparison  with  a  top-rated  music/news  independent, 


WOR  RADIO  DELIVERS 


54% 


MORE  LOYAL  LISTENERS 

MORE  PERSONALLY  - 
INTERESTED  LISTENERS 


4 1  %     MORE  RECEPTIVE  LISTENERS 


78% 


MORE  ATTENTIVE  LISTENERS 


PER 
1000 

HOUSEWIVES 
REACHED 


/ 


WOR's  study  also  sheds  new  light  on  the  housewife's  shopping  habits . . . 

•  HOW  MUCH  SHE  SPENDS  AND  WHEN  SHE  SHOPS 

•  HER  EXPOSURE  TO  RADIO  AND  NEWSPAPER  ADVERTISING 
PRIOR  TO  SHOPPING 

•  THE  LENGTH  OF  TIME  BETWEEN  ADVERTISING  EXPOSURE 
AND  SHOPPING 

. . .  important  information  that  demonstrates  why  advertisers  should  make  radio 
their  primary  choice.  Ask  your  WOR  RADIO  representative  for  your  copy  of 
"THE  NEW  YORK  HOUSEWIFE  "  study. 


•hi  i 


WOR  RADIO  710 


fm  98.7 


A    Division   of 


HKO 


Te I eradio   Pictures.  Inc. 


Serving  more  advertisers  than  any  other  station  i)i  New  York 
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BUT  RULES 

ARE  MADE 

TO  BE  BROKEN! 


by 

Bert  Ferguson 

Exec.  Vice-President 

WDIA 


Every  rule  has  an  exception — 
even  the  one  that  says  there's  no 
such  thing  as  a  sure  thing!  Because, 
here  is  a  sure  thing:  One  medium 
alone  —  Memphis'  Radio  Station 
WDIA — sells  the  biggest  market  of 
its  kind  in  the  entire  country ! 
The  1,237,686  Negroes  in  WDIA's 
listening  pattern! 

Only  50,000  watt  station  in  this 
area — America's  only  50,000  watt 
Negro  station — WDIA  reaches  al- 
most 10%  of  the  nation's  total 
Negro  population,  with  total  earn- 
ings last  year  of  $616,294,100! 


FIRST 

IN  LISTENERSHIP 

Negroes  make  up  over  40%  of  the 
Memphis   market!    And    before    it 
buys,     this     big     buying     audience 
listens — to  WDIA!    In   the   March- 
April   1958  Nielsen   Station  Index, 
Sunday   through   Saturday,   WDIA 
totaled   up  an  overwhelming  52% 
more  rating  points  than  the  next- 
ranking  station: 

Station 

Total  Rating 
Points 

WDIA 

528.2 

Sta.   B 

337.1 

Sta.   C 

284.1 

Sta.   D 

278.8 

Sta.   E 

137.4 

Sta.   F 

101.3 

Sta.  G 

74.1 

WDIA's  year-round  national  ad- 
vertisers include:  COLGATE  PALM- 
OLIVE  COMPANY  .  .  .  PURE  OIL 
.  .  .  CONTINENTAL  BAKING 
COMPANY  .  .  .  GENERAL  MO- 
TORS .  .  .  LIGGETT  &  MYERS 
TOBACCO  COMPANY. 

It's  a  fact!  When  selling  the 
Memphis  Negro  market,  you've  got 
a  sure  thing  with  WDIA!  Why  not 
drop  us  a  line  today?  Let  us  tell 
you  about  WDIA's  proof  of  per- 
formance in  your  own  line! 

WDIA  Is  Represented  Nationally 
By  John  E.  Pearson  Company 

ECMONT  SONDERLINC,   President 
ARCHIE  S.  CRINALDS,  JR.,  Sales  Manager 


NEWSMAKER 
of  the  week 


This  tveek  veteran  broadcast  representative  Ed  Petry  named 
a  new  president  to  his  27-year-old  firm.  The  move  reveals  a 
"grass  roots'1''  approach  as  increased  emphasis  on  spot  radio 
and  tv  makes  de-centralization  of  selling,  increasing  "must.''' 

The  newsmaker:  Fift\-four  year  old  Edward  Everett 
Voynow  riding  herd  on  Petry 's  branch  offices  since  he  set  the  first 
ones  up  in  1932,  has  the  local  pulse  of  the  organization  at  his  finger- 
tips. This  week  he  was  moved  up  to  president  of  the  company  from 
his  executive  v.p.  post,  with  Petry  assuming  chairmanship  of  the 
board. 

Petry  will  also  head  up  a  newly-formed  committee — a  sounding 
board  for  ideas  from  the  field.  They  will  come  from  the  organiza- 
tion's 63  salesmen  by  way  of  "plans  boards"  for  radio  and  television, 
also  just  creative. 

The  tv  board  will  be  headed  by 
Martin  L.  Nierman,  formerly  v.p. 
of  television,  who  moves  up  to  fill 
Voynow's  vacated  executive  vice- 
presidency.  V.p.  Bill  Maillefert  will 
head  the  radio  board. 

A  look  at  Petry 's  expansion  in 
the  last  two  years  (when  it  passed 
the  quarter-century  mark)  shows 
why  a  closer  link  to  every  branch 
is  needed.  The  number  of  offices 
increased  from  seven  to  nine  cities, 
its  radio  station  list  from  18  to  27, 
tv  list  from  28  to  30. 

Behind  the  Voynow  appointment 
is  a  long  career  that  had  a  lot  to  do  with  lifting  radio  out  of  a  crystal 
set  fad  and  making  it  an  advertising  reality.  In  1927,  Voynow  left 
his  post  of  promotion  manager  for  King  Features  Syndicate  to  join 
National  Radio  Advertising.  That's  when  he  got  the  idea  of  putting 
radio  programs  on  phonograph  records. 

The  biggest  stumbling  block,  he  recalls:  getting  stations  to  invest 
in  turntable  equipment  to  play  the  shows.  As  soon  as  they  got  in  line 
he  proceeded  to  sell  the  idea  of  recorded  half-hour  dramas  to  the 
Maytag  Washing  Machine  Co.  When  that  idea  caught,  Voynow 
pushed  the  advantage  to  work  out  a  "second  159c  commission  '  for 
sales  representatives. 

It  was  Voynow  who  opened  Ed  Petry  s  Chicago  and  Detroit  offices 
when  Petry  decided  to  start  a  representative  firm  in  1932.  In  1951, 
he  was  elected  executive  v.p.  Now,  as  president  of  the  firm,  he'll  con- 
tinue to  headquarter  in  Chicago,  where  he  has  headed  things  up  since 
the  very  beginning  of  Edward  Petry  &  Co.  ^ 


Edward  Everett  Voynow 
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Way  out 
Front! 


?WPTF 


WPTF  is  way  out  front  with  lis- 
teners both  at  home  (Metropolitan 
Raleigh)  and  throughout  its  32- 
County  Area  Pulse.  70  out  of  72 
quarter  hours  at  home  . .  .  and  every 
single  quarter  hour  throughout  the 
area!  And  here's  the  share  of  audi- 
ence story: 

Metropolitan  Raleigh  (Wake  County) 

WPTF  ....  31.4% 

"B" 24 

"C" 16.7 

"D" 9 

"E" 5.3 

All  Others.  .    8 


35% 


Share  of  Audience 

1958 

Area  Pulse  32  Counties 


12.7% 


6.7%    5.7% 


WPTF         Local        2nd  Sta.      3rd  Sta. 
Network 


: 


Time  buyers 
at  work 


Waif  Moran,  Donahue  &  Coe,  Inc.,  New  York,  feels  that  buyers 
should  constantly  keep  in  mind  the  fact  that  it  is  their  job  to  sell  a 
given  product  effectively.  "Low  costs  per  thousand  and  ratings  are  not 
the  only  factors  to  be  considered  when  contemplating  a  buy,"  Walt 
says.  "It  may  be  that  the  highest  rated  show  or  the  most  popular  sta- 
tion is  not  the  most  efficient  vehicle 
for  the  clients'  commercials.  An 
understanding  of  the  basic  appeal 
of  a  program  or  programs  can  be  a 
better  guide  to  sensible  buying. 
Also,  the  market  itself  can  be  a  de- 
ciding factor  in  determining  if  the 
product  is  suited  for  the  area.  Spe- 
cific market  studies,  not  just  effec- 
tive buying  income,  households, 
retail  sales  and  population  figures, 
shed  more  light  on  the  market's 
potential."  Walt  thinks  that  with 
the  constant  changes  in  living  patterns,  population  increases  and 
tremendous  industry  growth,  it  is  equally  important  for  buyers  to 
keep  up  to  date,  both  through  the  station  representatives  and  their 
own   research.    "This   research   data  is   essential   to   good   buying." 


Ed  Gallagher,  Albert  Woodley  Co.,  New  York,  thinks  that  "there  is 
a  need  for  more  qualitative  defining  of  audiences  rather  than  the 
quantitative  stress  which  is  placed  on  them  today.  It  is  not  sufficient 
to  define  listeners  or  viewers  as  a  sum  total.  A  more  important 
factor  is  the  type  of  person  who  is  tuned  to  programs.   Merely  saying 

there  is  2.2  persons  per  set  does 
not  answer  the  question  of  will  or 
can  this  audience  buy  the  product. 
Data  is  needed  on  economic  stat- 
ure, shopping  habits,  extraordi- 
nary market  factors,  buying  power 
and  working  habits."  Ed  says  that 
there  is  little  or  none  of  this  infor- 
mation available  without  utilizing 
hours  of  precious  time  researching 
it.  Rep  salesmen,  he  feels,  should 
be  prepared  to  present  this  data  in 
one  neat  package  whenever  the 
buyer  calls  for  it.  "Of  course,  reps  are  not  entirely  at  fault  when 
they  lack  this  information.  Stations  know  far  better  the  special  fea- 
tures of  their  market,  but  apparently  think  it  is  not  important  enough 
to  inform  their  rep.  Other  media  go  to  all  lengths  in  presenting  salient 
market  facts;  there's  no  reason  why  broadcast  can't  do  the  same." 
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Merchandising 


NBC-TV 
BASIC 

Tom  Tinsley 

President 

Irvin  Abeloff 
Vice  Pres. 


1.  FEATURE  FOODS  MERCHANDISING 

2.  COMMUNITY  CLUB  AWARDS 


3.  IN-STORE  FOOD  DISPLAYS 


4.  IN-STORE  DRUG  DISPLAYS 

5.  IN-STORE  FOOD  DEMONSTRA- 
TIONS, SAMPLING,  COUPONING 

6.  STORE  WINDOW  DISPLAYS 

7.  BARGAIN  BAR   PROMOTIONS 

8.  MAILINGS  TO  RETAILERS 

9.  PERSONAL  CALLS  ON  JOBBERS, 
WHOLESALERS,  RETAILERS 

10.  REPORTS  TO  FOOD  ADVERTISERS 

11.  PROMOTIONAL  SPOTS 

12.  NEWSPAPER  ADS 


in  the  rich 

market  of 

Richmond, 

Petersburg 

&  Central  Va. 


National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington 
Clarke  Brown  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  Miami,  New  Orleans;  McGavren-Quinn  in  Chicago,  Detroit  and  West  Coast 
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THE 


30    years 
Service 

in  the  Columbus  Area 
is  the  key-stone  of 
WRBL  policy  in  provid- 
ing TOP  Quality  pro- 
grams for  all  Audiences 


WRBL 


Pioneer  and   Leader   in 
Columbus  since    7928 

Complete   local  news 
coverage  since   1937 
Proudly— a  CBS 
affiliate  since    1939 

WBBL-FM 

First  Station  in  Georgia  with 
Daily   Stereophonic  Music 

FM  operation  continuously  since 
1946  .    .  . 


Exclusive  FM  in  Columbus  since 
1953  .  .  . 

It's    the   combination    of 

Quality    and 

Experience 

which    makes   WRBL    Radio 

the   New   and   Preferred 

tune-in    habit 
of    the   Columbus   Area 


WRBL  wADH°  FM 

5KW  25KW 

COLUMBUS,  GEORGIA 

Represented  by 
GEO.  P.  HOLLINGBERY 
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by  Joe  Csiila 


Sponsor 


Throw  that  guy  out! 

I  get  as  indignant  as  the  next  broadcast- 
industry  boy  over  the  sometimes  sneaky,  some- 
times stupid  assaults  on  radio  and/or  video  by 
the  print  media.  Not  excepting  the  recent  For- 
tune and  Life  slams,  to  which  more  capable 
critics  than  I  have  made  adequate  answer. 

I  do  wonder,  however,  how  many  smart  ad- 
vertising agency  men,  how  many  experienced 
business  men  are  truly  fooled  by  the  distorted,  shamefully  slanted 
propaganda  pieces  published  by  many  of  our  print  friends.  It's  my 
guess  that  a  vast  number  of  advertising  men  and  their  clients,  espe- 
cially the  smarter  ones,  consider  most  of  these  poison-pen  pitches 
somewhat    of   an   insult   to   their   intelligence. 

And  it's  my  further  guess  that  the  feeble  folderol,  however  well- 
written,  trying  to  prove  that  radio/tv  are  over-rated,  over-priced 
media  have  a  boomerang  effect.  I  think  it  has  helped  lead  ( if  only 
indirectly  )  enough  advertisers  to  put  more  money  into  the  broad- 
cast media,  to  account,  at  least  in  part,  for  the  fact  that  ad  expendi- 
ures  in  both  radio  and  television  are  up,  while  loot  laid  out  for 
magazines  I  including  Time,  Life  and  Fortune)   is  down. 

Let's  keep  it  a  clean  fight 

I  do  believe  that  it's  vitally  important  for  every  segment  of  the 
trade,  broadcasters  themselves,  the  industry  press,  et  al,  to  fight  the 
good  competitive  fight  against  the  print  media.  I  believe  all  the 
positive  selling  we  can  muster  should  be  mustered.  When  Pulse 
shows  that  out-of-home  radio  listening  for  the  summer,  for  example, 
added  28.3%  to  the  in-home  audiences  during  1958,  as  opposed  to 
a  17.3%-out-of-home  addition  in  1951,  I  feel  we  should,  one  and  all, 
spread  the  word. 

When  the  TvB  comes  up  with  figures  to  show  that  the  average 
weekday,  daytime  show  in  1958  pulled  some  140,000  people  more 
to  the  set  than  the  average  weekday,  daytime  stanza  in  1957,  I  say, 
hurrav,  and  lookahere,  everybody.  And  when  the  average  night  time 
program  draws  556,000  more  people  in  '58,  than  its  equivalent  seg 
ment  in  '57,  again  huzzahs  should  be  transmitted  wide  and  far. 

In  short,  with  positive,  constructive  believable  selling,  and  wit 
becoming  dignity,  we  should  beat  their  brains  out.  But  I  do  no: 
approve  of  the  practice  of  utilizing  the  skunk's  own  weapons  agains 
him.    Inevitably,   I   believe  such   a   practice   would   boomerang. 

An  example  of  the  kind  of  competitive  selling  I  feel  we  coul 
readily  have  done  without  was  the  recent  Trendex  survey,  conducte 
for  Blair-TV  and  the  John  Blair  &  Co.,  video  and  radio  reps  respee 
tively  of  some  of  the  finest  broadcast  properties  in  the  country, 
am  unstinting  in  my  admiration  for  Blair's  talents  as  salesmen  of  th< 
broadcast  media,  for  their  enthusiasm  and  aggressiveness.  But  whei 
they  pitch  a  survey  which  tends  to  pooh-pooh  newspapers,  I  leav 
the  room.    I  am  a  broadcast  man,  first,  last  and  have  been  lo,  thes' 
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"19  HOLLYWOOD  BOULEVARD.  HOLLYWOOD  28/HOLLYWOOD  3-5151 


.OBER  T     M  .     PURCELL 


president     and     general    manager    •    MILTON     H.KLEIN,    sales    manager 
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JAXIE"  SAYS, 


"YOUR    BEST 
NIGHTIME   MINUTES 
IN  JACKSONVILLE 
ARE  ON  WFGA-TV" 


Sponsor  backstage  continued 


You'll  find  a  lineup  of  top  shows  to 
use  in  sending  your  sales  message 
into  the  booming  North  Florida- 
South  Georgia  television  area.  This 
rich  $1  '2  billion  market  is  ready 
and  receptive  ...  so  move  in  with 
minutes  on: 

*  RESCUE    EIGHT  — Mondays  — 7:30 
to  8:00  PM 

*  HONEYMOONERS  —  Tuesdays  — 
10:30  to   11:00  PM 

*  BOLD    VENTURE 

Reach  deep  for  results  and  reach 
for  WFGA-TV.  It's  your  best  buy 
in  the  Jacksonville  Metropolitan 
Market. 

For  further  information  on  one 
minute  availabilities,  call  Ralph 
Nimmons  in  Jacksonville  at  ELgin 
6-3381  or  contact  your  nearest 
P.G.W.    "Colonel." 

BASIC    NBC   AND   SELECTED 
ABC    PROGRAMMING 

Represented    nationally   by 
Peters,   Griffin,    Woodward,    Inc. 


WFGA-TV 

Channel  12 

Jacksonville,    Florida 


FLORIDA'S 
COLORFUL   STATION 
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many  years.  But  there  is  no  broadcast  operation  in  the  world,  whic 
performs  its  function  any  better  than  a  newspaper  called  the  Ne 
}  ork  Times. 

The  Trendex  study  showed  that  35.9 %  of  the  1000  people  in  Nev 
York's  five  boroughs  who  constituted  the  random  sample  interviewed, 
were  not  inconvenienced  by  the  18-day  newspaper  strike.  Of  these 
same  1,000,  only  77%>  had  heard  of  the  launching  of  the  new  U.S. 
satellite;  about  47%  had  heard  that  Mao  Tse  Tung  was  abdicating; 
and  about  59%  had  heard  about  the  horrible  department  story  fire 
in  Bogota,  Colombia.  Certainly  no  radio  or  tv  newscast  failed  to 
carry  these  items — and  anyone  who  switched  from  one  station  or 
channel  newscast  to  another  through  some  hours  of  some  days  as 
1  did  (and  I'm  sure  many  others  did)  would  have  heard  these  same 
items  on  every  station  in  newscast  after  newscast. 

The  people  who  obviously  hadn't  heard  about  these  events  didn't 
miss  their  newspapers;  they  didn't  miss  their  radio  or  tv  newscasts 
either.  They  probably  wouldn't  miss  their  own  heads,  if  someone 
could  remove  the  heads  without  making  too  much  of  a  rattle. 

59.1%  of  this  thousand  were  "inconvenienced"  by  the  unavail- 
ability of  major  newspapers.  Of  this  59.1%,  19.6%  missed  the 
advertisements  of  sales;  16%  missed  the  news;  9.1%  missed  special 
features;  7.7%  missed  "it"  all;  1.4%  missed  keeping  up  on  current 
events;  2.1%  missed  the  financial  news;  and  13.3%  complained  be- 
cause they  said  they  got  more  news  in  papers  than  on  radio  or  tv. 

Why  take  the  defensive? 

I  did  not  sit  in  on  the  presentation  of  the  findings  of  this  survey 
to  advertising  agency  men,  clients,  or  who  have  you  by  Blair  repre- 
sentatives. I  cannot,  therefore,  baldly  state  that  they  were  in  any  way 
attempting  to  show  that  the  newspaper  strike  in  New  York  proved 
that  radio  and  tv  are  much  more  important  as  news  media  than 
newspapers;  or  that  people  can  really  get  along  fine  without  news 
papers.  Or  even  that  it  proved  that  tv  and  radio  are  better  advertis 
ing  media  than  newspapers. 

Tv  and  radio,  I  believe  have  proved  over  and  over  again  that  they 
are  more  effective,  less  expensive  advertising  media  than  newspapers. 
They  prove  it  every  day.  And  I'm  confident  they'll  continue  to  prove 
it  for  many,  many  another  long  eon. 

But,  if  I  were  a  buyer  of  advertising,  and  a  broadcast  salesman 
came  into  my  office  and  tried  to  tell  me  that  people  didn't  miss  their 
newspapers,  I  think  I  would  throw  him  out.  I  might  even  (as  soon  as 
the  papers  got  back  in  print),  cancel  a  couple  of  spots  on  his  station, 
and  buy  an  extra  100  lines  on  two  columns  in  my  favorite  paper,  jusl 
to  indicate  to  him  that  I  dislike  having  my  intelligence  insulted  .  . 
by  broadcasters,  as  well  as  Time,  Inc.  ^ 


Letters     to     Joe     Csida     are     welcome 

Do  you  always  agree  with  what  Joe  Csida  says  in  Sponsor  Back- 
stage? Joe  and  the  editors  of  SPONSOR  will  be  happy  to  receive 
and  print  your  comments.  Address  them  to  Joe  Csida,  c/o 
SPONSOR,    40    East    49th    Street,    New    York    17,    New    York. 
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Which  "twin 


gets  your  WAV  E  ? 


**~ 


WAVE  Radio  celebrated  its  25th  Anniversary  on 

December  30  —  WAVE-TV  its  10th  on  November  24. 

Each  of  these  remarkable  sister  stations  wins  the  cake  in  its  category  because: 

WAVE-TV,  Channel  3,  the  first  television  station  in  Kentucky, 

is  also  first  in  ratings  —  first  in  coverage  — 

first  in  number  of  listeners  —  first  in  values  for  advertisers. 

WAVE  RADIO,  famed  for  a  quarter  century  as  the  Louisville  area's 

prestige  regional  station,  still  gives  you  all  the  richest  part  of  Kentucky  — 

without  the  cost  of  covering  Chicken  Bristle,  Big  Bone,  Gravel  Switch,  etc.! 


r  a 


d  i  o 


WAVE 

LOUISVILLE,    KENTUCKY 

Both  Represented  by  NBC  Spot  Sales 


television 
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Since  CBS  Radii 

announced  PCI 

U.  S.  advertisers 

have  investe 

$4,136,000  in 

new  and  expanded 
schedules  on  th 

CBS  Radio  Networl 


] 


,  Program  Consolidation  Plan, 
effective  January  5,  is  the 
first  major  forward  step  to 
assure  network  advertisers 
of  larger  national  audiences. 
These  greater  values  are 
created  through  uniform 
station  clearances,  news 
every  hour  on  the  hour  and 

I  more  effective  sequencing 
of  entertainment  programs. 
Full  details  on  request. 


New  multi-million  dollar 
investment  in  CBS  Radio 
Network  from  industry  leaders 
like:   Bristol-Myers  Co., 
California  Packing,  Fram 
(Filter)  Corporation,  General 
Electric  (Lamp  Division) , 
Lever  Brothers,  Lewis-Howe 
I  Co.,  Q-Tips  Sales  Corp., 
I  Standard  Packaging  Corp. , 
■  Stewart-Warner  Corp. (Alemite 
'  Division),  and  many  others. 


Greatest  sales 
period  of  any 

radio  network 
in  years. 


Family  Radio 
Is 

Scholarship, 
Showmanship, 

Salesmanship. 


Bartell  scholarship  provides  the  research 

by  which  the  dominant  family  audience 

is  attained  in  each  Bartell  market. 

Bartell  showmanship  develops  a 

glittering  progression  of 

music,  family  fun,  community  service. 

Bartell  salesmanship  produces 
positive  results  for  advertisers. 

Bartell  it...  and  sell  it! 


BRMELL 

mnv 


COAST  W  COAST 


AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 


SPONSOR-SCOPE 
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Copyright  1959 
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PUBLICATIONS  INC. 


There  could  be  a  good  omen  for  advertising  in  general  (and  tv  in  particular) 
in  the  fact  that  the  1958  profits  of  many  major  corporations  turned  out  much  high- 
er than  anticipated  at  planning  time. 

As  has  been  the  custom,  the  bulk  of  advertisers  had  geared  budgets  not  only  to  expected 
sales  but  to  expected  earnings. 

The  lesson  they'll  probably  note  from  their  timidity  in  1958  is  that  earnings  might 
have  been  appreciably  higher  had  they  shown  more  confidence  in  the  outlook  and 
done  some  heavier  advance  budgeting  for  advertising. 

Those  higher  profit  figures  serve  as  a  favorable  sign,  therefore,  for  media  that 
require  longer  planning  and  commitments — a  la  tv.  And  all  around,  the  climate  is 
improving. 


BBDO,  Minneapolis,  has  put  out  a  feeler  for  tv  minutes  around  nighttime  and 
Sunday  afternoon  sportscasts  for  an  "undisclosed  product  with  male  appeal." 
The  campaign  would  start  in  March. 


Agencies  can  expect  to  get  NBC  TV's  new  ground  rules  for  minimum  station  line- 
up buying  by  mid-month.    March  will  be  the  likely  starting  time. 

NBC's  rules  follow  the  same  pattern  of  minimum  dollar  volume  and  percentage 
of  the  total  network  rate  as  those  recently  introduced  by  CBS  TV. 

(See  20  December  SPONSOR-SCOPE,  page  15,  for  salient  provisions  of  CBS  TV 
plan.) 

The  main  activity  in  national  spot  tv  this  week  was  along  the  renewal  line. 

Among  the  bigger  extenders  were  Alberto -Culver  (Geoffrey  Wade)  for  minutes  in  night- 
time movies  for  52  weeks;  and  Maxwell  House  Instant  (Benton  &  Bowles)  for  ID's  in 
about  45  markets. 

(B&B  has  been  lend-leasing  these  spots  for  seasonal  runs,  but  it  feels  doubtful  that  it'll 
be  able  to  continue  now  that  the  station  list  has  been  cut  down  from  90-odd.) 


New  York  and  Chicago  continue  to  stay  ahead  of  the  national  pattern  in  the 
percentage  of  homes  using  radio. 

Note  this  illuminating  comparison  of  homes  tuned  in  during  the  fall  of  1958  vs. 
the  year  before,  which  Nielsen  this  week  pulled  out  of  its  station  index  at  SPONSOR- 
SCOPE's  request: 


SPONSOR 


CHANGE 

CHANGE 

CHANGE 

MON.-FRI. 

NEW  YORK 

'58     vs.  '57 

CHICAGO  '58 

vs.  '57 

NATIONAL  '58 

vs.  '57 

6-9  a.m. 

16.1 

+18.4% 

22.7 

+12.4% 

11.2 

+  4.7% 

9-12  noon 

17.1 

+17.9% 

18.4 

-  3.2% 

14.0 

+12.9% 

12-3  p.m. 

11.5 

+  9.5% 

15.1 

-  8.5% 

12.5 

+  1.6% 

3-6  p.m. 

8.3 

+  7.8% 

14.0 

+  2.9% 

9.9 

+  3.1% 

6-9  p.m. 

8.6 

-  1.2% 

9.1 

+24.7% 

9.2 

-  1.1% 

9-12  mid. 

3.8 

+  8.6% 

5.4 

—14.3% 

6.4 

-13.5% 
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SPONSOR-SCOPE  continued 

Coldene,  out  of  JWT,  Chicago,  is  changing  its  spot  vehicle. 

It's  pulling  out  of  tv  and  putting  all  air  media  billings  into  spot  radio. 


INTA,  which  up  to  now  has  concerned  itself  exclusively  with  tv,  has  been  tak- 
ing a  look  at  radio. 

The  objective:    organizing  a  transcription  network  limited  to  the  top  50  markets. 

Ray  Nelson,  assistant  to  NTA  president  Eli  Landau,  has  talked  to  quite  a  number  of 
radio  stations  in  such  markets  about  the  idea.  Their  reactions  are  now  being  "cerebrat- 
ed," as  Nelson  puts  it,  by  NTA  planners. 

The  new  AFTRA  tv  code  takes  into  account  that  making  commercials  can  be 
dangerous. 

Two  provisions  that  point  this  up: 

1 )  Actors  and  announcers  that  participate  in  the  production  of  a  commercial  that  looks 
physically  hazardous  are  entitled  to  a  "premium  rate"  of  $50  extra. 

2)  Producers  using  locations  outside  the  U.S.  and  Canada  are  required  to  take  out 
a  $50,000  death  or  disability  policy  for  each  AFTRA  member  involved. 


Year-round  regional  spot  radio  advertisers  are  beginning  to  take  advantage 
of  an  open  market  by  imposing  tough  renewal  conditions. 

For  example:  A  major  spender  headquartered  on  the  West  Coast  is  insisting  that  his 
spots  be  improved  at  the  end  of  every  13-week  cycle — even  if  it  means  ousting  an  es- 
tablished account,  or  accounts. 

His  objective,  in  effect:  Getting  a  guarantee  that  his  cost-per-thousand  will  go 
lower  each  quarter. 

The  first  business  week  of  the  new  year  started  off  rather  lively  for  the  radio 
networks. 

NBC  shared  with  CBS  in  multi-$100,000  hauls  from  Bristol-Myers,  Lever's  Surf, 
and  Sterling  Drug. 

CBS  also  got  six  daytime  units  a  week  from  Ex-Lax  and  a  couple  Impacts  a  week 
from  Hudson  Vitamin. 

ABC  wrapped  up  about  $10,000  a  week  for  a  minimum  of  13  weeks  from  American 
Home  products  via  participations  in  Breakfast  Club  and  weekend  news. 

All  three  networks  reported  this  week  that,  judging  from  inquiries  and  proposals  at  hand, 
billings  for  the  initial  1959  quarter  should  put  them  ahead  of  last  year. 


You'll  likely  be  interested  in  a  comparison  of  what  the  female  audience  deems  its 
favorite  programs  with  the  ranking  Nielsen  gives  them  on  the  basis  of  ratings. 

NBC  TV  this  week  matched  the  eight  shows  that  the  gentler  sex  told  Tv  Q  Ratings  it 

favored  most  against  their  latest  Nielsen  ratings,  and  these  were  the  comparative  standings: 
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PROGRAM 

TV  Q  RATING 

NIELSEN  RANKING 

Real  McCoys 

1 

10 

Wagon  Train 

2 

1 

Father  Knows 

Best 

3 

36 

NBC  News 

4 

115 

Perry  Mason 

5 

9 

Gunsmoke 

6 

2 

I  Love  Lucy 

7 

90 

Perry  Como 

8 

5 
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NBC  TV's  sales  department  is  starting  off  the  year  with  a  target  list  of  pros- 
pects rated  above-average. 

This  roster  numbers  about  25,  and  is  composed  of  companies  that  spend  at  least 
$2.5  million  a  year  for  advertising. 

What  the  network  is  bent  on  doing  in  1959  is  broadening  its  base  of  sponsors.  Like 
the  other  networks,  NBC  TV  is  loaded  with  soap  and  tobacco  business;  so  its  aim  will 
be  to  recapture  the  sponsors  who  left  network  tv  for  some  reason  or  another  after  a 
fling.    In  short,  NBC  is  out  to  buy  itself  some  sponsor  insurance. 

Another  source  of  potential  income  that  tv  will  be  striking  hard  at  in  1959  will  be 
the  soft  goods  field,  especially  men's  wear  and  furnishings. 

Among  other  things,  the  pitch  will  take  the  tack  that  tv  is  as  effective  and  open  for 
seasonal  promotions  as  any  other  medium. 

Marketers  point  out  that  if  there's  any  facet  of  the  soft  goods  field  where  the  label  can 
be  made  important  to  the  buyer  it's  in  men's  wear  and  furnishings. 

Kleinert,  which  specializes  in  baby  wear,  picked  up  a  couple  contiguous  daytime 
quarter-hours  on  NBC  TV  this  week. 

The  business  was  placed  by  Grey. 

Tv  programing  critics  thus  far  seem  to  be  running  ahead  of  the  hearse: 

The  number  of  network  show  casualties  among  the  newcomers  for  the  1958-59  season 
looks  as  though  it  will  fall  far  short  of  the  previous  year. 

An  index  to  how  things  are  faring  this  year: 

The  casualty  rate  for  new  shows  for  the  entire  1957-58  season  was  58%.  At  the  end 
of  the  first  lap  of  the  1958-59  season,  only  seven  out  of  30  newcomers  have  hit 
the  dust.    That's  less  than  25%. 

(For  a  roundup  and  analysis  of  tv  network  programing  at  this  point,  see  page  31.) 

Despite  the  more  pronounced  leveling  of  the  tv  audience  among  the  three  networks,  the 
cost-per-thousand  for  advertisers  in  the  top  rating  rungs  has  gone  up  very  little 
compared  to  a  year  ago. 

In  fact,  there's  relatively  no  difference  in  the  average  cost-per-1000-homes-per-com- 
mercial-minute  between  the  top  10's  in  the  Nielsen  first  December  reports  for  1957  and  1958. 

The  average  for  the  first  10  a  year  ago  was  $2.08.    This  time  it's  $2.09. 

Applying  SPONSOR-SCOPE's  estimate  of  net  time  and  gross  talent  costs  to  Nielsen's 
calculations  of  average  homes  per  program  for  the  top  10  in  the  first  December  report, 
the  cost  per  commercial  impression  comes  out  as  follows: 


PROGRAM 

TIME  PLUS  TALENT 

AVERAGE  HOMES 

CPMHPCM 

Gunsmoke 

$95,000 

15,573,000 

$2.06 

Wagon  Train 

88,000* 

15,008,000 

1.95 

Have  Gun,  Will  Travel 

93,000 

14,921,000 

2.10 

Rifleman 

76,000 

13,659,000 

1.90 

Danny  Thomas 

97,500 

13,833,000 

2.30 

I've  Got  a  Secret 

82,000 

13,703,000 

1.99 

Wells  Fargo 

98,000 

13,616,000 

2.35 

Maverick 

136,000** 

13,181,000 

1.75 

Real  McCoys 

74,000 

12,702,000 

1.94 

The  Texan 

92,000 

12,876,000 

2.42 

*Cost  of  half-hour  unit. 

**Cost  of  full  hour's  r 

>rogram. 
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Ballantine  (Esty)  has  elected  to  go  after  the  highbrow  category  of  beer  drink- 
ers on  a  year-round  basis. 

It's  bought  40  spots  a  week  on  the  Concert  Network. 


That  switchover  of  the  $4.5  million  Cluett,  Peabody  account  from  Y&R  to  Len- 
nen  &  Newell  last  week  also  claimed  a  major  casualty  on  the  client  end. 

J.  Baxter  Gardner,  C-P  advertising  and  sales  promotion  boss,  resigned  when 
top  management  insisted  on  making  the  change. 

(See  13  December  1959  SPONSOR  HEARS  for  likely  factors  behind  the  shift.) 

Chalk  up  Syracuse  as  the  No.  1  skirmish  market  in  P&G's  drive  to  wrest  away 
Lestoil's  leadership  in  the  all-purpose  liquid  detergent  sweepstakes. 

P&G  started  pitting  its  own  Mr.  Clean  against  Lestoil  in  Syracuse  last  July,  when  Les- 
toil  had  5%  of  the  whole  Syracuse  detergent  market  in  its  grip. 

At  the  end  of  October,  Mr.  Clean's  share  was  higher  than  Lestoil's  at  that  time. 
In  other  words,  the  P&G  entry  appeared  to  have  stopped  Lestoil  in  its  tracks. 

Maybelline  put  something  of  a  pall  on  the  New  Year's  cheer  of  Chicago  reps  by 
its  $2-million  switch  from  spot  tv  to  the  Perry  Como  show. 

The  reasons  Maybelline's  agency,  Gordon  Best,  gave  for  the  divorce  from  spot:  (1) 
Lack  of  minutes  in  prime  time,  and  (2)  Como's  endorsement. 

Maybelline  tried  spectaculars — of  the  highbrow  sort — some  years  back,  but  apparently 
wasn't  satisfied  with  the  results. 

Look  for  a  recharge  of  the  new-business  batteries  at  Compton  now  that  Barton 
A.  Cummings,  president,  has  taken  over  from  chairman  R.  D.  Holbrook  as  the  chief  execu- 
tive officer. 

Cummings  has  been  sparking  the  drive  for  new  accounts  all  along,  but  his  additional 
powers  will  give  added  impetus  to  his  admitted  drive  for  the  $100-million  brackets. 

Incidentally,  Holbrook  is  the  last  of  the  old  top  management  corps. 

Some  20  tv  stations  seem  to  be  holding  the  bag  for  money  due  them  on  a  Ste- 
phens Dandruff  Remover  campaign  as  the  result  of  a  dispute  between  Stephens  and  the 
product's  former  agency,  J.  J.  Coppo,  of  Baldwin,  N.  Y. 

Coppo's  explanation:  A  portion  of  the  tv  funds  was  to  come  from  Stephen's  dis- 
tributors; but  when  the  hair  tonic's  maker  changed  agencies  and  instructed  the  distribu- 
tors to  make  no  more  payments  to  Coppo,  there  was  no  money  to  pay  to  stations. 

The  account  is  now  with  Cunningham  &  Walsh. 


Rep  salesmen  trying  to  make  a  pitch  for  a  slice  of  that  sizable  L&M  spot  radio 
melon  temporarily  found  themselves  in  a  frustrating  maze. 

In  the  rush  to  get  the  business  placed  before  New  Years,  DFS'  media  department 
split  the  long  station  list  among  many  timebuyers. 

The  result  was  that  nobody  knew  what  timebuyer  was  doing  the  buying  for  a 
particular  station;  so  the  reps  found  themselves  in  a  brief  game  of  button,  button,  who's 
got  the  button. 
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For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6; 
Spot  Buys,  page  44;  News  and  Idea  Wrap-Up,  page  64;  Washington  Week,  page  59;  SPONSOR 
Hears,  page  60;  Tv  and  Radio  Newsmakers,  page  74;  and  Film-Scope,  page  57. 
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KPRC  No.  1  for  BELIEV ABILITY 


"You  can  generally 
believe  them  and  trust 
what  vou  have  heard. 


Should  you  like  further  information  on  this 
revealing  Dichter  Probe,  wire,  write  or 
phone.  A  printed  booklet,  "The  People  Talk 
Back  to  Radio"  will  be  forwarded,  posthaste 

EDWARD  PETRY  &  CO.,  Inc 

NATIONAL  REPRESENTATIVES 
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FROM  COAST-TO  COAST.  .  . 

TREMENDOUS 


DEMAND 


FOR  ECONOMEE'S  TWO  GREAT  NEW  SERIES! 


SNAPPED  UP  BY  STATIONS  LIKE  THESE: 


KMSP-TV 

Minneapolis 

KDIX-TV 

Dickinson,  N.  D. 

KRBC-TV 

Abilene,  Tex. 


KNOP 

North  Platte,  Neb. 

WEAR-TV 

Pensacola,  Fla. 


WFMJ-TV 

Youngstown,  Ohio 


KHSL-TV 

Chico,  Calif. 


KXJB-TV 

Valley  City,  N.  D. 


KTNT-TV 

Seattle 


KABC-TV 

Los  Angeles 


WRCV-TV 

Philadelphia 


KXMC-TV 

Minot,  N.  D. 


WGR-TV 

Buffalo,  N.  Y. 


KBMB-TV 

Bismarck,  N.  D. 


KRTV 


Great  Falls,  Mont. 


WGN-TV        WSIL-TV 

Chicago  Harrisburg,  III. 

AND    MORE! 


CKLW-TV 

Detroit 

WTOK-TV 

Meridian,  Miss. 


KVKM 

Monahans-  Odessa- 
Midland.  Texas 


The  proven  audience  appeal  for  both  of  these  power- 
packed  prestige  series  offers  a  golden  opportunity  to 
strengthen  programming,  boost  sales. 

You'll  win  community  praise*  as  you  out-pace  your 
competition  with  these  timely,  vital  shows.  They  are  still 
available  in  some  markets  for  full  or  alternate  sponsor- 
ship or  as  spot  carriers.  Get  details  NOW! 


'EXTRA!  AN  EXCITING,  ALL-NEW  CONTEST  PROMOTION!  ENDORSED  BY  SUPERINTENDENTS  OF  THE  U.  S.  MILITARY  AND 
U.  S.  NAVAL  ACADEMIES  AND  THE  DEPARTMENT  OF  DEFENSE.  Use  it  to  gain  immediate  attention,  interest  and  response  in 
your   community!   For  exclusive  use  of  sponsors  of  'MEN  OF  ANNAPOLIS"  and  "WEST  POINT". 


1ST   RUN    RATINGS 
FOR   "WEST   POINT" 


BOSTON 

43.5 

PITTSBURGH 

52.5 

OMAHA 

42.0 

PROVIDENCE 

37.5 

MINNEAPOLIS 

1 32.3 

SYRACUSE 

33.8 

Source:  ARB  and  Pulse 


S£fi/SAT/OML 

1ST   RUN    RATINGS   FOR 
"MEN   OF  ANNAPOLIS" 

JACKSONVILLE        NEW  ORLEANS 

31.0   49.5 




DAYTON  PEORIA 

32.5   32.5 


BUFFALO  BOISE 

26.0   28.6 


Source:  ARB  and  Pulse 


I  I         ^M 


RATING 

PR0VED- 

ZIV 

PRODUCED 


ECONOMEE  TELEVISION  PROGRAMS 

488  Madison  Avenue  •  New  York  22.  New  York 


The  best  things  in  life... 

iightfully  called  one  of  the  most  beautiful 
cities  in  America,  Houston  is  a  fascinating 

melding  of  the  old  and  the  very  new.  The 
homes  have  a  distinct  and  personal  charm. 

.  ..whether  they  be  stately  mansions  alive 
with  tradition  or  rambling  contemporary 

homes  reflecting  the  comfortable  way  of  life. 


Serene  and 

picturesque, 

the  homes  in 

River  Oaks  stand 

as  the  very 

embodiment 

of  gracious  living. 


K  T  R  K  Tv 


-ABC  BASIC 


P.O.  BOX  12,  HOUSTON  1,  TEXAS-ABC  BASIC  GENERAL  MANAGER, 

HOUSTON  CONSOLIDATED  TELEVISION  CO.  WILLARD  E.  WALBRIOGE 

NATIONAL  REPRESENTATIVES:  6E0.  P.   HOLLINGBERV  CO..  COMMERCIAL  MANAGER. 

500  FIFTH  AVENUE,  NEW  YORK  36,  N.Y.  BILL  BENNETT 
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49th  and 
Madison 


Kindly  Scrooge 

[ust  a  small  note  from  Scrooge: — in- 
. piicd   by   your  27   December  stor\. 
Things     I     Got    For     Christmas     I 
lould've  Done  Without." 

After    a   number    of   years    on    all 
ides  of  the  advertising — mass  com- 
nunications    field,    I    fervently    look 
inward   to  the  day  when  Christmas 
vill  be  abandoned  to  a  personal  lim- 
i    reserved   for   the   individual,   his 
xiends,  and  his  family  or  even   for 
omplete    non-observance.      I     agree 
fith  your   Christmas   article   and   in 
bet  have  just  sat  down  and  figured 
ut  that  none  of  the  material   I   re- 
served this  Christmas  from  business 
(ssociates — including    ashtrays,   desk 
lotters  and  printed  unsigned   cards 
i   f  doing  anybody  any  good  except  the 
i    uy  who  sold  them. 

M\  firm  .  .  .  has  taken  the  easy  way 
|ut  of  the  Christmas  rat  race.  We 
ml  cards  that  cost  about  a  penny 
piece  to  all  of  our  friends  and  asso- 
ntes  in  the  field — and  then  donate 
h  the  name  of  your  friends,  the 
ionev  we  formerly  spent  on  useless 
ifts,  to  a  home  for  rheumatic  chil- 
|  ren.  We  now  feel  as  if  we  are  doing 
kmething  akin  to  the  real  reason  for 
hristmas. 

Our   card,    by    the    way    reads    as 
Hows: 


I 


!«* 


"Sure,  it's  fun  to  get  presents 
— and  fun  to  give  them  too.  Few 
things  are  as  exciting  —  for 
grownups — as  watching  a  young- 
ster find  a  long-hoped  for  electric 
train  or  a  frilly  new  doll  under 
the  Christmas  tree. 

And  few  things  are  sadder 
than  Christmas  in  the  hospital 
for  children  ill  with  rheumatic 
fever. 

Christmas  is  for  kids — and 
kids  are  for  running  and  jump- 
ing and  playing  hard.  Children 
who  can't  run  and  jump  now 
have  a  lot  of  catching  up  to  do. 

In  this  spirit,  we  have  pre- 
[Continued  on  next  pa^e) 


In  this  Billion  $  Sales  Empire  WREX-TV 
is  the  TOP  KING  SALESMAN! 


r\ 


TOPS  IN  COVERAGE 

TOPS  IN  PROGRAMMING 

TOPS  IN  RATINGS 

ALL  8  of  TOP  8  SHOWS 
18  of  TOP  19  SHOWS 
35  of  TOP  50  SHOWS 

87%  OF  TOP  40  SHOWS 
ON   WREX-TV 

Based  on  American  Research  Bureau 
Survey  conducted  October  and 
November    1958. 


Consumer  Total 

Grade     Tolal         Spendable  Retail  Television 

Households       Income  Sales  Sets 


A 

176,731 

$1,048,013,000 

$    744.271,000 

154.699 

B 

157,607 

$    987,797.000 

$    699,092,000 

141.334 

C 

78,761 

$    466.963,000 

$    324,932.000 

69.900 

Total 

413,099 

$2,502,773,000 

$1,768,295,000 

365.933 

The  sales  power  of 
WREX-TV's  combined 
coverage,  spans  market 
portions  of  over  30 
counties  in  southern 
Wisconsin  —  northern 
Illinois.  Brings  preferred 
CBS-ABC  network  pro- 
grams, top  syndicated 
programs  and  MGM-TV's 
Golden  Treasury  of  Feature 
Films  to  over  365,000 
television  homes. 


Source  1958  Sales  mai 
•  \  ol  buj  i 


VIDEO-229,000  watts  ERP 
AUDIO -114,000  watts  ERP 

CBS-ABC    NETWORK    AFFILIATION 
represented  by 


H-R  TELEVISION,  INC. 
J.  M.  BAISCH,  GEN.  MGR. 
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S.0 


.a.*  tt\e  mag. 


more  later. 


Buy   the   whole 

TEXAS  MONEY  BELT 

and  OlLL  it   from   the 

CENTER 


WITH 


K  V  K 


Channel    9    abc 

MONAHANS,  TEXAS 


AM 
TV 


Representatives 
Everett  McKinney,  Inc. 
|        Clyde  Melville,  SW 


Ross  Rucker,  Pres. 
Hillman  Taylor,  TV  Mgr. 
Ken  Welch,  Radio  Mgr. 


26 


49TH  AND  MADISON 

(Cont'd  from  page  25) 

seated  a  gift  in  your  name  to 
the  boys  and  girls  at  La  Rabida 
Sanitarium. 

To  you  we  give  our  warmest 
good   wishes   for   a   happy   holi- 
day season  and  a  peaceful,  hap- 
py, and  prosperous  New  Year." 
Bernard  H.  Merems 
The  Public  Relations  Board 

P.S.  Bah,  Humbug,  to  baskets  of  fruit 
which  rot  before  I  remember  to 
take  them  home. 

Iowa  survey 

In  your  December  13,  1958  issue  you 
referred  to  a  recent  Iowa  TV-Radio 
survey  by  Dr.  F.  L.  Whan. 

Please  let  me  know  where  I  can  get 
a  complete  copy  of  this  study  and  any 
others  which  he  has  made  in  recent 
years. 

In  closing,  may  I  say  that  I  find 
SPONSOR  very  interesting  and  the  most 
helpful  of  any  of  the  TV-Radio  publi- 
cations. 

Lester  Johnson 

Applegate  Advertising  Agency 

Muncie,  Indiana 

•  SPONSOR  suggests  writing  directly  to  Dr. 
Whan  at  the  University  of  Iowa. 

Tv  results 

I  have  just  finished  reading  your  tv 
results  section  in  the  January  3  issue 
of  SPONSOR  and  found  it  very  infor- 
mative. 

There  is  certainly  a  definite  need 
for  such  information  which  is  also  I 
quickly  scanned  and  easily  obtain 
able.  Merely  as  a  suggestion,  I  might 
add  that  it  might  be  helpful  for  those 
of  us  who  keep  a  file  of  back  issues, 
that  the  results  sections  be  perforated 
so  as  to  make  them  more  easily  torm 
out.  This  would  also  help  keep  the 
magazines  in  one  piece.  Keep  such 
excellent  sections  coming  during  the 
next  year. 

Jack  Jacobsen 
Calexico  Area,  Calif 

r.  •  * 

Film  section 

.  .  .  Enjoying  the  new  section  on  Fiht 
Commercials.  It's  going  to  be  veri 
interesting  to  see  how  tape  develop 
new  techniques  in  'live'  commercial; 

Elizabeth  Freema 

Chicago 


•        SPONSOR    is    planning    a    special    Fil 
mercials  issue  the   17  January  issue. 
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KOMO 

RADIO  and 

TELEVISION 

take  pleasure  in  announcing 
the  appointment  of 

THE  KATZ  AGENCY 

as  their 

NATIONAL 
SALES 

REPRESENTATIVE 
EFFECTIVE 

JANUARY  1, 1959 

KOMO- AM  50,000  Watts  1,000  kc  KOMO-TV  Channel  4  Serving  Seattle  and  Western  Washington 
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m  gredi  television  Tirsu 

MANTOVANI 

The  music. ..the  manner 
...the  millions  who  love 
the  rich  magnificence  of 
allthatisMantovanifall 
yours.  In  39  gala  half- 
hour  shows,  Mr.  Manto- 
vani  sweeps  across  the 
television  screen  with 
scintillating  sight  and 
sound.  Every  half-hour 
is  a  new  and  different 
theme,  a  new  and  dif- 
ferent full  scale  produc- 
tion with  settings  and 
sequences...  costuming 
and  choreography  add- 
ing dazzling  detail  to 
the  delight  of  Manto- 
vani's  46-piece  orches- 
tra. It's  all  yours,  plus  an 
exciting  Corps  de  Ballet, 
and  big  name  guests 
such  as  Vic  Damonejhe 
Hi-Lo's,  Connie  Francis, 
the  Boscoe  Holder  West 
Indian  Dancers ....  The 
London  Festival  Ballet, 
Belita,  The  Band  of  The 
H.  M.  Welsh  Guards,  All 
Saints  Boys  Choir.  And 
John  Conte  is  your  host. 


■ 


Most  of  all,  there  is  this 
name...Mantovani.  Now 
for  the  first  time  on  TV, 
MANTOVANI  from  NTA! 


T 


Ten  Columbus  Circle, 
New  York  19,  New  York 

National  Telefilm  Associates,  Inc. 


IlS@i 


heard  this  news  first  on  ABC  RADIO 


FIRST! 


ABC  Radio  News  brings  first 
word  of  Pope  John's  election 
to  American  public. 


FIRST! 

ABC  Radio  News  reports 
Lebanese  President  Chamoun's 
appeal  for  help  in  Mid-East  crisis. 


FIRST! 

ABC  Radio  News  reports 
Charles  de  Gaulle  will  bid  for 
leadership  of  French  government. 


19S8:  Year  of  tension  and  crisis.  Far  East,  Mid-East, 
Latin  America,  U.S.A.  Almost  every  part  of  the  world 
was  news.  And  in  this  memorable  year  ABC  Radio 
News  made  news  by  consistently  scooping  its  com- 
petition. The  news  beats  above  are  but  three  examples. 

One  hundred  and  twenty-five  ABC  reporters  and 
overseas  correspondents  bring  the  news  to  the  Ameri- 
can public  almost  as  swiftly  as  it  happens.  Twenty- 
one  foreign  news  bureaus  —  from  Moscow  to  Tokyo, 
from  London  to  Cairo  —  probe  for  news  twenty-four 
hours  a  day,  seven  days  a  week. 

ABC's  domestic  bureaus  —  staffed  by  such  distin- 
guished personalities  as  John  Daly,  Quincy  Howe, 
Edward   P.    Morgan,   John   W.   Vandercook,   John 


Secondari  and  Bill  Shadel  —  report  and  analyze  world 
and  national  news. 

Today's  news  is  made  —  and  changed  —  with  great 
frequency.  Major  news  breaks  can't  wait  even  for 
regularly  scheduled  news  programs.  With  ABC's  ex- 
clusive News  Alert  System,  ABC  stations  can  broad- 
cast news  flashes  instantly.  No  matter  where  the  news 
is  made,  their  audiences  keep  up  with  the  people, 
places  and  events  of  the  hour  —  within  seconds. 

People  depend  on  radio  for  news.  And  over 
25,000,000  different  people  listen  to  ABC's  award- 
winning  news  staff  each  month.*  These  people  rec- 
ognize ABC's  leadership  in  news  reporting.  So  do 
ABC  affiliates  and  advertisers. 


C     RADIO    NETWORK 


'According  to  the  A.  C.  Nielsen  Company 
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TV  SHOW  CANCELLATIONS  AND  REPLACEMENTS 


CANCELLATION 


TYPE        WENT  OFF  REPLACEMENT 


JACKIE  CLEASON  C 

PURSUIT   M 

$64,000  QUESTION         Q 

KEEP  TALKING*  _  Q 

ANYBODY  CAN  PLAY*  _  Q 

TWENTY-ONE  Q 

CONCENTRATION  Q 

BRAINS  AND  BRAWN     .  Q 

ED  WYNN  SHOW*  SC 

TIC  TAC  DOUGH  Q 


2Jan.  RAWHIDE 

14  Jan.        ..TRACKDOWN 

2  Nov.  KEEP  TALKING 

8  Feb.  ....     RICHARD   DIAMOND 

8  Dec.  DR.  I.  Q. 

30  Oct.  CONCENTRATION 

21  Nov.      ...  IT  COULD  BE  YOU 

3  Jan.  D.A.'s  MAN 

8  Jan .STEVE  CANYON 

5  Jan.     ...BUCKSKIN 


TYPE 

NETWORK 

w 

CBS  TV 

w 

CBS  TV 

Q 

CBS  TV 

M 

CBS  TV 

Q 

ABC  TV 

Q 

NBC  TV 

Q 

NBC  TV 

M 

NBC  TV 

A 

NBC  TV 

W 

NBC  TV 

'Sponsored    casualties    that   made   their   debuts    this    season.     Key:    C,    comedy;   M,    mystery;   Q,   quiz;  SC,    situation   comedy;   \\\   western;  A,   adventure. 
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V  STILL  GOES  THATAWAY 


1^    Mid-season    round-up    shows    the    Westerns    riding 
ligh,    wide    and    handsome.     Quizzes    are    hardest    hit 

^    After    13    weeks,    seven   of   this    fall's    brand    new 
tarters    have    bitten    dust,    and    others    are    in    doubt 


I  he  first  lap  of  the  1958-59  net- 
ork  tv  season  has  been  completed 
iid  the  Westerns  lead  the  field.  There 
I  ere  a  few  crack-ups  among  both 
eterans   and   first-time   starters,    but 

»<>uld   be   a    rare   meet   when   the 
I  hole  field  was  still  intact  at  this  time. 

Here  are  the  highlights  of  the  first 
3-week  lap: 
'   •  Of  about  30  brand  new   night- 


time shows  that  started  the  season, 
seven  have  been  casualties.  This  is 
a  25%  mortality,  not  bad  for  an\ 
branch  of  show  business,  and  cer- 
tainly well  under  the  58%  calamiu 
list  which  ended  last  year's  season. 

•  Of  127  shows  l  new  and  hold- 
oxers  I.  the  end  of  13  weeks  found  10 
sponsored  ones  that  bit  the  dust. 

•  Westerns,   which   some   believed 


would  have  run  out  their  welcome 
this  season,  are  still  riding  high,  wide 
and  handsome:  in  fact,  are  dominat- 
ing the  tv  season.  The  last  Nielsen 
average  audience  rating  showed  seven 
\\  csterns  in  the  top  10.  In  fact,  the 
first  four  of  that  list  were  \\  esterns, 
proving  it's  tough  to  beat  the  horses. 
•  Audience  participation  show-. 
especially  of  the  quiz  category,  had 
the  highest  mortality  rate:  seven  were 
cancelled.  This  was  foreordained  1>\ 
the  summer's  quiz  show  scandals.  But 
don't  hang  up  the  crepe  yet;  three 
of  them  were  replaced  In  othei 
quizzes  and  they're  still  running.  I  he 
audience  particip  show  is  usuall)  a 
reasonably-priced  vehicle,  and  appar- 
ent!) there  are  always  some  sponsors 
reach    for  that  kind  of  bargain. 
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•  One  comedy  show  (Jackie  Glea- 
son)  and  one  situation  comedy  (Ed 
Wynn )  were  retired  from  the  field 
which  most  admen  agree  is  not  suffi- 
cient reason  to  write  off  either  cate- 
gory. 

•  Certainly,  the  axings  are  not 
over.  In  the  next  13  weeks,  more 
shows  will  fall.  Some  already  show- 
signs  of  trouble,  especially  those  with 
high  investment  that  are  hatching  pro- 
portionately low  ratings.  On  the 
other  hand,  some  new  shows  that  be- 
gan the  season  with  few  kind  words 
from  the  pro  handicappers,  have 
caught  on  surprisingly  well. 

If  all  of  this  data  suggests  any  sort 
of  trend,  it  is  that  tv  has  matured  to 
the  point  where  it  performs  pretty 
much  in  the  way  it  is  expected  to. 
People  expect  it  to  have  show  casual- 


ties, and  it  has  them.  But  not  at  a 
higher  rate  than  many  other  branches 
of  show  business.  At  the  end  of  the 
first  26-week  run  of  the  1956-57  sea- 
son, 15  out  of  34  new  shows  had 
failed;  last  year,  26  out  of  45  flopped. 
If  the  next  13-week  stretch  this  season 
finds  another  seven  shows  cancelled 
— and  the  chances  are  very  good  that 
it  may — then  the  1958-59  season  will 
have  made  it  in  just  about  par. 

In  still  another  way,  tv  has  grown 
up  to  the  point  where  it  is  more  sta- 
ble, more  predictable.  A  look  at  the 
two  charts  on  audience  rating  trends 
supplied  by  A.  C.  Nielsen  Co.  demon- 
strates that  since  1955  a  sort  of  show 
ratings  plateau  has  been  reached.  The 
rating  averages  of  the  top  bracket 
shows  have  become  almost  static;  the 
same  is  true  of  the  middle-rated  pro- 


grams and  of  the  cellar  show  group. 

The  possibilities  of  a  sponsor  buy- 
ing a  runaway  are  becoming  less  than 
they  were  in  the  early  days  of  tv.  On 
the  other  hand,  the  sponsor's  chances 
of  being  stuck  with  a  "turkey"  also 
are  diminished. 

The  rise  of  ABC  TV  as  a  third  net- 
work has  certainly  been  a  contribut- 
ing factor  in  this  leveling  out.  The 
viewer  has  been  given  a  still  greater 
selection  of  programing  to  choose 
from,  and  as  the  audience  has  been 
divided,  the  average  ratings  have 
tended  to  draw  closer  together — both 
down  from  the  top  and  up  from  the 
bottom.  There  will  still  be  an  occa- 
sional freak  at  either  level,  but  it 
would  appear  they'll  be  rare. 

Since  it  is  the  viewing  public  that, 
through  ratings,  holds  the  power  over 
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WESTERNS  DOMINATE  TOP  25  NIELSEN  WITH   lO 


SHOW 

NET 

NIGHT 

RATING 

TYPE 

FILM   LIVE 

GUNSMOKE    

...       CBS 

s 

36.4 

w 

F 

WAGON   TRAIN 

.       NBC 

w 

35.4 

w 

F 

HAVE  GUN,  WILL  TRAVEL 

CBS 

s 

35.0 

w 

F 

RIFLEMAN,  THE  __ 

ABC 
...       CBS 

Tu 
M 

33.1 
32.3 

w 

sc 

F 

DANNY  THOMAS  SHOW 

F 

I'VE  COT  A  SECRET 

.._       CBS 

W 

32.3 

Q 

L 

TALES  OF  WELLS  FARGO 

...       NBC 

M 

32.0 

w 

F 

MAVERICK   

ABC 

Su 

31.9 

w 

F 

REAL  McCOYS  

ABC 

Th 

30.7 

sc 

F 

TEXAN,  THE  

CBS 

M 

30.4 

w 

F 

WYATT   EARP 

ABC 

Tu 

30.4 

w 

F 

ALFRED  HITCHCOCK  PRESENTS 

CBS 

Su 

30.1 

M 

F 

RED  SKELTON  SHOW 

CBS 

Tu 

30.0 

c 

F 

LUCILLE  BALL-DESI  ARNAZ 

CBS 

M 

29.9 

Dr 

F 

PRICE  IS  RIGHT  

._       NBC 

W 

29.8 

Q 

L 

NAME  THAT  TUNE 

CBS 

M 

29.4 

Q 

L 

WANTED,  DEAD  OR  ALIVE 

CBS 

S 

w 

s 

M 

29.4 
29.3 
28.7 
28.5 

w 

D 
V 
M 

F 

THIS  IS  YOUR  LIFE 

.          NBC 

L 

PERRY  COMO  SHOW 

NBC 

L 

PETER  CUNN       

....       NBC 

F 

PERRY   MASON 

CBS 

s 

28.5 
28.3 

M 
SP1 

F 

WONDERFUL  TOWN 

— .      CBS 

LCIAL 

G.  E.  THEATER 

.....      CBS 

Su 

28.2 

Dr 

F 

CHEYENNE  

ABC 

Tu 

28.2 

W 

F 

JACK  BENNY  SHOW  

CBS 

Su 

28.0 

c 

F 

Key   to  type.:   \V,    western;   Dr,   drama;   SC.   situation   comedy;   0.   quiz;  V,   variety;  M.   mystery;  ('.   comedy;  D,   documentary 
Source:  Nielsen  Television  Index  Average  Audience  Ratine-;  first  report   for  Decembei 


minimi iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiiiiiiii  miiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiW 

32  SPONSOR       •       10    JANUARY    1951 


pillllllllllllllllllllH 

HOW  NIGHT  TV  RATINGS  HAVE  LEVELED  SINCE 


iiiiiiiiiiiiiiiiiiuiiiiiiiiiii 
1955 


OVER   307. 


15-  30% 


NO.   OF 

PROGRAMS 


DISTRIBUTION    BY    RATING    LEVELS 

AVG  AUD    (PSB) 


1955 

1007. 


15%    [/327. 


12% 


56% 


139 


1956 

1007. 

3S 


66 


Charts  courtesy  of  A.    C.   Nielsen  Co. 


1957 

100% 


72 


V7?, 

M 


130 


1958 

100% 


70 


AVERAGE  AUDIENCE 

(PSB) 


TOP   10  PROGRAM  * 


ALL    PROGRAMS 


BOTTOM    10  PROGRAMS^ 


•  OtliniK    HMU>   SOWS,     OM  TIMf    OmY    IDUlul 
•  •  lain mL    tuaiOM   SKKMU,    Tl  turn  ,   Ml  Mkl 


1957  1352 
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the  network  show,  what  conclusions 
about  its  taste  in  programing  may 
be  drawn  from  this  season's  record 
to  date? 

The  taste  for  the  "adult  Western" 
appears  to  be  insatiable.  As  wit  h  am 
trend,  it  will  inevitably  bow  to  an- 
other, but  a  look  at  the  top  25  Niel- 
sen-rated tv  programs  on  these  pages 
is  a  fair  indication  that  the  Western 
Will  continue  in  the  catbird  sad'V'r  for 
i  long  time  to  come.  When  seven  out 
jf  the  top  10  shows  are  Westerns  t  is 
nore  of  a  landslide  than  a  trend. 

Ever  since  the  Westerns  started 
heir  climb  to  popularity,  critics  have 
orecast  an  early  demise  of  the  show 
ype.  They  have  based  this  on  a  no- 
oriously  "fickle"  public  that  has 
milt  up  and  torn  down  tv  idols  be- 
ween  one  season  and  another.  But 
erhaps  they  have  misread  some  of 
he  fickleness;  chances  are  the  public 
s  more  concerned  with  the  individual 
now  than  with  the  show  category. 
Mien  the  Western  "trend"  finally 
vanes,  it  will  be  on  a  show-by-show 
>asis  with  the  weak  ones  falling  first, 
leanwhile,  the  format  of  the  "adult" 
I  estern  is  an  ideal  tv  vehicle. 

From  a  purely  mechanical  stand- 
oint,  it  provides  an  excellent  frame- 
work for  any  kind  of  drama  since  it 
as  built-in  hero,  villain  and  conflict ; 
is  a  framework  readily  identifiable 
ith  the  viewer  since,  even  though  he 
as  never  left  the  Bronx,  he  knows 


the  West  well  from  childhood  through 
the  neighborhood  movie. 

On  the  psychological  side,  it  has 
been  pointed  out  that  the  Western  is 
the  ideal  satisfier  of  the  aggressive 
urge  in  us.  It  even  has  the  double- 
barreled  power  of  appealing  to  both 
sexes — there  is  action  for  the  male 
audience,  emotional  conflict  (the  new 
ingredient  of  the  "adult"  Western) 
for  the  women.  At  present,  it  looks 
like  a  much  sturdier  outlet  for  escape 
and  aggressiveness  than  does  the 
crime  or  mystery  show. 

The  crime  shows  made  a  bid  this 
season,  but  one  —  Pursuit  —  has  al- 
ready failed.  Two  new  ones  are  com- 
ing up  as  replacements  for  cancella- 
tions: NBC  TV  has  just  replaced 
quizzer  Brains  and  Braivn  with  D.A.'s 
Man,  and  CBS  TV  will  substitute  an- 
other quiz  fatality,  Keep  Talking, 
with  Richard  Diamond,  Private  De- 
tective on  15  February.  But  a  look 
at  the  top  25  Nielsens  shows  only 
three  mystery-crime  shows  aboard — 
new  show  Peter  Gunn  plus  holdovers 
Perry  Mason  and  Alfred  Hitchcock — 
and  none  is  near  to  unhorsing  the 
Gun  smokes  or  Wagon  Trains. 

Whatever  hot  water  the  quiz  and 
audience  participation  shows  find 
themselves  in  was  pre-heated  by  the 
scandals  that  set  in  before  the  season 
ever  started.  Oddly  enough,  two  of 
them — $64,000  Question  and  Twenty- 
One — were   replaced   by   other   audi- 


ence shows — Keep  Talking  and  Con- 
centration. The  latter  replacement 
failed  in  turn,  was  replaced  in  late 
November  by  still  another  of  its  ilk — 
It  Could  Be  }  ou.  Keep  Talking  and 
Tic  Tac  Dough  were  two  other  casual- 
ties. Just  the  same,  it  is  interesting 
to  note  in  the  top  25  chart  that  three 
quiz  shows  are  making  good — \ame 
That  Tune,  I've  Got  a  Secret  and 
Price  is  Right. 

Another  interesting  revelation  of 
the  top  25  list  is  the  fact  that  this 
season  appears  to  be  especially  good 
in  ratings  to  the  sophomores  and 
freshman,  that  is  those  shows  that 
began  only  this  season  and  last. 

Six  shows  that  began  this  fall  are 
on  the  "honor  roll" — The  Rifleman. 
The  Real  McCoys,  Tlie  Texan,  Desilu 
Playhouse,  Wanted  Dead  or  Alive  and 
Peter  Gunn.  Nearly  a  dozen  of  the 
programs  that  had  debuts  the  previ- 
ous season  are  in  the  top  25.  with 
positions  as  high  as  two  and  three 
Wagon  Train  and  Have  Gun,  IT  ill 
Travel.  This  is  fast  building  of  show 
properties  and  some  interpret  it  as  a 
new  trend  in  tv  audience  tastes  and 
acceptance.  Whether  the  rapid  wann- 
ing up  will  spell  quicker  declines 
remains  to  be  seen. 

So  the  1958-59  season  goes  into  it- 
next   lap.    Some  of  the  shaking   out 
has   been   done,   but   it   goes  without 
sa)  ing  that  there'll  be  more  to  come, 
i  Please  turn  to  page   16  I 
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Bab-O's    Lachner    re-plans    market 


^    Colgate-trained  president  has   completely   reorgan- 
ized B.  T.  Babbitt  Co.  marketing  during  the  past  year 

^    New,  modern  policies  are  based  on  the  conviction 
that   "every  market  is   different,"   he   tells   SPONSOR 


\Jn  1  January  1958  dynamic,  per- 
sonable Marshall  S.  Lachner,  a  44- 
year  old  marketing  expert  with  an 
impressive  background  of  soap  indus- 
try selling,  took  over  as  president  of 
venerable  B.  T.  Babbitt.  Inc. 

Facing  him  was  an  awesome  job 
of  corporate  re-organization.  Bab- 
bitt, though  a  household  word  in  the 
cleanser  field  for  123  years,  was 
under  increasingly  severe  pressure 
from  such  giants  as  P&G,  Lever,  Col- 
gate. Its  marketing  policies  were  out- 
moded, its  personnel  disheartened,  its 
advertising  plans  unformulated. 

Lachner,  according  to  well-in- 
formed trade  sources  has  successfully 
reversed  the  plunging  Babbitt  trend 
within  the  past  12  months.  And  for 
an  explanation  of  the  modern  meth- 
ods he  has  used,  sponsor  arranged 
an   exclusive   interview   wtih   him  at 


the  company's  executive  offices,  at 
Madison  and  58th  St.,  New  York,  on 
the  last  day  of  1958. 

Lachner,  a  tall,  handsome  man  who 
combines  the  assurance  of  a  high 
level  executive,  with  the  affable  per- 
sonality of  a  born  salesman  and  the 
physique  of  a  trained  athlete  (he  was 
a  halfback  at  the  University  of  Penn- 
sylvania) talked  easily  and  naturally 
about  his  first  year  accomplishments. 

"Taking  the  steps  in  order,"  he 
said,  "we  first  of  all  made  new  finan- 
cial arrangements  with  the  banks. 
Then  we  hit  the  road.  We  visited 
every  single  market  and  called  on 
every  single  account.  From  that  in- 
tensive, 13-week  trip  we  began  build- 
ing Babbitt's  new  marketing  policies." 

Lachner's  first  advertising  prescrip- 
tion for  Bab-O,  Glim,  Cameo,  Hep, 
and    other    Babbitt    products   was    a 


WHY  HE  USES  RADIO  /TV  SPOT 

"Any  big  company  executive  who  will  get  out  of  the  board 
room  and  into  the  field  will  see  that  markets  are  different." 

"Oakland  is  not  like  Oak  Park,  Biloxi  like  New  Orleans, 
Jersey  City  like  Manhattan  in  distribution,  competition, 
consumer  habits,  brand  images,  or  profit  opportunities." 

"We  believe  in  making  our  selling  as  localized  as  possible 
in  particular  markets,  cities,  neighborhoods,  and  outlets." 

"We  like  radio  and  tv  spot,  and  I  believe  that  any  station 
operator,  should  concentrate  on  knowing  his  own  market 
thoroughly,  and  telling  us  things  we  dont  know  about  it." 
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strong  dose  of  spot  radio.  Later  in 
the  year,  emphasis  shifted  to  tv,  and 
other  media.  For  the  first  nine 
months  of  1958,  TvB's  records  show 
that  Babbitt  spent  $950,200  in  tv 
spot,  and  according  to  Lachner,  this 
strong  tv  emphasis  will  continue  in 
1959. 

The  keystone  of  Babbitt's  new  mar- 
keting structure,  however,  is  not  so 
much  its  choice  of  media  (Lachner 
believes  that  every  medium  has  its 
uses  for  particular  products)  as  it  is 
the  market-by-market  approach,  and 
Lachner's  deep-rooted  conviction  that 
"every  market  is  different." 

When  he  says  this  you  don't  get 
the  impression  that  he  is  mouthing  a 
well-worn  business  cliche,  but  stating 
a  fact  borne  in  on  him  by  more  than 
20  years  of  intensive  sales  experience 
with  Colgate,  Macy  and  Pabst.  "You 
just  can't  understand  modern  market- 
ing," he  says,  "by  sitting  at  a  desk  on 
Madison  Avenue,  or  by  looking  at 
charts  in  a  big  company  board  room. 
Yoy  "ve  got  to  get  out  in  the  field  and 
s?e  fo  r  yourself. 

"When  you  do  you  begin  to  realize 
tra!  distribution,  competition,  brand 
irmges,  consumer  habits,  and  your 
owi!  profit  opportunities  are  different 
in  evt;ry  single  community.  Oakland 
is.i'.ot  like  Oak  Park.  It  is  not  even 
like  San  Francisco.  Biloxi  is  differ- 
ent from  New  Orleans,  Portland  from 
Los  Angeles.  There  are  entirely  dif- 
ferent retail  patterns  in  Manhattan 
than  in  Jersey  City  just  across  the 
Hudson    River." 

Following  this  market-by-marke 
thinking,  Lachner  early  in  195! 
staked  out  22  prime  markets  for  B.  T 
Babbitt  products.  Later  this  list  wa- 
expanded  to  52  which,  says  Lachner 
account  for  more  than  80%  of  al 
Babbitt  sales.  1959  may  see  some  ex 
pansion  of  the  52-market  concentra! 
tion  but  "we're  committed  to  a  pol 
icy  of  making  our  approach  localized 
specialized,  different  from  every  mai 
ket  we're  in." 

Two  examples  of  current  Babbil 
activity  illustrate  this  personalize 
approach.  Last  July,  the  compan 
began   its  "Buy  Three — Ride  Free 
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promotion  in  the  New  York  market, 
with   purchasers  of  Bahhitt  products 
[offered   subway    tokens    in   exchange 
jfor  coupons.   Redemption  of  coupons 
fat  subway   change   booths  has   risen 
Ito  the  current   rate  of  over  9,000  a 
day.      Even     more     important,    says 
Lachner,  the  campaign  won  for  Bab- 
bitt more  than  $21/L>  million  in  trace- 
able free  publicity,  and  was  a  prime 
factor    in    getting    Bab-O,   Glim   and 
other  products  new  and  valuable  dis- 
pla\  space  on  grocers'  shelves. 

Similar  "Ride  Free"  promotions 
are  being  run  with  localized  adapta- 
tions in  Boston,  Detroit,  Philadelphia, 
Cleveland  and  Cincinnati  and  Babbitt 
llhas  been  invited  to  stage  them  in 
more  than  25  other  communities. 

A  less  spectacular,  but  equally  im- 
portant part  of  Lachner's  market-by  - 
I  market  strategy,  is  his  new  plan  for 
Babbitt's  co-op  advertising.  To  stimu- 
late   imagination,    and    initiative,    at 

•  :he  local  level,  the  company  is  offer- 
Ijing  its  accounts  an  optional  plan 
I  which  will  allow  them  to  spend  co-op 
I  money  in  their  own  markets  "in  any 

way   they   see   fit."    No   formulas  or 
I  "strings  are  attached,  though  retailers 
nay  keep  the  old  plan  if  they  wish. 

For  1958,  Babbitt  gross  sales  will 

■un    around   $20   million.     In    1959, 

•ays   Lachner,   they    should    increase 

substantially,  a  rise  due  in  part  to  the 

j  icquisition  of  Charles  Antell,  Inc.,  in 

*  December,  1958.  Antell's  line  fea- 
i  'ures  Formula  9  hair  products,  and 
I  'uch  candy  items  as  Vita  Yums  and 

Vita  Pops.    Lachner  has  set  a  five- 
ear  sales  goal  of  $60  to  $70  million. 
Before  coming  to  Babbitt,  Lachner 
I  vas  for  18  months  president  of  Pabst 
brewing,   and  previous  to  that   with 
'olgate  for  16  years,  where  he  was 
p   in  charge  of  the  soap  division. 
His  first  job  after  college,  he  recalls 
•vith  a  grin,  was  with  Macy's  in  New 
ork.    "In  those  depression  years,  I 
I  kas  so  broke  I  never  spent  more  than 
dime  for  lunch.   And  I  could  hardly 
lb  ml  the  subway!" 

j  Bab-O's  "Buy  Three-Ride  Free" 
promotion  is  one  of  the  fruits  of  those 
Un  \  memories,  and  a  good  measure 
'f  Lachner's  humaneness.  ^ 
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To  crack  N.  Y.   market,  Bardahl's  Bill  Barclay  bears  down  on  tv-merchandising   strategy   he   developed    in   So.    Calif,    and   Southwest 

Bardahl  battles  the  real  'Big  Boys' 


^    In  winning  $2,225,000  volume,  85%  distribution  in 
its  toughest  market,  Bardahl  had  to  fight  the  oil  giants 

^    Here's   how   the    oil   additive   merchandised    its    tv 
schedule   to   its   competitors   in   their   own   gas   stations 


I  he  problem  in  forcing  distribu- 
tion is  generally  solved  once  you  have 
a  foothold  alongside  the  "biggest  kid 
on  the  block."  But  when  the  very 
giants  you're  slugging  it  out  with  are 
not  only  your  competitors  but  the 
marketing  vehicle  for  reaching  your 
customers,  you're  faced  with  some 
unique  problems. 

Bardahl,  like  the  other  oil  additives 
must  wrestle  with  such  brain-twisters. 
While  competing  with  the  gasoline  and 
oil  industry,  its  main  outlets  are  gas 
stations  themselves,  many  of  which  are 
owned  or  franchised  by  the  oil  giants. 


Bardahl  was  one  of  the  first  addi- 
tives on  the  scene.  It  made  a  start 
in  the  northwestern  U.S.  before  the 
war,  but  had  to  await  the  loosening 
up  of  materials  to  start  doing  a  job. 
Even  with  14  factories  throughout  the 
world,  distribution  in  62  foreign  mar- 
kets and  most  of  the  U.S.,  the  Seattle- 
based  company  waited  almost  10 
years  before  tackling  the  New  York 
market. 

It  looked  like  certain  defeat.  Few 
cases  were  moved  in  those  first  three 
years  until  the  spring  of  1957  when 
the  job  was  turned  over  to  a  man  who 


had  opened  up  the  Los  Angeles  mar- 
ket for  Bardahl  in  1953.  He  had 
road-tested  a  tv  and  marketing  strat- 
egy through  Arizona,  Utah,  Idaho. 
Nevada  and  Southern  California  with 
tremendous  success. 

Bill  Barclay  took  the  New  York 
City  franchise  in  April  of  1957  and 
hired  an  advertising  agency:  Riedl 
and  Freede,  Inc.,  with  offices  in  New 
York  City  and  Clifton,  N.  J.  Together 
they  applied  what  Bill  had  learned 
about  fighting  the  oil  companies  to 
the  stand-still  point  of  accepting  the 
product  alongside  their  own  additives 
and  oil  products: 

•  An  ad  medium  and  strategy  that 
could  be  merchandised  both  to  gasi 
station  and  consumer. 

•  A  plan  for  beating  your  cus- 
tomer-competitor to  the  advertising 
draw. 

•  A  scheme  for  impressing  him 
with  your  advertising. 
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•  A  tight  rein  on  "footballing"  "I 
the  product  to  discount  sellers. 

•  A  sales  setup  strong  enough  to 
bring  it  all  off. 

Every  one  of  these  points  formed  a 
vital  link  in  the  operation  for  moving 
Bardahl  into  New  York.  The  me- 
dium was  pre-selected.  Barclay  knew 
what  tv  could  do  and  had  done  for 
Bardahl.  His  early  live  tv  demon- 
strations were  part  and  parcel  of  the 
product's  expansion  from  1948.  The 
"contraption"  Barclay  used  in  that 
:arl\  ground-breaking  (see  photo  op- 
posite) is  still  a  salesman's  tool  and 
the  one  actor  Pat  O'Brien  currently 
operates  in  filmed  spots  used  by  Bar- 
dahl in  all  its  markets.  (It  demon- 
strates Bardahl's  friction-free  action 
under  high  pressure.) 

Barclay  put  Riedl  and  Freede  to 
work  with  a  total  ad  budget  of  $18,- 
000  for  the  initial  13-week  test  start- 
ing in  June  '57.  "The  job  was  to 
make  the  1  iggest  impression  possible 
all  over  the  map,"  says  a.e.  Bob 
Freede.  '"It  was  important  to  make 
the  job  we  were  doing  look  big  to 
both  retailers  and  customers  alike." 

"Of  course  we  wanted  a  male  audi- 
ence primarily,"  he  points  out.  "This 
dictated  nighttime  buys  within  obvi- 
ous budget  limitations.     We'd  like  to 


have  bought  some  spots  in  late 
movies  to  catch  service  station  men 
getting  home  at  night.  But  the  high 
female  audience  would  be  wasle  cir- 
culation at  the  consumer  level.  So  we 
concentrated  primarily  on  action-ad- 
venture packages,  boxing,  wrestling 
and  \\hate\er  local  sports  we  could 
afford."' 

Into  these  packages  went  minute 
and  20-second  animated  film  spots  of 
a  Dragnet  varieh  which  bad  alread) 
been  successfully  used  in  other  mar- 
kets. They  featured  a  Dick  Tracy- 
type  character  battling  such  under- 
world characters  as  "Blacky  Carbon," 
"Gummy  Rings,"  "Sticky  Valves." 

Part  of  the  strategy  was  to  rotate 
these  spots  from  package  to  package. 
These  rapid  moves  were  designed  to 
create  an  impression  of  saturation 
that  salesmen  could  take  advantage 
of  in  talking  to  potential  customers. 

Barclay  hired  an  original  force  of 
18  salesmen  to  cover  the  12.600  sta- 
tions within  a  50-mile  radius  of  New 
York  Citv.  The  job  ahead  of  them 
made  a  direct-type  sales  operation, 
rather  than  a  less  costly  distributor 
setup,  imperative. 

"Sure,  it's  more  costly,  what  with 
renting  the  station  wagons,  hiring  the 
sales     force,     providing     everything 


yourself,"  Barclay  explain-,  "hit  it's 
the  onlj  wa\  to  make  sure  ever)  ran 
of  Bardahl  will  be  merchandised 
properl) . ' 

"Remember."  Barcla)  emphasizes, 
"your  potential  customers  are  also 
your  competitors.  You  can't  even 
merchandise  to  the  consumer  except 
through  the  gas  stations." 

Here's  what  had  to  be  done  at  the 
retailer  level: 

l  1  l  Merchandising  the  advertising. 
Every  man  must  have  a  thorough 
knowledge  of  the  tv  campaign.  Willi 
major  changes  every  four  or  five 
weeks,  and  minor  ones  weekh.  this 
was  no  snap.  The  agency  prepared 
printed  brochures  for  service  stations 
with  the  tv  schedule.  Salesmen  were 
provided  weekly  with  mimeographed 
changes,  which  they  could  also  leave 
at  the  service  stations.  Primary  de- 
\  ice.  though,  was  to  "talk  it  up. 
point  to  things  coming  up  to  give  the 
rotation  of  spots  the  effect  of  in- 
creased advertising. 

(2)  Achieving  point-of-sale.  "Mer- 
chandising to  the  consumer  could 
only  be  done  on  the  pump  islands  of 
the  gas  stations  themselves,"  says 
Barclay,  "and  only  consumer  demand 
followed  up  by  strong  sales  effort 
(Please  turn  to  page  72) 
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Sales  climb  to  $2,225,000  is  in  just  about  direct  ratio  to  budget  increases   (now  about  $350,000).    Merchandising  is  out- 
lined by  Riedl  &  Freede's  Bob  Freede  to  M  to  r)  WNTA-TV's  Sonny  Fields,  research  dir.  Rill  Campbell,  media  dir.  Jan  Stearns 
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Stepped-up  remote  schedules  called  for  briefing.   Spitzer  Ford  asst.  gen.  mgr.  Dave  Mobbs  (1) ,  KYW's  Gerry  Wells  fill  in  car  salesmen 

J  3  Auto  dealers  laugh  at  slump 


^    Spot  radio  gives  dramatic   10-12%   sales  increase 
in    Ohio    territories     against    industry's     20%     slump 

^    50-70  spots  a  week  bring  consistent  sales  pattern, 
dealer    identity,    strong    salesman    link    to    advertising 


get  people  to  showrooms.  That  meant 
increased  excitement  to  bring  them 
in.  Individual  dealers  had  to  be 
strongly  identified.  Makes  of  cars  had 
to  be  singled  out.  A  consistent,  rather 
than  sporadic  sales  pattern,  had  to 
be  set  from  the  first." 

Irv  Brown,  a.e.  at  Axelband  and 
Brown  &  Associates,  Spitzer 's  ad 
agency  in  Cleveland,  saw  it  the  same 
way.  Four  d.j.'s  were  added  to  the 
two  already  at  work  for  Spitzer  on 
KYW  in  Cleveland.  Saturday  show- 
room remotes  were  increased  to   10 


lo  one  told  Spitzer  Motors  about 
the  recession.  At  least  the  strain 
didn't  show  in  their  sales  figures. 

In  1958,  while  the  industry  was 
taking  a  20%  dive  in  new  car  sales, 
Spitzer's  13-dealer  organization  was 
racking  up  a  10-12%  increase  and 
copping  No.  1  spot  in  Ohio. 

The  big  reasons :  stepped-up  excite- 
ment and  spot  schedules  by  this 
radio-minded  distributor. 

"Here's  our  1958  sales  problem  as 
we  saw  it,"  says  sales  director  Harold 
Stan.  "It  was  going  to  be  tougher  to 


hours.  Nighttime  radio  was  added. 

But  behind  this  increase  in  adver- 
tising activity  was  a  pattern  for  sell- 
ing that  had  been  worked  out  step  by 
step  from  May  of  1957  when  Spitzer 
began  its  use  of  radio. 

To  help  distinguish  individual 
dealers,  KYW  sales  manager  Ed 
Wallis  suggested  identification  with 
remote  broadcasts  from  the  agencies. 
So,  in  addition  to  a  consistent  multi- 
ple spot  saturation,  Spitzer  aired  its 
first  four-hour  broadcast  from  a 
showroom  in  June  of  '57. 

Increased  traffic  led  to  more  Satur- 
day remotes.  Other  "individuality" 
factors  were  stressed.  One  of  these 
was  a  sales  "competition"  between 
d.j.'s  Joe  Finan  and  Wes  Hopkins. 
Finan,  plugging  Spitzer  Ford,  and 
Hopkins,  pushing  Spitzer  Dodge,  be- 
gan a  sales  battle.  The  battle  grew  in 
proportions,     was    cross-plugged    in 
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newspaper  ads.  and  generally  whooped 
up  as  the  cut-off  date  approached. 
Hopkins,  whose  car  attained  its  quota 
first,  was  sent  packing  to  Florida. 
This  competition  got  another  go  in 
1958  on  KYW. 

This  time  it  was  split  between  six 
d.j.'s  giving  Spitzer  two  things:  (1) 
Greater  identification  of  Spitzer  agen- 
cies, (2)  Nighttime  as  well  as  day- 
time schedules. 

It  also  thickened  the  "competitive" 
air  among  the  d.j.'s.  Each  visited  the 
other's  location,  plugging  his  site  and 
make  of  car.  In  these  round-robin 
battle  royals,  "hard  sell'  was  not  the 
keynote.  In  fact,  according  to  sales 
director  Stan  and  the  agency,  the 
right  "Evers-to-Tinker-to-Chance"  re- 
lationship between  advertising-sales- 
man-sales  had  been  achieved. 

They  note  that  the  radio  adver- 
tising made  people  more  receptive  to 
phone,  mail  and  personal  contact  by 
salesmen,  and  radio  leads  far  out- 
distanced those  from  other  sources 
and  media. 

During  the  remotes,  salesmen  make 
a  point  of  introducing  prospects  to 
the  d.j.'s.  It's  almost  part  of  the  sales 
presentation  and,  for  the  listener,  is 
another  way  of  linking  d.j.  and  sales- 
man as  a  single  image. 

Ten  percent  of  the  Spitzer  budget 
goes  into  newspapers,  the  remaining 
30',    to  tv,  circulars,  handbills. 

At  present,  the  KYW  schedule  calls 
for  50-70  spots  per  week,  primarily 
minutes,  though  one  week  during  the 
past  year  and  a  half  saw  179  minute 
announcements,  in  addition  to  the 
Saturday  remotes.  Currently  three 
separate  Saturday  remotes,  totaling 
10  hours,  originate  from  Spitzer 
agencies — 10-12  noon,  12-4  p.m.,  4-8 
p.m.  Sales  director  Harold  Stan  and 
the  agency  are  giving  serious  thought 
to  increasing  the  remote  schedule. 

Advertising  increases  were,  after 
all,  Spitzer's  method  for  combatting 
last  year's  downward  trend.  Its  10- 
12%  sales  increase  against  the  indus- 
try's  20%  drop  is  proof  enough  to 
the  50-year-old  company  that  it's  on 
the  right  track.  Consistent  sales  and 
strong  dealer  and  make  identification 
did  it,  according  to  Spitzer  admen. 
Already  using  radio  as  the  primary 
medium  for  dealerships  in  Little  Rock 
and  Miami,  where  sales  are  also  up, 
the  firm  plans  application  of  these 
techniques  in  its  further  expansion 
outside  of  Ohio.  ^ 
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PARTI  DAY  SALES  FIGURES  DECEMBER  15TH  THROUGH  DECEMBER 
31ST.  MANITOWOC  0,  0SHK0SH  0,  APPLET0N  320,  GILLETT  0, 
GREEN  BAY  0,  MENOMINEE  0,  FOND  PU  LAC  30,  STEVENS  POINT 
0,  WAUSAU  0,  NORWAY  0,  SHEBOYGAN  0,  TOTALING  350  CASES. 
MILWAUKEE  SALES  SAME  PERIOD  hlO  CASES 
OTTO  L.  KUEHN  CO  M  W  BOWER 


XMAS  SLOWS  UP  TV  TEST 


»^arti-Day  Toppings,  heading  into 
their  third  test  month  of  day  tv  spots 
in  the  Green  Bay,  Wis.,  area  ran 
smack  into  a  typical  year-end  grocery 
marketing  situation  in  the  15  to  31 
December  period. 

Acording  to  Marvin  Bower,  mer- 
chandising manager  for  Parti-Day 
broker  Otto  L.  Kuehn  Co.  of  Milwau- 
kee, only  350  cases  were  shipped  to 
wholesalers  in  the  80-mile  area 
around  Green  Bay  in  the  last  half  of 
December. 

Bower  attributes  Parti-Day's  rela- 
tively poor  showing  to  two  factors: 
year-end  inventory  taking  by  chain 
and  other  grocery  outlets,  and  the 
featuring  of  highly  seasonal  items 
during  the  Xmas-New  Year  period. 
Such  activities  greatly  curtailed  in- 
store  demonstrations  and  displays  of 
Parti-Day,  and  reflected  in  a  drop  in 
shipments. 

On  the  other  hand,  Parti-Day  de- 
tail men  report  one  unusual,  and  in  a 
sense  unexpected  development  in  the 
Green  Bay  area.  For  the  first  time 
they  are  moving  Parti-Day  into  res- 
taurant and  drug  store  outlets.    Hith- 


erto, distribution  had  been  almost  ex- 
clusively in  chain,  supermarkets  and 
other  types  of  grocery  stores,  and  al- 
most all  sales  direct  to  consumers. 

Retail  sales  through  drug  stores  is 
complicated  by  the  fact  that  drug 
store  profit  margins  are  higher  than 
those  in  food  chains  and  supermar- 
kets. A  can  of  Parti-Day  in  grocery 
outlets  retails  for  49^;  drug  outlets 
want  to  price  it  at  58^  to  60^.  A 
similar  situation  faces  any  product 
seeking  dual  distribution. 

Whether  or  not  per-ser\  ing  sales  of 
Parti-Day  will  ever  become  a  factor 
in  the  total  topping  picture  remains 
to  be  seen.  Meanwhile,  Otto  L.  Kuehn 
is  gathering  information  on  similar 
distribution  of  Parti-Day  in  other 
test  markets.  #* 


The  test  inja  nutshell:  Product: 
Parti-Day  Toppings.  Market:  80-mile 
area  around  Green  Ba\ .  \\  is.  Media  : 
Day  tv  spots  only.  Schedule:  10 
spots  weekly.  Length :  26  weeks  from 
15  Oct.  Commercials:  Live,  one-min- 
ute.   Budget:  $9,980  complete. 
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SALES  BOX  SCORE 


Oct 580  cases 

Nov 1,450  cases 

Nov 370  cases 

Dec 1,090  cases 


Shipments  to  wholesalers  in  Green 
l!.i\.  Wis.  area  since  start  of  tv  test 
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How  stations  rate  "rep"  services 


^    New  SPONSOR  survey  shows  stations  differ  widely 
in   evaluating   42    service   activities    by   representatives 

^    218    stations    place    sales,    rate,    research    services 

and     "unimportants" 


first,     specify     both 

W  hat  do  radio  and  tv  stations 
think  of  the  mushrooming  number  of 
services  now  being  performed  by  na- 
tional representatives?  Are  they  realK 
important?  Are  they  truly  valuable? 

To  get  the  answers  to  such  ques- 
tions. SPONSOR  recently  conducted  one 
of  the  most  comprehensive  surveys 
ever  made  on  station-representative 
relationships. 

Over  900  questionnaires  were  sent 
to  radio  and  tv  stations  throughout 
the  country.  Two-hundred  eighteen 
busy  station  men  took  the  trouble  to 
sit  down  and  write  out  thorough  and 
thoughtful  replies — an  unusually  high 
return,  considering  the  complexity  of 
the  questionnaire  and  the  pressures 
of  the  season. 

The  services  listed  in  the  Sponsor 
questionnaire  were  compiled  on  the 
basis  of  information  from  a  number 
of  national  representative  firms  in 
various  categories.  Obviously  the 
complete  list  cannot  be  taken  as  a 
lineup  of  services  which  any  station 


"musts" 


may  be  expected  to  receive.  No  one 
representative  offers  all  these  services 
— nor  should  he  be  expected  to.  Some 
services  listed  may  have  been  per- 
formed only  once,  by  one  representa- 
tive, for  one  station.  Others  may 
never  have  been  performed  at  all. 

In  station  ranks  there  are  many 
differences  of  opinion  on  how  much 
the  representative  should  be  involved 
in  station  operation.  A  very  vocal 
group — and  this  includes  some  top 
stations,  feels  that  representatives  may 
have  gone  beyond  the  call  of  duty, 
and  are  encroaching  on  what  should 
be  purely  station  functions. 

Evidence  of  high  station  interest 
in  the  subject  is  shown  by  the  fact 
that  nearly  all  stations  answered  all 
the  questions.  The  least  number  of 
answers  for  any  one  question  was 
187,  showing  the  interest  extended 
throughout.  And  many  who  replied 
added  important  and  candid  side  re- 
marks at  the  bottom  of  the  question- 
naire. 


pilllllllllllllllllllllllllllllllllllfflW 

lO  MOST  WANTED*  SERVICES 

'•  Maintain  close  contact  on  availabilities,  programs 

2-  Update  sales  aids  as  soon  as  new  material  available 

3.  Compile  and  package  station  info  for  the  salesman 

4.  Prepare  specific  presentations  for  specific  accounts 

5-  Compile  fact  sheets,  station  info,  for  station  profile 

6-  Prepare  general  presentation  on  behalf  of  market 
7.    Advise  station  on  mood  of  buyers  and  market 

8-    Analyze  rate  structures  periodically 
9.    Recommend  type  and  time  of  audience  surveys 
10.    Maintain  agency-advertiser  lists  for  station  mailings 

*But  some  very  important  stations  want  no  services. 


From  their  answers,  it  is  clear  that 
the  stations  overwhelmingly  believe 
that  the  primary  function  of  the  rep- 
resentative is  sales.  But  opinion 
varies  widely  on  what  additional 
types  of  activities  a  representative 
should  engage  in. 

The  10  services  most  valued  by 
the  largest  number  of  stations  are 
shown  in  the  adjoining  box. 

At  the  other  end  of  the  scale  is  a 
list  of  the  10  services  which  these  sta- 
tions considered  the  least  important. 
I  Numbers  in  parenthesis  indicate 
number  of  stations  voting)  : 

1.  Negotiate  for  the  purchase  of 
surveys  by  the  station   (125) 

2.  Handle  billing  and  collections 
from  the  agencies  (98) 

3.  Advise  on  network  contract 
negotiations  and  network  station 
strategy  (87) 

4.  Recommend  personnel  special- 
ists for  the  station  staff  (78) 

5.  Aid  in  preparation  of  station 
presentation  for  contests,  awards  (77) 

6.  Help  in  details  of  executing  pro- 
gram for  clients  (59) 

7.  Plan  merchandising  program 
for  clients  (59) 

8.  Counsel  in  advertising  themes 
and  layout  (55) 

9.  Advise  station  on  trade  books 
to  be  used  (47) 

10.  Send  out  station  mailings  to 
national  and  regional  prospects  (46) 

In  weighing  the  relative  values 
placed  on  the  representative  services, 
it  should  not  be  forgotten  that  this 
can  vary  widely  with  the  situation 
and  problems  of  the  individual  sta- 
tion. Size  of  market  is  one  of  the 
obvious  factors  which  has  influenced 
some  answers. 

Although  asked  to  indicate  market 
size,  not  all  respondents  included  this 
information.  Here  is  a  tabulation  of 
the  183  stations  who  furnished  data: 

Under  25,000  ...  2 

25.000-50,000  ...  7 

50,000-100,000  ...  16 

100,000-200,000  ...  42 

200,000-400,000  ...  54 

400,000-600,000  ...  28 

600,000-1,000,000  ...  24 

1,000,000-3,000,000  ...  25 

Over  3,000,000  ...  13 
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BOX  SCORE  OF  218  BROADCAST  STATION  VOTES 


ADVERTISING  &  PROMOTION  Must   fr 

— — — — — ^ ^^—— — ^^— — ^— ^—  Very  Important    Important 

1.  Advise  on  trade  paper  and  local  consumer  advertising  38  62 

2.  Advise  station  on  trade  books  to  be  used  37  57 

3.  Help  plan  audience  and  trade  promotion  strategy  50  52 

4.  Counsel  on  advertising  themes,  layout  33  45 

5.  Help  plan  press  functions,  agency  group  presentations,  etc 68  44 

6.  Aid  in  preparation  of  presentations  for  contests,  awards  23  36 

7.  Plan  new  station  debuts  42  44 

8.  Spearhead  total-market  promos  when  needed  to  bolster  sales 63  51 

MANAGEMENT 

1.  Advise  on  network  contract  negotiations  and  strategy  31  36 

2.  Recommend  personnel  specialists  for  station  staff  23  26 

3.  Suggest  operational  revisions  apropos  more  sales  87  58 

PROGRAMING 

1.  Give  program  recommendations  to  hypo  audience  and  ratings  ....  87  46 

2.  Counsel  on  program  balance  and  personalities  68  41 

3.  Check  competitive  program  schedules  regularly  94  38 

PUBLICITY-MERCHANDISING 

1.  Advise  on  consumer  and  trade  publicity  program  28  59 

2.  Help  in  placement  of  national  stories  45  52 

3.  Plan  merchandising  program  for  clients  30  43 

4.  Help  in  executing  merchandising  program  details  (premiums,  etc.)  20  38 

RATES 

1.  Analyze  rate  structure  periodically  135  44 

2.  Advise  on  establishment  of  special  packages  for  clients  125  41 

3.  Determine  audience  and   impression  costs   121  38 


Good 

Unimportant 

64 

44 

67 

47 

74 

32 

69 

55 

61 

39 

61 

77 

52 

53 

55 

27 

43 

87 

75 

78 

49 

16 

52 

26 

59 

34 

38 

35 

72 

43 

61 

42 

72 

59 

65 

71 

26 

6 

29 

14 

32 

18 

Figures  show  number  of  stations  evaluating  each  category. 
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Thus,  90  stations  or  almost  half  of 
those  replying  represented  large  mar- 
ket areas  of  more  than  400,000  peo- 
ple. Persons  answering  the  question- 
naire are  affiliated  with  129  tv  sta- 
tions and/or  139  radio  stations.  Some 
of  the  respondents,  of  course,  are 
executives  of  both. 

Market  size  as  a  factor  influencing 
answers  was  pointed  out  in  several 
comments  from  the  stations.  Wm.  R. 
Holman,  sales  promotion  manager, 
WBBM  Chicago,  wrote,  "For  in- 
stance, a  market  presentation  is  not 
as  important  to  me  here  as  it  would 
be  in  a  smaller  market.   Also  the  size 


of  the  staff  makes  it  easier  for  us  to 
do  many  things  that  could  be  done  by 
our  reps  if  it  were  necessary."  In  the 
same  vein,  John  A.  Schneider, 
WCAU-TV,  Philadelphia,  says,  "A 
big  station  in  a  big  market  needs 
fewer  aids." 

However,  as  the  services  listed 
show,  a  multiplicity  of  aids  often  is 
expected.  Support  is  taken  for  granted 
in  many  cases  in  sales  development, 
national  promotion,  research  .  .  . 
even  in  audience  promotion  and  net- 
work and  trade  press  relations. 

This  tendency  to  over-all  reliance 
on  the  services  of  representatives  was 


considered  disturbing  by  some  re- 
sponding stations. 

Bob  McAndrews.  v. p.  at  KBIG, 
Avalon,  Calif.,  comments  as  follows: 
Most  of  my  check  marks  are  in  the 
far  right  columns  because  I  feel  that 
most  of  the  activities  you  list  are  the 
responsibility  of  the  station.  We  like 
to  think  our  rep  is  too  busy  with 
face-to-face  selling  and  the  prelimi- 
nary research-promotion  analysis 
which  each  contact  demands,  to  have 
time  or  personnel  for  all  the  other 
facets." 

Many  representatives  tend  to  go 
along   with   this.     Their   criterion    is 
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BOX  SCORE  OF  218  BROADCAST  STATION  VOTES  (cont'd) 


RESEARCH  "Must"& 
Very  Important   Important 

1.  Recommend  type  and  timing  of  audience  surveys  132  46 

2.  Compile  analyses  of  survey  results  for  sales  contact,  mailings 123  48 

3.  Guide  design  and  preparation  of  coverage  maps  74  37 

4.  Conduct  continuous  competitive  media  info  as  sales  ammunition  104  54 

5.  Maintain  updated  compet.  station  info  every  operation  phase Ill  40 

6.  Keep  updated  set  count  (when  applicable)    85  41 

7.  Negotiate  for  the  purchase  of  surveys  by  the  station  15  17 

SALES  DEVELOPMENT -SALES  PROMOTION 

1.  Prepare  general  presentation  on  behalf  of  market  150  39 

2.  Prepare  specific  presentations  for  specific  accounts  170  27 

3.  Compile  fact  sheets,  station  info  for  station  profile  151  32 

4.  Maintain  agency-advertiser  lists  for  station  mailings  129  35 

5.  Send  station  mailings  to  national  and  regional  prospects  59  33 

6.  Send  regular  representative  firm  mailings  to  prospects  74  43 

7.  Prepare  and  issue  material  on  the  value  of  spot  115  45 

8.  Conduct  trade  press  campaign  to  sell  medium  to  prospects 76  49 

9.  Attend  meetings  of  important  prospects  96  48 

SALES  SERVICE 

1.  Maintain  station  contact:  availabilities,  new  program  info  etc 193  11 

2.  Compile  and  package  station  info  for  the  salesmen  177  16 

3.  Update  sales  aids  as  soon  as  new  material  is  available  186  18 

4.  Handle  billing  and  collections  from  agencies 50  20 

5.  Advise  station  on  mood  of  buyers  and  market  145  37 

Figures  show  number  of  stations  evaluating  each  category. 


Cood 

Unimportant 

32 

8 

28 

14 

48 

41 

38 

9 

41 

17 

34 

40 

30 

125 

14 

5 

12 

1 

18 

12 

34 

9 

58 

46 

57 

29 

35 

14 

65 

18 

39 

14 

10 

> ... 

11 

3 

7 

1 

26 

98 

26 

7 

that  the  services  most  closely  allied 
to  sales  are  the  most  necessary  to 
perform.  The  representative  operates 
at  a  national  and  regional  level,  and 
he  feels  the  corollary  functions  of  his 
selling  should  similarily  be  at  na- 
tional and  regional  levels.  Though 
they  oblige  when  called  upon  for  such 
services  as  advice  on  ad  layouts,  the 
general  opinion  is  that  matters  of  this 
class  should  be  handled  by  the  sta- 
tion's own  promotion  and  publicity 
people  or  the  local  ad  agency.  Though 
there  were  exceptions,  the  thinking 
of  the  majority  of  stations  seems  in 
agreement. 

"Representatives  should  participate 
fully  in  the  sale  of  the  station,  but 
never  in  day-by-day  management," 
says  Robert  J.  Mcintosh,  station  man- 
ager   of    WWJ,    Detroit,    Michigan. 


And  J.  R.  Covington,  v.p.  WBT, 
WBTV,  Charlotte,  N.  C,  is  even  more 
succinct:  "Advice  and  counsel  in 
every  appropriate  field  is  important, 
but  subordinate  to  selling." 

Closer  contact  between  agency  and 
representative  as  the  necessary  basis 
for  any  services  was  frequently  men- 
tioned. "Constant  contact  with  all 
salesmen  of  reps  is  paramount,"  ac- 
cording to  Leslie  L.  Kennon,  v.p. 
KWTO  Springfield,  Mo.  And  Don 
White,  National  Sales  Manager, 
WBNS  Columbus,  Ohio,  adds  "I  be- 
lieve the  rep  and  station  are  part- 
ners and  should  aid  each  other  to 
benefit  each  group  with  the  other's 
experience." 

Recognition  of  the  need  for  a  two- 
way  flow  of  information  was  shown 
in  many   of  the  comments  received. 


"Stations  must  provide  reps  'on  the 
scene  information'  and  do  their  share 
of  work  to  wrap  up  new  accounts. 
Total  media  responsibility  is  not  the 
rep's  alone.  A  rep  is  a  key  man  on 
station  sales  staff  and  he  needs  in- 
formation," says  Sterling  E.  Zimmer- 
mann,  general  manager  KUNO,  Cor- 
pus Christi,  Texas." 

Herman  Livingston,  station  man- 
ager, KILO,  Grand  Forks,  N.  D.  is 
more  specific.  "One  point  I  have  al- 
ways felt  strongly  about,  which  I 
don't  believe  was  mentioned  in  this 
survey,  and  that  is  the  rep  keep  the 
station  posted  about  campaigns.  The 
stations  should  be  constantly  digging 
this  info  out,  but  a  timely  tip  from 
the  rep  who  has  a  lead  on  a  national 
spot  campaign  can  help  both  the  sta- 
( Please  turn  to  page  70) 
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'Hybrid'  commercials  test  the  best 


^    Schwerin  research  shows  combination  of  live  action 
and  animation  generally  better  than  either  used  alone 

^    Yet  89%  of  all  tv  commercials  were  live  action  in 
1958,  a  rise  of  6%  over  1955  despite  lowered  impact 


prefer.  Last  year's  favorite  type  was 
live  action,  accounting  for  89%  of 
all  network  commercials.  The  "hy- 
brid" commercial  was  only  one-tenth 
as  popular — accounting  for  only  3% 
of  all  commercials. 

Paradoxically,  there's  also  a  trend 
away  from  the  "hybrid"  commercial. 
In  other  words,  the  commercial  type 
that  has  the  best  chances  of  efficiency 
is  being  overlooked  more  and  more. 

In  1955,  for  example,  the  "hybrid" 
commercial's  share  of  the  industry 
was  60%  higher  than  in  1958.  Four 
years  ago,  one  out  of  eight  commer- 
cials was  of  the  "hybrid"  type;  but 
last  year,  only  one  in  12  commercials 
combined  live  action  with  animation. 

An  explanation  for  this  apparent 
contradiction  may  be  that  in  1955 
live  action  commercials  were  the  most 
efficient  type,  and  the  habit  of  making 


; 


^%lthough  tens  of  millions  of  dol- 
lars were  spent  on  making  commer- 
cials in  1958.  surprisingly  little  was 
spent  to  either  test  commercials  that 
were  aired — or  to  pre-test  commer- 
cials before  they  were  produced. 

Last  year  saw  the  greatest  growth 
of  live  action  to  date,  with  action 
and  demonstration  dominating  close 
to  nine  out  of  10  commercials;  only 
11%  of  1958's  commercials  were  esti- 
mated to  have  used  animation. 

There  is  some  tendency  to  think 
about  live  action  and  animation  in 
either/or  terms.  Yet  according  to  a 
Schwerin  study  based  on  some  350 
tv  commercials  aired  in  1958  the 
most  effective  were  the  "hybrid"  com- 
mercials combining  both  live  action 
and  animation. 

Here's  what  Schwerin  discovered: 

•  The  average  "hybrid"  commer- 
cial in  1958  was  almost  twice  as  ef- 
fective as  the  average  live-action 
commercial. 

•  The  "hybrid"  commercial  also 
scored  in  effectiveness  several  times 
higher  than  the  animated  commercial. 

These  conclusions  are  based  on 
Schwerin's  competitive  preference 
measurements  (see  chart)  which 
measure  audience  desire  for  a  prod- 
uct before  exposure  to  the  commer- 
cial and  then  again  after  exposure. 
Under  test  conditions  described  be- 
low, Schwerin  scores  commercials  on 
their  ability  to  increase  an  audience's 
wants  for  a  particular  product. 

Last  year,  "hybrid"  commercials 
averaged  a  score  of  15.6,  while  live 
action  commercials  averaged  8.2  and 
straight  animation  earned  onlv  1.1 
I  Note:  the  small  size  of  the  anima- 
tion sample  may  render  this  figure 
insignificant.) 

What's  interesting  is  this:  while 
Schwerin  regards  the  "hybrid"  com- 
mercial as  the  most  efficient  type,  it  is 
not  the  type  that  agencies  and  clients 


commercials  in  pure  live  action  has 
been  perpetuated. 

According  to  Schwerin  studies  of 
commercial  effectiveness  in  1055. 
live  action  commercials  led  with  a 
competitive  preference  ineasiiremenl 
of  11.3,  followed  b\  animated  com- 
mercials with  7.4,  while  the  "hybrid" 
commercial  lagged  with  6.1. 

//  these  studies  are  valid,  then  com- 
mercials now  are  being  produced  ac- 
cording to  a  point  of  view  that  was 
good  four  years  ago,  but  no  longer 
applies  today. 

And  what's  equalh  important  is 
that  from  1955  to  1958.  several  new- 
production  techniques  were  intro- 
duced which  made  the  combination 
of  live  action  and  animation  far 
simpler  for  simultaneous  use  in  the 
same  scene:  rotoscope,  infra-red  proc- 
ess and  aerial  image  systems. 

But  a  word  of  caution  about  one 
l\pe  of  commercial  versus  another  is 
in  order.  "Let  me  make  it  clear  that 
Schwerin  does  not  advocate  the  hv- 
brid  live-plus-  animation  approach  as 
a  panacea  or  preferred  technique," 
warns  John  V.  Roberts,  senior  writ- 
er/analyst for  Schwerin  Research 
{Please  turn  to  page  48) 


TESTS  SHOW  CHANGED  IMPACT 


CZD 


1955 


=  1958 


11.3 


LIVE-ACTION 


LIVE  &   ANIMATION 


ANIMATION 


INDEX:  Schwerin  Research  Corp.   Competitive  Preference  Measurements. 
•Animation   sample  may  be  too  small  to  be  significant. 
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One  Station  Sells  Big 
Booming  Ohio  Valley 


Pacemaker  of  progress  is  the  Titanium 
Metals  Corporation  of  America.  Its  To- 
ronto, Ohio,  plant— in  the  WTRF-TV  area 
— is  the  world's  first  plant  designed  and 
instrumented  specifically  for  rolling  and 
forging  Titanium  mill  shapes.  The  highly 
skilled  employees  of  TMCA  at  Toronto 
are  more  reasons  why  the  WTRF-TV  mar- 
ket is  a  super  market  for  alert  advertisers 
...  a  market  of  425,196  TV  homes,  where 
2  million  people  have  a  spendable  income 
of   $2l/2    billion   annually. 

For  complete  merchandising  service  and 
availabilities,  call  Bob  Ferguson,  VP 
and    General    Mgr.,    at    CEdar    2-7777. 

National  Rep.,  George  P.  Hollingbery  Company 


lit rf  Iw 


Wheeling  7,  West  Vo.^^ 

316,000  watts    NBC     ne,work  color 


National  and  regional  spot  buys 
in  work  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

Stephan  Distributing  Co.,  Fort  Lauderdale,  Fla.,  is  planning  a 
campaign  in  16  major  markets  for  its  hair  tonic.  Buying  is  not  yet 
completed,  but  spots  will  be  on  film,  and  minutes  will  be  used  pri- 
marily. Frequency  will  depend  upon  the  market.  The  buyer  is  Steve 
Semons;  the  agency,  Cunningham  &  Walsh,  New  York. 

Peter  Paul,  Inc.,  Naugatuck,  Conn.,  is  kicking  off  a  campaign  in 
top  markets  for  its  Peter  Paul  Mounds.  The  schedules  start  this 
month,  run  for  12  weeks.  Minutes  and  chainbreaks  during  night- 
time slots  are  being  purchased.  Frequency  depends  upon  the  market. 
The  buyers  are  Herb  Werman  and  Jim  Kearns;  the  agency  is  Dancer- 
Fitzgerald-Sample,  Inc.,  New  York. 

Procter  &  Gamble  Co.,  Cincinnati,  0.  is  extending  its  campaign 
into  10  additional  markets  for  its  Duncan  Hines  cake  mixes.  The  new 
schedules  began  5  January,  will  run  for  52  weeks.  20's  will  be  used 
in  nighttime  segments  only.  Frequency  will  vary  according  to  the 
market.  The  buyer  is  Joe  Burbeck;  the  agency  is  Compton  Adver- 
tising, Inc.,  New  York. 


RADIO  BUYS 

C.  La  Rosa  &  Sons,  Brooklyn,  N.  Y.,  has  scheduled  a  campaign  to 
promote  their  macaroni  products.  New  campaign  will  kick  off  15 
January.  Frequency  will  depend  upon  the  market,  will  vary  from 
market  to  market.  Minutes,  10's  and  participations  are  being  slotted 
for  daytime  and  nighttime  periods.  The  buyer  is  Vince  Daraio;  the 
agency  is  Hicks  &  Greist,  New  York. 

Sterling  Silversmith  Guild  of  America,  New  York,  is  scheduling 
a  campaign  to  promote  the  use  of  sterling  in  the  top  40  markets. 
The  campaign  kicks  off  19  January,  will  run  alternate  weeks  for  30 
weeks.  Minute  e.t.s  are  being  used.  Frequency  will  vary  from  mar- 
ket to  market.  The  buyer  is  Bernie  Basmussen ;  the  agency  is  Fuller 
&  Smith  &  Boss,  New  York. 

Duffy-Mott  Co.,  Inc.,  New  York,  is  entering  major  markets  to  push 
its  Clapps  Baby  Food.  The  10-week  campaign  starts  this  month. 
Minutes  during  daytime  periods  are  being  used;  frequency  depends 
upon  the  market.  The  buyer  is  Steve  Suren;  the  agency  is  Sullivan, 
Stauffer,  Colwell  &  Bayles,  Inc.,  New  York. 

Liggett  &  Myers  Tobacco  Co.,  New  York,  is  going  into  various 
markets  for  its  Oasis  Menthol  cigarettes.  The  schedules  kick  off 
this  month,  run  for  eight  to  20  weeks,  depending  upon  the  market. 
Frequencies  vary  from  market  to  market.  Minutes  during  both  day- 
time and  nighttime  segments  are  being  aired.  The  buyer  is  Virginia 
Conway;  the  agency  is  McCann-Erickson,  Inc.,  New  York. 
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THE  NBC 
RADIO  NETWORK 

keeps  America  on  top  of  th? 
latest  happenings  the  whole 
world  over  with  fast,  accurate, 
dramatic  news,  flashed  by  400 
NBC  News  correspondents  sta- 
tioned in  70  nations. 

■  Every  hour,  throughout  the 
day  and  evening,  NBC  Radio's 
NEWS  OF  THE  HOUR  pre- 
sents a  complete  news  summary, 
featuring  on-the-spot  reports. 

>  At  all  times,  NBC's  HOT 
LINE  is  on  the  alert,  standing 
by  to  switch  listeners  right  to 
the  scene  of  big  news,  wherever 
it  happens,  whenever  it  happens. 

■  NBC  News  is  constantly  at 
work  on  special  background  re- 
ports that  give  full  perspective 
on  the  headline  of  the  moment. 

This  is  the  kind  of  news-coverage 
that  the  American  public  relies 
upon  network  radio  to  bring 
them- the  kind  that  only  a  net- 
work can  bring  them.  This  is  the 
kind  of  coverage  they  know  they 
will  always  find  on  an  NBC 
Radio  station. 

For  complete  on-the-spot  cover- 
age, all  year  long,  around  the 
world,  America  turns  to  the  sta- 
tions of  the  NBC  Radio  Network. 


NCS  No.  3  gives  WWW  doylimt  weekly  cir- 
culation in  86,090  homel,  nighttime  weekly 
in     106.130    homes    in    36    Michigan    counties. 


,u7Ae SJetyt  IFtaticnb 

WKZO  TV  —  GRAND   RAPIDS  KALAMAZOO 

WKZO   RADIO  —  KAIAMAZOO  BATTLE    CREEK 

WJEF    RADIO  —  GRAND   RAPIDS 

WJEF  FM —  GRAND   RAPIDS  KALAMAZOO 

WWTV  —  CADILLAC.    MICHIGAN 

KOLN  TV  —  LINCOLN,    NEBRASKA 


oied  • 


WWTV,  Cadillac,  covers  more  area  and 
reaches  more  people  in  Northern  Lower  Michigan 
than  any  other  medium,  including  TV,  radio 
and  newspapers! 

In  fact,  you'd  have  to  use  13  newspapers 
and  16  radio  stations  to  approach  WWTY's 
coverage! 

Popularity?     Pulse  rates  WWTV  "tops" 
in  152  of  168  quarter-hours  surveyed! 

Add  WWTV  to  your  WKZO-TV  schedule 

and  get  all  the  rest  of  outstate  Michigan  worth 
having.     If  you  want  it  all,  give  us  a  call! 


WWW 


316,000  WATTS    •    CHANNEL    13    •    1282'   TOWER 
CBS   and  ABC   in   CADILLAC 

Serving   Northern  Lower  Michigan 


WITH  THE 


/  Inter  x 
Mountain 

Network 

HEADQUARTERS:         SALT    LAKE    CITY 


THE  NATION'S  MOST  SUCCESSFUL  REGIONAL  NETWORK 


Intermountain   Network  Affiliate 

KMON 

GREAT  FALLS,  MONTANA 
5,000  WATTS  AT  560 


IS 


FIRST 


* 


In  the  15  counties  that  is 
prosperous  Montana 


"PULSE— Feb.,   1958 


DENVER       -      CONTACT   YOUR    AVERY-KNODEL   MAN 


TV  STILL  GOES   THATAWAY 

(Cont'd  from  page  33) 

Networks  and  producers  anticipate 
this,  too,  since  it  happens  every  year. 
They  are  readying  some  new  ones. 

At  ABC  TV,  for  example,  a  new 
half-hour  show  titled  Alcoa  Presents 
begins  on  Tuesday,  20  January  at 
10  p.m.  This  is  a  Collier  Young  pro- 
duction which  originally  was  to  be 
titled  One  Step  Beyond.  Sometime 
this  spring,  the  same  network  will 
debut  an  adventure  series  called  The 
Alaskan,  certainly  a  timely  title  in 
view  of  our  49th  state. 

On  NBC  TV.  the  new  Jack  Webb- 
produced  D.A.'s  Man  has  already 
made  its  debut,  will  be  seen  weekly 
on  Saturdays  at  10:30  p.m.  Music 
Show  Starring  Buddy  Bregman  starts 
Sunday,  11  January  in  the  7:30  p.m. 
slot  on  the  same  network.  During 
this  spring  NBC  TV  will  carry  four 
special  musical  shows  as  the  Tele- 
phone Hour. 

At  CBS  TV,  one  new  show7  is 
already  on,  another  coming  up  soon. 
Rawhide,  an  hour-long  Western  pro- 
duced by  Charles  Marquis  Warren 
took  over  in  the  Friday  8  to  9  p.m. 
slot  on  2  January,  replacing  Jackie 
Gleason.  Starting  15  February,  the 
network  will  introduce  a  half-hour 
mystery-detective  stanza  titled  Rich- 
ard Diamond,  Private  Detective  to 
take  over  on  Sunday  nights  at  10. 

Meanwhile,  the  film  producers  are 
busy  on  the  coast  developing  or 
getting  set  to  develop  new  properties 
in  anticipation  of  still  more  casualties 
in  the  current  network  tv  lineup. 
Script-buying  is  active,  and  a  num- 
ber of  producers  are  even  going 
ahead  beyond  pilot  films  into  actual 
production. 

Of  course,  there  are  some  actual 
commitments  spurring  the  activity.  A 
large  Amoco  regional  deal  with  CBS 
Film  has  already  prompted  producer 
Sam  Gallu  into  purchasing  scripts  for 
the  series  Border  Patrol.  Syndication 
possibilities  are  also  resulting  in  work 
on  such  properties  as  Stake-Out  at 
Screen  Gems,  Bold  Venture  and  Lock- 
Out  at  Ziv,  Third  Man  series  at  NTA, 
The  Veil  at  Hal  Roach  studios  for 
NTA,  and  Fate  by  Gross-Krasne- 
Sillerman  productions. 

Other  shows  at  the  point  of  script- 
ing or  production  are  Peck's  Bad 
Girl,  a  taped  series  for  CBS  TV,  Town 
Tamer  by  Don  Fedderson,  Man  of 
The  House  by  Peter  Lawford.        ^ 
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THE  NBC 
RADIO  NETWORK 

is  on  the  spot— whatever  the 
season,  whatever  the  sport - 
bringing  America  one  exciting 
first-hand  report  after  another. 
Baseball  and  boxing,  tennis  and 
track,  horse-racing,  sailboat-rac- 
ing, golf -even  bocchi- they're 
all  part  of  the  jampacked  NBC 
schedule.  Each  season  there  are 
specials  like:  the  Rose  Bowl 
Game,  the  World  Series,  the 
U.  S.  Open  Golf  Tournament, 
Forest  Hills'  Tennis  Champion- 
ships, in  fact,  just  about  even- 
major  event  of  the  year.  Week- 
end games  and  special  features 
on  monitor,  interviews,  sports 
roundups,  and  the  Friday  night 
fights  complete  the  schedule. 

For  sports-loving  America, 
here's  week-in,  week-out  on-the- 
spot  reporting  that  only  a  net- 
work could  provide. 

For  complete  on-the-spot  cover- 
age, all  year  long,  around  the 
world,  America  turns  to  the  sta- 
tions of  the  NBC  Radio  Network 


'HYBRID'    COMMERCIALS 

( Cont'd  from  page  43 ) 

Corp.  "We  would  not  be  able  to  rec- 
ommend one  technique  over  the  oth- 
er. These  results  are  not  based  on 
structured  tests  in  which  the  same 
commercial  is  tested  in  two  versions. 
They  are  all  based  on  statistical  aver- 
ages, and  are  subject  to  all  the  reser- 
vations one  can  make  about  mixing 
apples  and  oranges  in  data." 

However,  Roberts  observed:  "Yet 
the  so-called  'hybrid'  commercials 
scored  some  outstanding  successes  in 
1958." 

What  are  some  familiar  examples 
of  what  is  meant  by  the  "hybrid" 
commercial? 

A  familiar  use  is  for  the  remedy 
formula,  where  an  animated  section 
within  a  live-action  opening  and  clos- 
ing illustrates  the  reasons  why. 

Everyone  recalls  the  commercials 
of  Anacin,  Bufferin  and  many  other 
products  starting  with  a  live  subject 
with  a  complaint,  going  on  to  an  ani- 
mated "plumbing"  sequence  of  the 
human  body,  and  returning  to  the 
live  subject  who  has  obtained  relief. 

This  type  of  commercial  is  so  fa- 
miliar as  to  raise  a  smile  along  Madi- 


son Avenue — yet  it  is  one  of  the  few 
product  groups  that  have  shown  a 
steady  increase  in  commercial  effec- 
tiveness in  Schwerin  tests. 

This  kind  of  commercial  is  a  "hy- 
brid" type  using  the  hard  sell,  and 
there  are  also  hybrid  examples  using 
the  opposite  approach,  the  soft  sell, 
where  animation  is  added  to  live 
action  for  its  pleasure  and  entertain- 
ment values. 

Pet  Milk  commercials  are  an  ex- 
ample of  this.  For  several  years,  Pet 
used  a  series  of  live  action  commer- 
cials presenting  recipes  and  featuring 
appealing  close-ups  of  food.  Then 
Pet  became  aware  of  Schwerin  stud- 
ies on  the  "hybrid"  type  of  commer- 
cial and  tried  a  new  campaign  that 
integrated  UPA-produced  cartoons 
with  live  action.  Subsequent  Schwer- 
in tests  showed  an  increase  in  effec- 
tiveness that  also  gave  Pet  an  edge 
on  the  commercials  of  competing 
brands. 

Scott  Tissue  is  another  product 
that  discovered  the  advantages  of  the 
"hybrid"  commercial.  When  high- 
style,  wash  drawings  were  added  to 
their  formerly  all-live  commercials, 
an  immediate  result  was  added  effec- 
tiveness.    Scott  subsequently  applied 


PRESCRIPTION 


To  Eliminate  F&SJV  Headaches 

If  the  billion  dollar  Fresno  and  San  Joaquin 
Valley  gives  you  buyers'  headache  or  various 
other  assorted  ills,  eliminate  the  pain,  the 
strain,  by  using  KJEO-TV  the  all  family  TV  sta- 
tion. With  a  choice  selection  of  ten,  twenty,  and 
sixty  second  avails  in  addition  to  program, 
KJEO-TV  has  solved  many  buyers'  problems.  It 
could  solve  yours.  Call  your  H-R  man  today. 


the  "hybrid"  formula  to  a  number 
of  other  commercial  campaigns,  and 
was  able  to  retain  the  added  measure 
of  preference. 

A  natural  question,  in  view  of  these 
successes  with  the  "hybrid"  commer- 
cials, is  this:  Why  don't  more  adver- 
tisers try  to  combine  live  action  with 
animation? 

Four  reasons  why  animation  has 
been  overlooked  are  given  by  John 
Roberts:  "First,  there  has  been  a 
trend  away  from  animation,  occa- 
sioned by  disillusion  over  the  less 
than  perfect  imitators  of  the  UPA 
pioneers.  Second,  animation  is  in 
itself  a  more  costly  process  than  live 
action.  Third,  the  reaction  against 
animation  has  been  fed  by  the  hard 
sell  philosophy  that  followed  in  the 
wake  of  the  late  recession.  This  feel- 
ing might  be  summarized  as  the 
'You-can't-sell-cars-with-cartoon-cats' 
school  of  thought." 

Briefly,  the  method  used  by 
Schwerin  in  testing  commercials  is 
to  measure  audience  desire  for  a 
specific  brand  both  before  and  after 
exposure  to  a  commercial  for  the 
product.  The  increased  preference 
after  exposure  to  the  commercial  is 
measured,  and  this  score  is  the  basis 
of  the  charts  shown  (page  43). 

Known  as  the  Competitive  Prefer- 
ence Test,  the  method  used  by 
Schwerin  begins  with  an  audience 
of  350  selected  by  direct  mail.  A  de- 
tailed questionnaire  establishes  the 
standard  characteristics  of  the  audi- 
ence: sex,  age,  education,  rental 
group  and  other  factors. 

Then  a  list  of  leading  brands  of  a 
particular  product  is  presented  and 
the  subjects  are  asked  to  select  which 
brand  they  would  prefer  if  they  were 
to  win  the  drawing  that  follows.  A 
kinescope  program  is  then  shown  con- 
taining commercials  of  the  brand 
being  tested.  A  second  list  of  brands 
is  then  presented  with  preferences 
called  for  again. 

The  basis  of  the  test  is  a  compari- 
son of  results  before  and  after  ex- 
posure to  the  commercials.  It  is  not 
important  whether  this  preference 
range  is  high  or  low,  since  this  is 
largely  an  indication  of  the  brand's 
share  of  market.  What  is  important 
is  the  difference  measured  between 
the  first  test  and  the  second  test.  This 
difference  is  expressed  in  numbers  as 
a  Competitive  Preference  Measure- 
ment. ^ 
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SPONSOR 


10   JANUARY    1959 


THE  NBC 
RADIO  NETWORK 

this  month  launched  image 
Russia.  For  four  consecutive 
weeks,  four  nights  a  week,  an 
hour-and-a-half  each  night, 
image  Russia  is  exploring  every 
aspect  of  Soviet  life.  Listeners 
hear  the  actual  voices  of  Russia's 
leaders,  of  people  who  have 
traveled  in  the  USSR.  They  visit 
the  theatres,  laboratories,  labor 
camps.  They  hear  from  Amer- 
ican Communists  and  from 
former  Communists  who  fled 
Russia  for  the  West.  After  a 
complete,  objective,  factual  anal- 
ysis, they  will  be  able  to  draw  in- 
formed conclusions  of  their  own. 

Through  special  broadcasts  like 
image  Russia,  and  regularly- 
scheduled  programs  like  night- 
line,  monitor,  meet  the  press, 
and  the  national  farm  and 
home  hour,  NBC  Radio  keeps 
America  informed.  In  1958 
alone,  NBC  audiences  heard: 

Secretary  of  Agriculture  Benson 
on  farm  problems.  Nehru  on  the 
8th  anniversary  of  the  Indian 
Republic.  Senator  John  Ken- 
nedy on  education.  Vice  Presi- 
dent Nixon  on  his  South  Ameri- 
can trip.  Ghana's  Prime  Minis- 
ter Nkrumah  on  the  future  of 
Africa's  newest  country. 

Only  a  radio  network  could  offer 
public  affairs  coverage  of  such 
immediacy  and  magnitude. 

For  complete  on-the-spot  cover- 
age, all  year  long,  around  the 
world,  America  turns  to  the  sta- 
tions of  the  NBC  Radio  Network. 
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SOR 


BUT  FOR  EVERY  TIMEBUYER 
THERE  ARE  TEN  OTHER  DECISION 
MAKERS  BEHIND  THE  SCENES 
WHO  READ  SPONSOR  AS  WELL 


Rarely  indeed  does  one  man  alone  determine  when  and 
where  to  place  radio  or  TV  business.   That's  why 
it  makes  sense  to  reach  every  decision  maker  possible 
with  your  message  because  every  voice  that  helps 
to  finalize  a  sale  should  know  your  story. 

It's  the  chief  reason  your  advertising  will  do  so 

well  in  SPONSOR.    SPONSOR  reaches  almost  everybody 

who  is  anybody  in  air.   All  the  timebuyers,  of  course, 

but  more  decision  makers,  too,  at  every  level  (in 

both  the  agency/advertiser  category)  than  any 

other  broadcast  publication. 

Proof? 

Fair  enough! 

SPONSOR  is  the  only  broadcast  publication  that 
offers  a  complete  circulation  breakdown  BY  JOB 
CLASSIFICATIONS— listing  the  exact  number  of 
subscribers  (with  their  names  and  titles)  at  every 
management  level.  We'll  be  happy  to  show  it  to  you 
at  your  convenience  and  prove  beyond  doubt  that 
SPONSOR  reaches  more  teams  that  buy  time  than  any  othei 
book  in  the  field. 


RONSOR 


the  TEAM  that  buys  the  TIME 


RATINGS:  TOP  SPOl 


Top  10  shows  in   10  markets 
Period:  5-12  November,  1958 

TITLE,    SYNDICATOR,    SHOW    TYPE 


Highway  Patrol 

ii  v      I  Adventure  I 


Sea  Hunt 

ii  v      (Adventure  I 


Death  Valley  Days 

us.  borax      (Western) 


Sheriff  of  Cochise 

nta       (Western) 


Silent  Service 

cnp      (Adventure) 


Whirlybirds 

cbs     (Adventure) 


Twenty-Six  Men 

abc    (Western) 


State  Trooper 

mca     (Adventure) 


Mike  Hammer 

mca     (Mystery) 


MacKenzie's  Raiders 

*iv      (Western) 


National 
average 


21.5 


19.1 


18.9 


17.1 


16.7 


16.5 


16.4 


15.8 


15.5 


14.8 


7-STATI0N 
MARKETS 


16.8      12.2 

urca-tv        kttv 
7 :00pm    9:00pm 


34.3      12.4 

wcbs-tv    krca-tv 
10:30pm   10:00pm 


11.2      12.9 

urca-tv    krca-tv 
7:00pm     7:00pm 


6.3       13.4 

wnew-tv        kttv 
00pm     8:30pm 


3.7       11.2 

wpix-tv    krca-tv 
9:30pm    7:00pm 


2.2        9.7 

wpix-tv     khj-tv 
S  :00pm     7:30pm 


10.9 

krca-tv 
7:00pm 


11.3      5.9 

wrca-tv     khj-tv 
10:30pm    8:00pm 


18.4     13.2 

wrca-tv     krca-tv 
10:30pm   10:30pm 


5.3      10.9 

wcbs-tv       kttv 
7:30pm     8:00pm 


6-STA. 
MARKET 


21.5 

kron-tv 
6:30pm 


23.9 

kron-tv 
7  :00pm 


6.5 

ktuv-tv 
7  :30pm 


11.5 

kron  -  tv 
7:00pm 


9.5 

ktuv-tv 
7:00pra 


12.5 

kgo-tv 
9:00pm 


17.2 

kron-tv 
10:30pm 


16.2 

kpix-tv 
10:00pm 


5-STA. 
MARKET 


25.2 

komo-tv 
7:00pm 


13.4 

king-tv 

in  mi 


24.5 

king-tv 
:  00pm 


28.0 

king-tv 
7:00pm 


4.5 

ktnt-tv 
7  :30pm 


13.2 

komo-tv 
7:ii0pm 


6.5 

ktnt-tv 
8  :30pm 


21.5 

king-tv 
9:00pm 


16.2 

komo-tv 

i:  : 


4-STATION    MARKETS 


Chicago    Detroit       Milw.       Mnpls.       Phila.         Wash. 


13.9     24.2     19.9      23.7     16.5     17.5 

wgn-tv      wjbk-tv      wtmj-tv      kstp-tv      uirv-tv      WtUp-tV 
9:30pm      7:00pm      9:30pm     9:30pm     10:30pm     7:00pm 


27.8     13.5       7.9       11.5      8.9 

wjbk-tv    wisn-tv    wtcn-tv     wcau-tv     wmal-tv 
10:30pm    9:00pm     9:00pm     7:30pm     10:00pm 


9.2      17.9     10.2      29.0     15.5     16.5 

wgn-tv      wwj-tv      wisn-tv    wcco-tv      wrcv-tv      wrc-tv 

9:30pm      7:00pm     9:30pm     9:30pm     7:00pm     7:00pm 


7.5      13.0 

cklw-tv     wisn-tv 
10:30pm    9:00pm 


11.9     17.9 

wcau-tv     wrc-tv 
6:30pm     7:00pm 


14.5 

wnbq-tv 
9:30pm 


12.5     17.9 

wfil-tv    wmal-tv 
6 :30pm     7  :00pm 


12.2 

wgn-tv 
9:00pm 


29.5      19.5      8.2      10.5 


wtmj-tv 
9:30pm 


kstp-tv     wcau-tv     wttg-tv 
9 :30pm     1 :00pm     7 :00pm 


14.9     17.9     11.5       6.9     16.2     15.2 

wgn-tv     wxyz-tv     wisn-tv     wtcn-tv     wrcv-tv    wmal-tv 
8:00pm     7:00pm     9:00pm     3:00pm     7:00pm     6:30pm 


8.9       6.5      27.2      20.5     14.9      8.9 

wgn-tv     cklw-tv     wtmj-tv     kstp-tv     wrcv-tv     wmal-tv 
9:30pm    10:00pm    9:30pm     9:30pm      7:00pm     9:30pm 


15.5      7.5 

wgn-tv     cklw-tv 
9:30pm    10:00pm 


10.0     15.2     14.5 

WCCO-tV      wcau-tv      wrc-tv 
10:30pm    8:00pm    10:30pm 


20.2     14.9      7.2       16.0     11.5     11.5 

wnbq-tv    wxyz-tv     wisn-tv     kstp-tv      wrcv-tv     wtop-tv 
9:30pm     7:00pm     9:30pm     9:30pm     10:30pm     7:30pm 


Atlanta       Bait. 


24.5     20.3     1 

waga-tv    wmar-tv    wll 
9:00pm     7:00pm     7  | 


13.7     17.8     lit 

wsb-tv     wbal-tv    wlM 
10:30pm   10:30pm  loL 


23.8     1 

wjz-tv     w 
7:3pm      10 


24.9 

wsb-tv 
7:00pm 


12.8     22 

wbal-tv  we 
10:30pm  7,u 
I 


29.5     13.8     1 


wsb-tv      wjz-tv 
7:00pm     8:00pm 


12.2 
wlw-a 
7:00pm 


12 


15.8     It 


wbal-tv 
10:30pm  1C 


6.3 

w  hv  -  a 
11:00pm 


l 

Tm 


9.3 


bal-tv    wb 
:00pm     61 


Top   10  shows  in  4  to  9  markets 

_ 

U.  S.  Marshall 

nta     (Western) 

16.3 

15.3      12.7 

wrca-tv       kttv 
10:30pm    7:00pm 

13.5 

kron-tv 

7  :00pm 

12.2                               12.4 

ubkb-tv                                     kstp-tv 
9:00pm                                         10:30pm 

Rescue  8 

screen  gems     (Adventure) 

14.7 

7.4 

krca-tv 
7:00pm 

11.2 

kron-tv 
6 :30pm 

23.5 

king-tv 

7:30pm 

1 
\ 
7 

.5 

•PC 

Cray  Chost 

cbs      (Adventure) 

13.8 

2.7 

wpix-tv 
li  :30pm 

4.9 

wgn-tv 

9:00pm 

9.7       7.3     J 

waga-tv      wjz-tv     9 
7 :30pm     9 :30pm     7 

5 

Patti  Page 

screen  gems     (Musical) 

13.8 

2.3 

ktuv-tv 
10:00pm 

' 

7 

Citizen  Soldier 

flamingo     (Adventure) 

13.6 

8.7 

kttv 

7  :30pm 

9.5 

kgo-tv 
9 :30pm 

15.7 

king-tv 
7:00pm 

14.2                                                    18.2 

wnbq-tv                                                                                   wton   tv 
9:30pm                                                                       10:30pm 

1 

2 

Dr.  Hudson 

mca     (Drama) 

13.1 

6.3 

kttv 
9:30pm 

12.0 

kron-tv 
10:30pm 

4.7 

ktnt-tv 
8:30pm 

16.7      6.5 

wwj-tv      witi-tv 
10:30pm    5:30pm 

.2 

Jim  Bowie 

abc      (Western) 

12.6 

4.2 

vnew-tv 
10:00pm 

5.5      15.2     12.9 

kmsp-tv     wrcv-tv     wttg-tv 
8:30pm     7:00pm     7:00pm 

13.5 

wjz-tv 
.3 :00pm 

Colonel  Flack 

cbs      (Mystery) 

12.5 

0.9       5.4 

wpix-tv       kttv 
9:00pm     8:00pm 

14.2 

wrc-tv 
10:30pm 

Big  Story 

flamingo    (Drama) 

12.0 

2.8       3.2 

wnew-tv    ktla-tv 
9:30pm    7:00pm 

11.9 

kron-tv 
6:30pm 

9.2                                          11.5 

wjbk-tv                                                       wttg-tv 
7:00pm                                                      10:30pm 

32.2 

waga-tv 
m  80pm 

Frontier 

cnp     (Western) 

12.0 

7.2 

kgo-tv 

6.5       7.9       9.2 

wnbq-tv      wwj-tv      witi-tv 
6:00pm     4:30pm     5:00pm 

— 

Films  listed  are  syndicated,  V*  hr.,  Vz  hr.  an 
space  indicates  film  not  broadcast  in  this  ma 
lesser   extent   with   syndicated   shows.     This   si 

d  hr.  length,  telecast  in  four  or  more  markets    The    average  rating  is   an  unweighted   average  of  individual  market   ratings   listed 

-ket  5-12  Nov.  While  network  shows  are  fairly  stable   from   one  month   to  anothn    in   markets   in   which   they  are  shown,   this  is  true  tt 

ould    be   bome  in  mind  when   analyzing  rating  t  ends   from  one   month   to  another  In  this  chart.     If  blank,   show  was  not  rated  at  all 

■ 1 

1 

FILM  SHOWS 


3-8TATION    MARKETS 


Cleve.   Columbus  New  Or.  St.  Louis 


14.2     19.5    24.9     25.7 

wiw-tv    wbns-tv    wdsu-tv     ksd-tv 
8:00pm    8:30pm  10:00pm    9:30pm 


19.5     29.2    30.5      17.9 

kJ«  tv    wbns-tv   wdsu-tv    ktvl-tv 
;  00pm    7:30pm   9:30pm    9:30pm 


17.2     24.2 

kvu   iv    wbns-tv 
10:30pm    9:30pm 


30.9 

kmox-tv 

9:30pm 

25.5     15.5 


HWl-tV 

9  :30pm 


ktvl-tv 
9:30pm 


19.5 

"wjw-tv 

10:30pm 


9.4 

wdsu  -  tv 
3  :00pm 


18.2   26.5     18.5 

wtvn-tv    wdsu-tv    ksd-tv 
7:00pm  10  :00pm    9:30pm 


14.9     12.9 

uews-tv      wlw-c 
6:00pm    10:30pm 


11.9     17.9   20.5      17.5 


kyw-tv 

11 :30pm 


wtvn-tv   wdsu-tv     ksd-tv 
7:00pm  10:00pm    9:30pm 


11.4    18.9     22.9 

wtvn-tv    wwl-tv     ksd-tv 
10:30pm  9:30pm    10:00pm 


10.9     14.2    12.5 

wjw-tv    wbns-tv    wwl-tv 
7:30pm    7:30pm  10:OOpm 


17.2 

ksd-tv 
10:00pm 


18.2     16.9 

wwl-tv     ksd-tv 
fi  :30pm    9:30pm 


18.5 

wbns-tv 

7:30pm  ' 


11.7 

ksd-tv 
10:45pm 


14.5 

wwl-tv 
10:00pm 


16.2 

wdsu-tv 
10:00pm 


8.9 

kyw-tv 
7 :30pm 


24.5      14.2 

wdsu-tv    ksd-tv 

0  :30pm    9 :30pm 


23.5 

Urisil      tV 

0  :30pm 


2-STATION    MARKETS 


Birm.       Buffalo    Dayton        Prov 


36.8     23.0   29.3      17.3 

wbrc-tv    wgr-tv    whio-tv    wjar  tv 
9:30pm    10 :30pm  s  :30pm    10:80pm 


31.8     15.5    18.3     24.3 

wbrc-tv    wgr-tv    wlw-d     wpro-tv 
9:30pm    3:30pm  10  :30pm   10:30pm 


22.9   24.3     28.8 


wben-tv    wlw-d 
7:00pm    7:00pm 


wjar-tv 
7  :00pm 


31.2 

wgr-tv 
7:00pm 


36.5 

wben-tv 
10:30pm 


18.8 

wjar  tv 
7:00pm 


25.8      19.5 

wbrc-tv  wben-tv 
10:00pm    7:30pm 


16.8 

wpro-tv 
7:00pm 


35.3     23.5   27.8     19.8 

wbrc-tv    wgr-tv     wlw-d      wjar-tv 
9:30pm    10:30pm  7:00pm    7:00pm 


25.3     28.4   24.8 

wapi-tv  wben-tv   whio-tv 
8:00pm    7:00pm    7:00pm 


16.8     20.5 

wapi-tv     wgr-tv 
9:30pm    10:30pm 


36.3     22.5    23.8 

wbrc-tv  wben-tv    wlw-d 
8:30pm    7:00pm    7:00pm 


30.8 

wbrc-tv 

10:00pm 


13.3 

wlw-d 
0:00pm 

24.3 

wbrc-tv 

10:00pm 

27.3 

whio-tv 
7:00pm 

29.8 

whio-tv 
10:30pm 

10.5 

wpro-tv 
7 :15pm 

29.3 

whio-tv 
7:00pm 

20.8 

wbrc-tv 
10:30pm 

12.5 

wben-tv 

7:00pm 

19.3 

whio-tv 
7  30pm 

13.2 

wgr-tv 
11:30pm 


17.8 

wbrc-tv 

10:30pm 


'I  or  was  In  other  than  top  10.    Classification  as  to  number  o(   station!   In 
•  t  Is   Pulse's   own      Pulse   determines   number  by  measuring   which   sta- 
1  are  actually  received  by  homes  in  the  metropolitan  area  of  a  given  mar- 
even  though  slat  inn   Itself  may  be  outside  metropolitan  area  of  the  market. 


LATEST    ARB 

FOUR    WEEK, Oct. 15-Nov.ll  SURVEY 

Shows  WDEF-TV 

CHATTANOOGA 


fir** 


fit 


total  competitive  quarter  hrs . 

WDEF-TV  226 

Station      B  191 

Station     C         6 1 
Jk 
'*  mSI  fa  ffprime  viewing  hrs.  7- 11:15pm 

WDEF-TV    71 

Station      B  2  7 

Station     C         2  2 

in  facilities  too! 

telecasting     from 


first 


broadcast     cent 


The    BRANHAM    Company 


74th  MARKET-CHATTANOOGA 


As  format  controversy  conies  to  a  head,  SPONSOR  ASKS: 


What  constitutes  good  radio 


Three  station  men  discuss  con- 
troversial music-news  format  and 
describe  programing  techniques 
they  have  found  to  be  successful 
in    developing    audience    loyalty. 


Robert     W.     Frudeger,     president, 
WIRL,  Peoria,  Illinois 

The  factors  that  constitute  good 
sound  in  radio  today  are  as  varied  as 
the  personalities  that  you  meet  on  the 


Most  impor- 
tant single 
element  is 
continuity 


street,  but  there  are  a  few  common 
denominators.  First  take  music.  This 
is  the  one  radio  activity  that  attracts 
the  most  listenership.  The  important 
thing  here  is  to  establish  a  music 
policy  which  will  reflect  the  sound 
strived  for,  and  then  control  the  pol- 
icy! Call  it  "formula  music"  if  you 
will,  but  remember  there  are  thou- 
sands of  formulas,  all  of  which  can 
be   good   sound. 

The  second  denominator  is  News. 
All  of  the  factors  which  constitute 
good  news  reporting  must  be  in  evi- 
dence. Past  that,  good  sound  is 
achieved  with  creative  thinking  in  the 
news  department.  When  the  news 
people  get  the  idea  that  something 
besides  reporting  has  to  be  put  into 
newscasts  and  are  sold  on  the  thought, 
the  effects  are  electrifying.  Turn  them 
loose!  Any  idea  they  come  up  with 
should  be  mulled  over  and  at  least 
tried  on  tape  if  not  aired. 

Another  denominator  is  commer- 
cials— an  area  that  is  in  serious  need 
of  exploitation  by  the  radio  indus- 
try. Produced  on  tape  or  disc  and 
used  many  times,  a  commercial  adds 


vitality  to  the  sound.  It  can  be  hu- 
morous, dramatic,  loaded  with  sound 
effects,  two-voiced,  or  any  other  com- 
bination of  production  factors  at  the 
disposal  of  the  station,  but  if  it  is 
worthwhile  and  well  conceived,  there 
can  be  no  question  that  good  com- 
mercials add  to  good  sound. 

The  fourth  denominator  is  the  asso- 
ciated sounds.  Just  like  the  facets  in 
any  individual's  personality,  these 
will  vary  according  to  the  preference 
of  the  station  operator.  Station  identi- 
fication jingles,  sounds  that  constitute 
feature  openers — these  are  the  specific 
sounds  that  contribute  to  the  total 
sound  and  they  should  be  present  to 
the  extent  of  the  ingenuity  of  the  pro- 
duction staff  and  the  management. 

Station  promotions  help  constitute 
good  sound.  They  add  an  exciting 
flavor.  Whether  the  promotion  is 
hiding  money  or  recruiting  wheel 
chairs  for  a  hospital  is  of  little  sig- 
nificance at  the  moment,  but  the  treat- 
ment of  the  promotion  is  of  tremen- 
dous consequence.  The  regularity 
with  which  promotions  appear  on  the 
station  are  a  part  of  the  total  sound 
and  should  be  as  controlled  as  the 
music   policy. 

I've  reserved  the  sixth  denominator 
till  last  because  it  is  the  human  ele- 
ment that  cannot  be  completely  con- 
trolled. The  announcers  —  we  call 
them  "Music  Men",  at  WIRL,  are 
personalities  within  the  total  person- 
ality of  the  station.  A  policy  must  be 
formulated  for  music  men  to  operate 
with  consistency.  Their  attitude  of 
friendliness,  happiness,  and  their  per- 
sonable approach  to  the  listener  as  if 
she  or  he  were  the  only  listener,  make 
for  good  sound.  Music  men  of 
today  have  to  be  flexible.  They  are 
no  longer  a  "voice  personality."  They 
must  be  physically  exposed.  A  fast- 
moving,  aggressive  music  man  of  the 
current  era  is  always  looking  for  the 
opportunity  to  preside  at  a  record 
hop,  talk  before  a  local  group,  be  the 
first  one  to  give  the  pint  of  blood; 
under  no  circumstances  can  he  afford 
the  attitude  of  being  too  sophisticated 


for  any  situation  people  might  fine 
enjoyable,  provided  it  is  in  good  taste 
The  most  important  single  elemen 
in  good  radio  sound  is  continuity 
Radio  is  fast  becoming  a  functiona 
medium,  and  with  the  development  o'. 
smaller  and  smaller  receivers  has  be 
come  a  very  personal  medium.  As 
such  it  must  react  as  a  person.  Tin 
bright,  jovial,  understanding,  warn 
personality  of  the  friend  you  know 
is  always  an  enjoyable  experience 
Listeners  tune  in  because  they  know 
the  sound  they  can  generally  exped 
from  the  station.  The  day  has  Ion 
passed  when  management  can  blithely 
turn  the  sound  over  to  a  prograir 
director  and  concern  himself  with  tW 
mighty  problems  of  administration 
Sound  is  what  we  sell.  Sound  i; 
Radio.  It  is  our  only  link  with  oui 
listener  and  our  most  valuable  asset. 


Paul   Ruhle,  osst.  sales  manager,  WSIX 
Nashville,   Tennessee 

Voices  and  music  play  an  ex^ 
tremely  important  part  in  the  new 
WSIX  sound.  Voices  that  are  pleasanl 
and  have  a  personality  .  .  .  Voices 
that  can  "sell"  the  advertisers'  prod-i 
ucts  in  a  convincing  manner  with  ar 
authority  that  brings  listener  loyalty 

With  the  voices  goes  music  that  is 
not  in  an  offensive  vein.  Music  and 
its  selection  in  radio  today  has  be 
come  an  art.  Music  that  is  tailor-j 
made  for  the  audience  .  .  .  and  this 


Good  voices 
selective 
music,  skillful 
production 


calls  for  quite  a  change  in  selections 
programed  during  the  various  hours 
of  the  day.  Basically,  the  WSIX  Top 
Sixty:  standards,  million  sellers  and 
newest  releases  constitute  our  active 
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o sound? 


i 


in 


hi 


broadcast  music  library.  The  Top 
Sixty  is  not  based  on  retail  sales 
alone — although  sales  do  play  a  part 
in  selection  of  tunes.  The  WSIX 
Top  Sixty  includes  no  raucus  tunes 
that  would  offend  our  listeners.  No 
"sustaining"  music — just  "commer- 
cial"' music!  The  music  format  is 
under  tight  control  through  the  pro- 
gram director.  Music  to  fit  the  time 
of  day  is  a  secret  more  broadcasters 
could  utilize. 

Even  the  best  of  voices  and  balanced 
music  suffer  a  great  deal  with  poor 
broadcast  production.  With  plenty  of 
jingles,  lots  of  good  taste  gimmick- 
commercials  and  recorded  station 
.1  promos,  the  announcers  (WSIX  has 
combo  operation)  are  trained  to 
tighten  production  to  such  a  point  as 
to  have  not  one  second  of  dead  air. 
A  real  tight  operation  adds  plenty  of 
showmanship  to  a  station.    That,  in 

nutshell,  is  what  I  consider  a  good 
radio  sound:  A  well-rounded  pro- 
gram format  produced  in  a  pleasing 
manner  and  presented  with  a  sound 
that  is  as  near  perfection  as  possible. 

At  WSIX,  I  feel  our  responsibilities 
to  listeners  and  advertisers  are  on 
an  equal  basis.  Were  setting  as  our 
goal  good  results  for  advertisers,  and 
good  programs  for  listeners,  all  of 
which  comes  out  of  the  whoofers  and 
tweeters  as  good  radio  sound. 


i 


i 


JBIiry  Sullivan,  gen.  manager,  WSOC, 
Charlotte,  N.  C. 

First  of  all,  radio  is  show  business 
and    there    are    certain    fundamental 


Apply  show 
business  prin- 
ciples of  tim- 
ing, enthusi- 
asm, variety 


irinciples  inherent  in  effective  show- 
nanship  whether  it  be  old  time  vaude- 
ville or  a  modern  radio  station.  These 
(Please  turn  to  page  70) 


tha  KOBY  record  i2  tops  inSan  Francisco 


In 

Greenville,  Miss. 

it's 

WCVM 


You  can  forget  the  others— because  the  hit  number  in 
San  Francisco  is  85.4%  (Adults  in  Audience  Composition). 
This  rating  from  the  June  Nielsen  shows  that  KOBY  is 
the  top  seller— that  keeps  its  loyal  San  Francisco  audience 
on  its  toes-and  in  a  buying  frame  of  mind!  No  double 
spotting— your  message  gets  maximum  impact! 

See  your  Petry  man  —  and  get  on  the  KOBY  Hit  Parade! 
Add  the  KOBY  record  to  your  collection  of  sales  successes! 


KOBY  10,000  watts 
in  San  Francisco 


SEE  PETRY  about   W %  discount 

when  buying  both  KOBY,  San  Francisco 

and  KOSI,  Denver 


MID-AMERICA     BROADCASTING     COMPANY 


iPONSOR 


10   JANUARY    1959 


55 


i 


WHAT  A 

RATING 

FROM  THIS 

MATING! 


JOAN   DAVIS 

I  MARRIED  JOAN 

co-starring  JIM    BACKUS 


The  ratings  are  rolling  right  up  to  the  summit!  The  98  segments  of 
"I  Married  Joan",  shown  daytime  or  night-time,  reach  the  peak  of 
family  enjoyment  — and  they're  sky-high  in  sponsor  interest!  That's 
why  these  stations  coast-to-coast  have  just  signed  up  "I  Married  Joan" : 


WABC-TV  New  York  City 
WNAC-TV  Boston,  Mass. 
WTEN -TV  Albany,  N.  Y. 
WMAL-TV  Washington,  D.  C. 
WIIC-TV     Pittsburgh,  Pa. 
WNBF-TV  Binghamton,  N.  Y 
WXEX-TV  Petersburg,  Va. 
WBTV        Charlotte,  N.  C. 


KABC-TV  Los  Angeles,  Calif. 
WWJ-TV     Detroit,  Michigan 
KFJ2-TV     Ft.  Worth,  Texas 
WRGP-TV  Chattanooga,  Tenn. 
KPHO-TV  Phoenix,  Ariz. 
WKJG-TV  Ft.  Wayne,  Ind. 
KGMB-TV  Honolulu,  T.  H. 
KTNT         Seattle,  Washington 


Join  them  and  inject  some  solid  fun  into  your  programming ! 


Call  your  Interstate  Television  representative  now! 


NEW  YORK,  N.  Y.,  445  Park  Avenue,  MUrray  Hill  8-2545 

SAN  FRANCISCO,  CAL,  260  Kearny  Street 

CHICAGO,  ILL.,  Allied  Artists  Pictures  Inc.,  1250  S.  Wabash  Avenue 

DALLAS,  TEXAS,  2204-06  Commerce  St. 

GREENSBORO,  N.  C,  3207  Friendly  Road 

TORONTO,  CANADA,  Sterling  Films  Ltd.,  King  Edward  Hotel 
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Marketing  tools,  trends,  news, 
in  syndication  and  commercials 


FILM-SCOPE 
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Looming  large  on  the  1959  horizon  for  syndication  and  the  tv  film  industry 
are  developments  that  signalize  new  opportunities,  fresh  breakthroughs  and  ma- 
jor  upheavals. 

Here's  what  keen  observers  in  the  trade  say  might  be  expected  in  1959: 

GROSS  BUSINESS:    1959  as  syndication's  first  $100  million  year. 

TAPE:  There'll  be  a  year  of  widespread  tests  and  experiments  with  tape  with  (1)  film 
program  producers  going  into  tape  to  get  their  feet  wet  rather  than  seriously  trying  to  sell 
it;  (2)  lots  of  swapping  of  taped  series  by  stations  with  even  Ampex  acting  as  a  clearing 
house  of  exchange. 

PROGRAMING:  There'll  be  major  diversification  along  these  lines:  (1)  drama  will 
make  a  major  comeback  with  likely  better  scripts  and  stars  than  syndication  has  had  before; 
(2)  a  favorable  reception  will  be  ready  for  comedies,  detective-mysteries,  science  fiction  and 
other  types  lately  in  relative  eclipse;  (3)  the  climate  will  be  ripe  for  programing  and  produc- 
tion by  new  tv  film  companies,  especially  the  smaller  and  independent  ones. 

AD  BUDGETS  &  SPENDING  will  follow  the  national  business  profits  picture,  not 
gross  volume,  with  these  new  possibilities  for  syndication  money:  (1)  more  advertisers  will 
switch  from  network  to  syndication  and  national  spot  programs,  following  the  example  of 
Kellogg  and  Amoco;  (2)  new  industries  will  come  through  with  syndication  spending,  such 
as  homebuilding  and  maintenance,  airlines  and  personal  services  involving  medical  care,  edu- 
cation and  recreation;  (3)  there'll  be  new  buying  patterns  afoot  such  as  a  return  to  full- 
week  sponsorships,  buying  of  two  programs  instead  of  one  by  regional  advertisers, 
and  more  bolstering  of  trouble  markets  by  national  buyers. 

FOREIGN  PRODUCTION  AND  SALES:  Production  overseas  will  increase  for  the 
simple  reason  that  it's  a  way  of  by-passing  import  quotas  on  U.  S.  tv  film,  and  the  foreign 
market  will  go  up  to  around  15%  of  all  1959  tv  film  business,  especially  with  the  added  im- 
petus of  sales  in  Australia  and  Japan. 

MOTION  PICTURE  INTERESTS:  These  will  be  out  again  to  try  and  capture  their 
share  of  tv  production:    Already  rolling  are  UA  and  J.  Arthur  Rank. 

THE  FCC:  While  speculation  goes  on  wildly  in  film  circles  on  the  possible  rulings  af- 
fecting option  time,  must-buy  lists  and  even  a  divorce  of  the  networks  from  their  syndication 
arms,  it's  clear  that  any  new  ruling  that  might  come  out  of  Washington  in  1959  can 
only  be  an  advantage  to  the  syndication  industry  as  a  whole. 


Another  measure  of  the  strides  taken  by  the  syndication  field  as  an  integral 
part  of  the  television  industry: 

TvB's  admission  of  film  syndicators  as  associate  members. 


Colonial  Stores  is  switching  its  syndication  money  from  a  first-run  show  to  an  off-network 
re-run. 

Its  16-market  southeastern  region  will  use  ITC's  Sergeant  Preston;  the  retailer's  con- 
tracts for  Grey  Ghost  ran  out  at  the  end  of  1958. 

Also  signing  for  Sergeant  Preston  is  Heide  candies  (Kelly,  Nason,  Inc.)  for  major  mar- 
kets of  New  York,  Chicago,  Philadelphia  and  Boston. 
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FILM-SCOPE  continued 


The  latest  sales-programing  strategy  to  come  out  of  Ziv  is  the  idea  of  cashing 
in  on  newspaper  headlines. 

Going  into  production  is  Moon  Probe,  a  space  exploration  series  starring  William 
Holden. 

And  capitalizing  on  interest  in  Alaska  is  purchase  of  tv  rights  to  Klondike  Fever,  a 
recent  book  club  selection. 

Screen  Gems  has  come  up  with  a  new  source  of  film  programs  from  now 
through  1962. 

The  Hollywood  team  of  Clarence  Greene  and  Russel  Rouse  signed  to  produce,  direct  and 
write  a  total  of  six  film  programs  over  a  three-year  period. 

First  of  the  series  is  Underworld,  a  mystery  adventure  now  starting  production. 

ITC  is  continuing  to  mushroom  its  executive  forces. 

In  the  production  area,  the  new  director  appointed  is  Edward  A.  (Ted)  Rogers,  to  col- 
laborate with  programing  director  Al  Ward,  while  in  the  field  of  international  sales  Abe 
Mandell  is  the  new  manager,  covering  the  western  hemisphere  plus  parts  of  the  Far  East. 

Latest  Telepulse  ratings  (see  page  52)  show  it's  the  adventure  series — not  the 
Western — that's  the  top-rated  type  in  syndication. 

Among  the  top  ten,  five  film  shows  are  adventures,  two  are  mysteries  and  three  are 
Westerns. 

National  Telepulse  averages  for  the  five  highest-scoring  adventures  series  are  Highway 
Patrol  21.5;  Sea  Hunt  19.1;  Silent  Service  16.7;  Whirlybirds  16.5  and  State  Trooper  15.8. 


COMMERCIALS:  Any  crystalballing  of  1959  prospects  for  commercials  must 
put  the  focus  on  this  query:    What  will  happen  with  tape? 

A  quick  look-forward  with  regard  to  tape  poses  these  possibilities: 

1)  As  the  No.  1  center  of  commercial  production  New  York  will  see  the  greatest  con- 
centration of  tape  uses. 

2)  The  transition  from  film  to  tape  will  gain  in  momentum  as  the  technique  of  taping 
improves. 

3)  Because  of  the  $250,000  investment  required  for  ample  tape  installation,  the  smaller 
commercial  producers  will  find  themselves  hard  put  to  offer  a  taping  service. 

4)  Tape's  two  big  advantages — it's  fast  and  economical — will  spur  research  to  overcome 
some  of  the  existing  technical  difficulties. 

5)  Commercial  producers  who  have  adopted  a  wait-and-see  attitude  toward  tape  may 
find  themselves  a  year  behind  the  parade,  if  the  new  method  becomes  an  unreserved  click. 

Among  the  side-effects  that  might  be  expected  from  the  strides  taken  by  tape: 

•  Added  impetus  to  finding  new  film  techniques  as  the  answer  to  tape. 

•  If  the  total  film  business  takes  an  appreciable  drop,  there'll  be  a  trend  toward  consolida 
tion  of  the  industry  into  the  hands  of  the  larger  producers. 

Technically,  it  should  be  a  big  year  of  advance,  with  such  techniques  to  watch  as  the 
infra-red  process,  aerial  image  animation,  slide  motion  and  a  revival  of  fantasy  in  live  action 
and  location  shooting. 

A  cautionary  note:  The  union  situation  may  become  so  complex  and  costly  that 
film  people  will  be  discouraged  from  taking  up  with  tape  altogether. 
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As  the  Congressional  session  got  under  way  this  week  coming  events  cast  these 
shadows : 

1)  The  FCC  will  be  conducting  deliberations  with  many  faces  peering  over  its  shoulders 
and  many  outside  hands  will  be  poking  through  more  or  less  old  embers. 

2)  Already  disturbed  by  the  Department  of  Justice's  insistence  that  network  option  time 
is  per  se  a  violation  of  the  anti-trust  laws,  the  FCC  will  not  lack  for  Congressional  advice 
about  what  to  do. 

3)  Though  the  State  of  the  Union  message  provides  an  opportunity  to  say  what  the  White 
House  would  like  done  about  reforming  the  regulatory  agencies,  the  best  word  is  that  the  ad- 
ministration will  steer  clear  of  this  issue. 

4)  In  the  budget  message,  with  much  to-do  about  how  the  FCC  can  do  its  many  jobs 
better  and  the  FCC  can  track  down  more  fraudulent  advertisers,  no  additional  funds 
are  expected  to  be  asked  for  either  agency. 

5)  The  broadcasting  industry  may  well  be  facing  harsh  music  during  the  session, 
with  second-guessing  coming  at  every  turn  as  the  FCC  struggles  with  such  matters  as  uhf  and 
the  general  tv  allocations  picture,  pay  tv,  the  many  Barrows  Report  recommendations  and  a 
host  of  other  problems. 


Featuring  the  early  flood  of  measures  introduced  in  the  infant  86th  were  those 
which  would  make  pay-tv  illegal. 

This  could  be  one  of  the  most  interesting  legislative  battles  concerning  broadcasting, 
largely  because  nobody  can  predict  what  will  happen. 

That  Rep.  Oren  Harris,  chairman  of  the  House  Commerce  Committee  and  arch  oppo- 
nent of  the  pay  system,  will  call  hearings  early  in  the  session  is  not  doubted. 

That  Harris  will  have  an  anti-pay-tv  bill  reported  from  his  committee  is  almost  certain. 
Questions  begin  to  rise  as  to  whether  Harris  will  actually  push  for  passage  of  his  bill 
on  the  floor  of  the  House. 

The  question  marks  multiply  over  in  the  Senate.  Sen.  Warren  Magnuson,  chairman  of 
the  Senate  Commerce  Committee  and  arch-foe  of  those  who  would  forbid  the  FCC  to  act  on 
pay-tv,  has  also  promised  hearings. 

Magnuson  was  outvoted  by  a  single  vote  last  year  on  the  Thurmond  resolution  express- 
ing the  sense  of  the  Senate  that  the  FCC  should  not  permit  the  system.  But  the  bill  was 
never  officially  reported,  and  Thurmond  and  Magnuson  passed  the  buck  between  them. 

Whether  the  changes  in  committee  members  this  year  will  tip  the  scales  in  favor  of  pay-tv 
remains  to  be  seen. 

The  Harris  House  Commerce  Legislative  Oversight  subcommittee  did  not  givo 
FCC  investigators  free  access  to  its  files  on  the  Boston  channel  5  case.  This  fire- 
cracker Avas  exploded  by  FCC  associate  general  counsel  Edgar  Holtz  at  the  opening  of  the  Coin- 
mission's  review  of  the  award  of  the  channel  to  the  Boston  Herald -Traveler. 

Holtz  said  that  what  examination  he  was  permitted  didn't  reveal  a  single  item  of  any  great 
importance. 

Why  the  bang-bang  crusading  Harris  subcommittee,  with  its  loud  demands  for  malefac- 
tors to  be  brought  to  justice,  should  turn  coy  about  anything  in  its  files  was  not  explained. 
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A  round-up  of  trade  talk, 
trends  and  tips  for  admen 


SPONSOR  HEARS 


10  JANUARY  1959  In  the  course  of  the  holiday  confusion  you  may  have  missed  noting  that  the  agency 

copyright  1959  field  has  broken  the  four-name  barrier. 

sponsor  The  new  endurance  champ:  Kastor,  Hilton,  Chesley,  Clifford  &  At  her  ton. 
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Don't  be  surprised  to  hear  within  the  next  few  months  that  a  key  figure  in  one  of  the 
top-ranking  agencies  is  scouting  around  for  a  deal  on  his  $5-6-million  account. 

Recent  executive  reshuffles  and  other  maneuvers  indicate  the  handwriting  is  on  the  wall. 


Some  of  the  agency  mergers  currently  taking  place  have  this  angle:  They  permit 
the  older  men  in  the  lesser  agency  with  stock  holdings  to  gain  a  better  position  of 

security. 

A  merger  is  the  only  way  they  can  (1)  get  cash  on  their  stock,  or  (2)  put  a  solid  value 
under  their  holdings. 


A.  C.  Nielsen,  Jr.,  who  recently  appeared  on  a  Chicago  interview  show,  escaped  getting 
rated. 

None  of  the  polltakers  had  a  count  going  in  Chicago  that  week. 

Laughed  one  of  Nielsen's  competitors :  "If  it  had  been  a  rating  week  for  us,  we'd 
have  chalked  up  the  program  as  minus  zero." 


One  of  the  biggest  billers  in  the  agency  field  last  week  installed  an  austerity 
program  which  bars  generous  expense  accounts  for  client  entertainment. 

The  economy  directive  also  urged  fuller  utilization  of  employee  time  and  urged  that 
free  research  for  clients  be  cut  to  a  minimum. 

Reason:  The  margin  of  profit  in  1958  was  too  thin  for  comfort. 


Norge's  practice  of  buying  time  on  its  own  time  at  local  rates  could,  according  to 
Michigan  Avenue  reports,  wind  up  in  a  serious  dilemma  for  the  recent  Keyes,  Madden  & 
Jones-Donahue  &  Coe  link. 

What  the  agency  faces  is  this: 

Should  it  give  the  account  the  alternative  of  buying  through  channels — or  else? 

For  the  record:  Put  down  McCann-Erickson  as  the  first  of  the  major  agencies  theo- 
retically owned  by  the  employees. 

The  transition  came  about  when  H.  K.  McCann  sold  his  preferred  stock — the  exclu- 
sive voting  stock — to  the  agency's  two  big  employee  funds:  (1)  the  pension  and  retirement 
fund  and  (2)  the  profit-sharing  trust. 

Both  funds  have  their  voting  power  in  the  hands  of  a  trusteeship  composed  of 
Marion  Harper,  Jr.,  Robert  E.  Healy,  and  Wilbert  G.  S  tils  on. 

Meanwhile  the  agency's  B  (non-voting)  stock  is  held  by  140-150  employees. 
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The  session  ended  with  a  52-week  renewal  of  International 
Harvester's  Better  Farming  feature  on  WSM,  proof  of  Agency  and 
Advertiser's  confidence  in  the  selling  power  of  the  Central  South's 
number  one  sales  Medium. 

If  you  have  something  to  sell  an  area  which  has  a  Farm  income  of 
almost  $1  Billion,  a  total  income  of  $2%  Billion,  which  owns  145,749 
tractors  and  trucks  and  202,464  farms  .  .  .  better  get  in  touch  with 
Bob  Cooper  or  your  nearest  Blair  man.  The  facts  on  the  WSMpire 
are  fabulous,  the  sales  potential  more  fabulous  and  WSM's  selling 
power  even  more  so. 

WSM  Radio 

Key  to  one  of  America's  Major  Markets 

50,000  Watts 'Clear  Channel  •  Blair  Represented  •  Bob  Cooper,  Gen.  Mgr. 
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RADIO  RESULTS 


Capsule  case  histories  of  successfu 
local  and  regional  radio  campaign. 


DAIRY 

SPONSOR:  Foremost  Dairies,  Inc.  AGENCY:  Direct 

Capsule  case  history:  For  many  years,  the  Woodlawn 
Dairy  Products  Div.  of  Foremost  Dairies.  Scranton,  Pa.  has 
used  local  radio  as  an  important  component  of  its  advertis- 
ing effort.  In  fact,  Woodlawn  is  now  in  its  24th  consecutive 
\  car  as  an  advertiser  on  WGBI,  Scranton-Wilkes-Barre, 
where  it  runs  a  large  schedule  of  spot  announcements  and 
program  sponsorships — a  schedule  that  has  regularly  in- 
creased through  the  years.  That  radio  advertising  has  been 
highl)  successful  for  Woodlawn  is  demonstrated  by  the  fact 
that  the  dairy  has  invested  more  and  more  money  with 
WGBI  each  year  and  by  the  steady  growth  of  the  dairy 
products  company.  Known  for  years  as  the  Woodlawn  Farm 
Dairy  Co.,  it  recently  merged  with  another  company  to 
become  Foremost  Dairies,  Inc.,  and  enlarged  its  product 
line.  In  addition  to  milk  and  cheese  products,  the  dairy  pro- 
duces Dolly  Madison  and  Foremost  Ice  Cream,  top  sellers 
through  WGBI's  coverage  area  of  northeastern  Pennsylvania. 

WGBI,  Scranton-Wilkes-Barre  PURCHASE:  Announcements 


UNIVERSITY  BOOKSTORE 

SPONSOR:  Yale  University  Bookstore  AGENCY:  Direc 

Capsule  case  history:  The  Yale  University  Bookstore  hat 
for  years  used  "conventional"  advertising  methods  to  pro 
mote  the  sale  of  its  books  and  stationery  items,  mostly  prini 
ads  of  various  types.  The  store  had  never  used  radio.  Earh 
in  December,  the  bookstore  was  induced  to  try  a  test  sched- 
ule on  WELI,  New  Haven,  in  order  to  gain  maximum  bene 
fit  of  the  Christmas  buying  season.  The  results  provec 
astounding  to  C.  L.  Willoughby,  general  manager  of  tht 
operation.  "At  the  end  of  the  first  month  of  our  noblt 
experiment  in  promoting  books  on  WELI  the  results  becamt 
sharply  apparent.  We  have  definitely  noticed  a  changing 
traffic  pattern,"  he  stated.  "There  has  been  an  increase  o 
as  much  as  46%  in  the  number  of  transactions,  and  I  wouli 
say  that  radio  advertising  has  been  the  primary  reason.  I 
personally,  have  received  a  number  of  favorable  comment 
from  customers  and  am  convinced  that  radio  produces  i 
loyal   and   attentive   listening   audience,"   says   Willoughln 

WELI,  New  Haven  PURCHASE:  Announcement 


SUPERMARKET  CHAIN 

SPONSOR:  Seven-Eleven  Food  Stores  AGENCY:  Direct 

Capsule  case  history:  The  Seven-Eleven  Food  Stores,  a 
supermarket  chain  operating  in  Monroe  and  West  Monroe, 
La.,  periodically  runs  special  children's  shows,  in  which 
movies  are  shown  and  various  advertising  and  promotional 
matter  of  the  stores  are  exhibited.  In  the  experience  of 
Seven-Eleven,  the  success  of  these  promotions  can  be  directly 
correlated  to  the  sales  results  of  various  items,  not  to 
mention  good  will  and  the  building  of  future  loyal  customers. 
On  25  November,  the  chain  presented  its  "Seven-Eleven's 
Kiddv  Show"  at  a  local  theater.  The  food  stores  purchased 
a  schedule  on  KNOE,  Monroe  to  announce  and  draw  audi- 
ence to  the  event — no  other  form  of  advertising  and  no 
other  station  was  used.  On  the  morning  of  the  show,  a 
record  1,000  youngsters  stormed  the  theater  to  see  the 
movies.  "I  have  known  for  years  that  our  radio  advertising 
was  effective,  but  I've  never  had  it  brought  home  so  clearly," 
commented  H.  R.  Brausuell,  ad  manager  of  the  food  chain. 
KNOE,  Monroe,  La.  PURCHASE:  Announcements 
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CORSET  STYLIST 

SPONSOR:  Ethel  George  AGENCY:  Direc 

Capsule  case  history:  Ethel  George,  a  San  Francisco  corse 
stylist,  turned  to  radio  after  many  years  of  newspape 
advertising.  The  owner  and  operator  of  a  medium-sizei 
corset  specialty  shop,  with  a  modest  budget,  Mrs.  Georg 
must  do  her  media  buying  with  a  high  degree  of  prudence 
and  make  every  advertising  dollar  count.  Recently,  Mrs 
George  purchased  several  participations  in  Emily  Barton  an> 
Floyd  Buick  on  KFRC — a  program  that  has  a  large  follow 
ing  among  women  in  the  San  Francisco  Bay  Area.  The  she 
is  programed  across  the  board  from  11  to  11:30  a.m.  In 
letter  to  Emily  Barton,  Mrs.  George  stated:  "No  advertisin 
in  the  San  Francisco  papers  can  compare  with  what  you 
commercials  have  done  for  me.  KFRC  has  brought  me  man 
new  customers  who,  in  turn,  tell  their  friends  what  they  hea 
on  your  program.  A  few  participations  at  only  $40  eac 
outpulled  the  San  Francisco  newspaper  advertisement 
costing  from  three  to  six  times  as  much.  "Radio's  sold  me. 


KFRC,  San  Francisco 


SPONSOR 


PURCHASE:  Participation 
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In  an  emergency,  what  radio  station 
do  you  listen  to  for  school  closings, 
meeting  postponements,  storm  news,  etc.? 

When  polled  by  PULSE  on  this  significant  service  score, 
Washington,  D.  C,  area  residents  voted  WWDC  first— 
gave  us  more  mentions  than  any  other  radio  station. 


This  vote  of  confidence  and  popularity  is  yours,  as  a  WWDC  adver- 
tiser. It  is  only  one  of  the  many  measurements  of  our  ever-growing 
leadership  in  the  Washington,  D.  C,  Metropolitan  Area.  For  full 
details,  write  for  "Personality  Profile  of  a  Radio  Station."  Or  ask 
your  Blair  man  for  a  copy.  It  makes  mighty  interesting  reading. 


•o  Washington 


REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  &  CO. 

Things  continue  to  move  fast  in  Jacksonville,  Fla.— where  WWDC-owned  Radio 
WMBR  is  now  first  in  the  morning  and  second  in  the  afternoon  (Oct.-Nov.  Hooper). 
New  national  rep.  John  Blair  will  happily  supply  the  solid  facts  and  figures. 
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ADVERTISERS 


After  a  two  year  spot  tv  test  cam- 
paign, Hollywood  Candy  has  de- 
cided to  go  network. 

The  move:  a  52-week  buy  into 
Dick  Clark's  American  Bandstand 
(ABC  TV). 

The  reason:  Hollywood  is  con- 
vinced that  teen  agers  make  up  the 
biggest  and  best  candy  bar  market. 
In  addition  to  the  Bandstand,  the 
candy  firm  will  continue  to  use  spots 
in  key  markets. 

Agency:  Grubb  &  Petersen,  Cham- 
paign, 111. 

Ideas  at  work: 

•  Contest:  On  KULA,  Honolulu, 
sponsored  by  Carnation  Milk  Co. 

The  main  gist  was  a  'second  honey- 
moon' idea,  with  listeners  writing  in 
why  they  deserve  one,  and  as  a  tie-in, 


a  duplicate  prize  went  to  the  manager 
of  the  market  putting  up  the  best  Car- 
nation display  in  connection  with  the 
contest. 

•  Libby,  McNeill  &  Libby  is  in 
the  midst  of  its  midwinter  "Best  Buy 
Days,"  a  store  promotion  event.  To 
kick  off  the  campaign,  Libby's  little 
"beanie  boy" — star  of  the  food  com- 
pany's animated  film  commercials — 
will  appear  on  the  Jimmy  Dean  show 
27  January,  featuring  Libby's  entire 
line  of  canned  foods. 

Merger:  Vita  Food  Products  of 
New  York  and  Mothers  Food  Prod- 
ucts of  Newark,  bringing  the  com- 
bined gross  sales  for  the  new  com- 
pany to  an  estimated  $20  million. 

Strictly  personnel:  Seymour  Kel- 
ler has  been  appointed  to  the  newly 
created  post  of  merchandising  man- 
ager for  Lestoil.  Inc.  .  .  .  Don  Ram- 


WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


Have  a  ball:  This  was  the  main  idea  of 
the  holiday  promotion  staged  by  Ball  Asso- 
ciates, Philadelphia  agency.  Here  model 
Evelyn  Schufrieder  presents  a  rubber  ball 
to  Jim  Farrell,  of  WRCV-TV,  Philadelphia 


The  winner!  NBC  TV  affiliate  KOA-TV, 
Denver  won  the  $5,000  first  prize  for  basic 
station,  for  best  promotion  campaign  in 
support  of  NBC  TV's  daytime  program 
line-up.    The  presentation   is  shown   below 


say  has  been  named  sales  promotion 
manager  of  the  Pittsburgh  Brewing 
Co.  .  .  .  Mort  Yanow  has  been  ap- 
pointed director  of  radio  and  tv  for 
Bayuk  Cigars,  Inc.  .  .  .  Arthur  Inn- 
dell,  promoted  to  v. p.  in  charge  of 
advertising  and  marketing  for  the 
ReaLemon-Puritan  Co.  .  .  .  Thomas 
Preston,  to  sales  training  manager 
and  John  Fortino  and  Stanley 
Bartleman  to  field  sales  training 
managers  of  Zenith  Radio  Corp. 


AGENCIES 


Newman  McEvoy,  v. p.  and  direc- 
tor of  media  at  Cunningham  & 
Walsh,  emphasized  the  impor- 
tance of  the  changing  market  at 
the  RTES  Seminar  luncheon  in 
New  York  last  week. 

His  topic:  the  media-marketing 
team — a  most  "happy  marriage  of 
completely  compatible  interest"  that, 
makes  for  efficient  advertising  and 
selling. 

Using  an  organization  chart  for 
elaboration,  McEvoy  noted  a  rela-; 
tionship  of  the  team  in  the  form  oi 


He  just  won't  fit:  Bob  Dale,  KFMB-TY 
San  Diego  personality,  experiences  somd 
difficulty  getting  animal  through  statior 
studios  for  telecast  of  circus  on  Early  Shou 
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a  lateral  communication,  under  the 
direction  of  the  account  supervisor. 
An  important  function  of  this  team, 
according  to  McEvoy,  is  to  analyze  a 
market  with  an  awareness  of  its  "dy- 
namic geography" — that  with  indus- 
try changing  it,  and  tv  coverage  unit- 
ing several  of  them,  many  areas  be- 
come "strange  bedfellows"  and  can 
be  sold  and  planned  as  such. 


Dancer-Fitzgerald-Sample  started 
off  this  year  with  a  realignment 
bf  top  echelon  titles,  and  a  broad- 
ening of  the  executive  responsi- 
bilities. 
The  set-up: 

The  executive  committee,  in  opera- 
ion  for  two  years,  will  head  all 
jhases  of  the  agency's  operations,  in- 
cluding marketing  and  servicing. 

The  assignments:  F.  Sewall  Gard- 
ner, senior  v.p.  in  charge  of  the  Chi- 
ago  office;  Chester  Birch,  to  ex- 
cut  ive  v.p.;  Lyndon  Brown,  Sid- 
ley  Hamilton,  Gordon  Johnson 
ind  George  Tormey,  senior  v.p.'s. 
Fred  Leighty,  to  administrative  v. 
».,  and  continues  as  secretary;  Wil- 
iam  Maughan,  to  v.p.  and  business 


manager,  as  well  as  treasurer;  Harold 
McCormick  and  Chester  Stover, 
named  v.p.'s  in  the  New  York  office, 
while  Clyde  Rapp  was  named  v.p.  in 
charge  of  the  Dayton  office. 

On  the  closed-circuit  front:  Ful- 
ler &  Smith  &  Ross  scored  as  the 
first  agency  to  enter  into  the  closed- 
circuit  radio  field  via  a  "State  of  the 
Agency"  address  by  president  Rob- 
ert E.  Allen  in  New' York  to  FSR  of- 
fices in  San  Francisco,  Chicago, 
Cleveland  and  Pittsburgh. 

Agencies    on    the    move:    N.    W. 

Ayer  is  moving  to  the  Time  &  Life 
Building  in  Radio  City  in  the  Fall, 
consolidating  its  Manhattan  staff  in 
one  building  .  .  .  F&S&R  will  shift 
its  corporate  headquarters  and  New 
York  office  to  the  Tishman  Building, 
666  Fifth  Avenue,  around  1  May. 

Name  change:  Schwab  and  Beatty, 
Inc.,  New  York,  became  Schwab, 
Beatty  &  Porter  last  week.  Richard 
Porter,  with  the  agency  for  28  years, 
was  elected  a  director  and  executive 
v.p.  last  April. 


Agency    appointments:    Paxton    \ 

Gallagher  Co..  makers  of  Hutter-Nut 
Coffee,    from    Buchanan-Thomas,    to 
Tatham-Laird,  Chicago,  for  all  ad 
vertising  except  on  the  West  Coast 
This  area  will  be  handled  by  D'Arcy 
P&G's   selection   was   based   on    boll 
agencies  research  and  marketing  fa 
cilitics  .  .  .  Charmin  Paper  Products 
a  subsidiary  of  Procter  &  Gamble,  for 
its  new  bathroom  tissue,  White  Cloud 
to  D-F-S   .   .   .  Crowley's  Milk  Co. 
Binghamton,    N.   Y.,   with    plans   for 
spending  $164,000  in   radio,   t\    and 
point-of-purchase    materials,    to    the 
Rumrill  Co.,  Rochester. 

More  on  appointments:  Revlon, 
for  its  weight  reducer  Thin-Down,  to 
Heineman,  Kleinfeld,  Shaw  & 
Joseph,  joining  two  other  Revlon 
products — Home  Beautiful  Room  Mist 
and  That  Man  Cologne  for  Men  .  .  . 
The  Magnetic  Products  division  of 
Minnesota  Mining  &  Manufacturing 
Co.,  to  MacManus,  John  &  Adams 
.  .  .  The  Standard  Camera  Corp..  to 
Wunderman,  Ricotta  &  Kline, 
Inc.  .  .  .  The  Atlantic  Coast  Line  Rail- 
road Co.,  to  Tucker  Wayne  &  Co., 


.•'tiers,  he  gets  letters:  Art  Brown,  morning  personality  on 
^  \\  DC,  Washington,  D.  C.  is  weighed  down  by  some  2,000  birthday 
jards    and    anniversary    wishes    (his    23rd    radio    year)     from    fans 


j.ive  a  toy,  get  a  doughnut!  WHK,  Cleveland  for  its  "Toys  For 
ots"  drive,  gave  coffee  and  cake  to  donors.  Shown  here  (1  to  r) 
re  Eva  McElroy,  d.j.  Jack  Denton  and  Sharris  Milner,  of  WHK 


Miss  Paramount  Week,  actress  Sand]  Warner  poses  on  tin-  films 
to  be  run  on  KNXT,  Los  Angeles  this  ur<-k.  Station  selected  starlet 
to    promote    iis    kick-off    week    of    Paramount    movies    on-the-air 
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Atlanta  .  .  .  Norwich  Pharmacal  Co., 
for  international  advertising  of  Pep- 
to-Bismol.  Norforms  Ungentine  and 
NP-27,  from  McCann-Erickson  to 
Gotham-Vladimir. 


Thisa  'n'  data:  Dick  Stites,  ac- 
count executive  at  McCormick-Arm- 
strong  agency  in  Wichita,  is  the  win- 
ner of  the  KTVH,  Wichita  sponsored 
"Space  Age  Advertising  Award"  .  .  . 
Meeting  note:  The  National  Adver- 
tising Agency  Network  will  hold 
its  national  meeting  28  June-4  July  at 
Del  Monte  Lodge,  Pebble  Beach,  Cal. 
Its  Eastern  region  will  meet  23-25 
January  at  the  Hotel  Statler  in  Wash- 
ington and  for  the  Midwest,  at  the 
Hotel  Cleveland,  in  Cleveland,  30-31 
January. 

They  were  named  v.p.'s:  Joe 
Hughes,  v.p.  in  charge  of  the  Dallas 
office  of  Grant  Advertising  .  .  .  Mrs. 
Frances  Corey,  to  v.p.  in  charge  of 
the  West  Coast  operations  of  Grey 
Advertising  .  .  .  John  Peace,  to  first 
vice  presidency  of  William  Esty  .  .  . 
Edward  Gumpert,  to  v.p.  and 
chairman  of  the  marketing  plans  com- 
mittee at  Geyer,  Morey,  Madden  & 
Ballard  .  .  .  John  Doherty,  Stewart 
Brown  and  Jules  Dickely,  named 
v.p.'s  of  Ted  Bates  &  Co. . .  .  Thomas 
Dillon,  elected  treasurer  and  mem- 
ber of  the  executive  committee  and 
Clayton  Huff,  elected  a  v.p.  of 
BBDO  .  .  .  James  Cox,  to  v.p.  of 
Glasser-Gailey,  Inc.,  Los  Angeles. 

Other  personnel  moves:  Edmund 
Johnstone,  elected  a  director  and 
vice-chairman  of  the  board  at  Calkins 
&  Holden  .  .  .  William  Phillips,  to 
director  of  the  media  department  at 
Ketchum,  MacLeod  &  Grove  .  .  .  Ar- 
thur Terry,  to  director  of  the  media 
department  in  the  Detroit  office  of 
Geyer,  Morey,  Madden  &  Ballard  .  .  . 
Paul  Bradley,  to  the  merchandising 
department  and  Lawrence  Puchta, 
appointed  senior  account  executive  at 
K&E  ...  In  Chicago:  James  Teck- 
enbrock,  account  executive  at  BBDO 
.  .  .  David  Silverman,  to  produc- 
tion manager  of  Kuttner  &  Kuttner 
.  .  .  Wilbur  Davidson,  to  v.p.  at 
Gordon  &  Hempstead  .  .  .  Robert 
Demme,  manager  of  the  Miami  office 
of  Communications  Counselors  .  .  . 
William  Haworth,  to  account  super- 
visor at  Creative  PR,  Inc.,  the  firm 


recently    organized    by    Anderson    & 
Cairns. 


FILM 


Ziv  president  John  L.  Sinn  in  a 
year-end  statement  foresaw  a 
couple  of  explicit  changes  in  the 
status  of  tv  film. 

They  were: 

1959  will  be  the  first  year  in  which 
telefilm  won't  be  able  to  count 
on  the  rapid  growth  of  tv. 

•  There's  a  coming  battle  over 
programing  and  Ziv  now  has  30 
programs  under  consideration  and/or 
development. 

AFTRA-SAG  tape  issue :  Last  week 
the  NAB  asked  the  National  Labor 
Relations  Board  for  permission  to 
present  its  views  in  the  pending  case 
involving  videotape  commercials  tal- 
ent, stating  that  stations  which  would 
be  affected  have  not  had  a  chance  to 
be  heard. 


Imperial  fan:  Flamingo  reports  that 
its  foreign  sales  have  produced  this 
unusual  result:  the  Emperor  of  Japan 
declared  Superman  to  be  his  favorite 
tv  show. 

Sales:  ITC  reports  two  regional  sales  1 
plus  other  pacts  for  Sergeant  Preston  I 
amounting   to   95   markets:    Colonial 
Stores  in  Atlanta:  Albany,  Ga.;  Au-'l 
gusta,    Ga.;    Columbus,    Ga.;    Char-  | 
lotte;  Cincinnati;  Columbus,  0.;  Co- 
lumbia,   S.    C;     Dayton;     Durham-  | 
Raleigh;    Indianapolis;   Jacksonville:  ) 
Macon;   Richmond;  Wilmington  and 
Winston-Salem  .  .  .  Henry  Heide  also 
signed   for  the  series  in   New  "York 
Chicago,    Philadelphia,    Detroit    and 
Boston;  other  sponsors  include  Fargr 
Packing,    Boston;    Arnold    Bakeries 
Washington;    Pepsi-Cola    and    Bisor 
Cheese,   Buffalo;   Klein   Peter  Dairy 
Baton    Rouge;    Yakima    Dairymen'? 
Assn.,   Yakima;    and    Dick   Brother- 
bakery,  Green  Bay;  .  .  .  station  sale; 
include    WGN-TV,    Chicago,    WITI 
Milwaukee;     WLAC-TV,     Nashville 
WTVN,    Columbus,    0.;    KTNT-TV! 
Seattle  and  KPTV,  Portland. 


Promotion:  John  Bromfield  was  ii 
New  York  City  to, promote  his  V.  S 
Marshall  series  on  behalf  of  NTA 
WRCA-TV  and  Budweiser  Beer. 
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Sports:  Fred  Frink,  head  of  the  De- 
troit office  of  Van  Praag  Produc- 
tions, produced  a  half  hour  color  pro- 
gram on  the  Orange  Bowl  game. 


NETWORKS 


The  heads  of  ABC  Radio  and 
ABC  TV  this  week  issued  state- 
ments declaring  they  were  look- 
ing ahead  to  a  strong  1959,  busi- 
ness and  otherwise. 

Among  the  highlights  of  the  ABC 
Radio  statement,  quoting  v.p.-in- 
charge  Edward  DeGray: 

•  ABC  Radio  closed  the  year  with 
La  23%  gain  in  sponsored  time  over 

©57. 

•  Among  the  important  advertis- 
ers signed  for  1959  are  A.  E.  Staler 
i,Mfg.  Co.,  for  the  Peter  Lind  Hays- 
LV/ary  Healy  show;   American  Home 

Foods  for  Breakfast  Club  and  week- 
end news;  and  Colgate,  for  News 
Around  the  World. 

•  The  radio  network  increased  its 
I  home  commercial  listening  hours  per 

average    week    from    5.8    million    in 
|l957  to  7.2  million  in  1958. 

ABC  TV  affirmed  it  was  in  its 
most  solid  position  in  the  net- 
work's history. 

Some  of  the  reasons  it  gave: 
I    •   Programing:     the     addition     of 
i  jome  70  new  quarter-hours  of  day- 
Kime  shows  per  week,  with  95%  of  it 
•old  out  to  18  advertisers, 
i    •  The  network  now  has  63  differ- 
■nt   sponsors,   compared   with   50   in 
957.    Also,  the  number  of  commer- 
ial  hours  sold  has  nearly  doubled — 
rom  27  in  1957,  to  48  in  1958. 

•  Primary  affiliates  increased  from 
'9  to  88;  live  shows  from  82.7' ,   to 

jl!6.5%.  ABC  TV  anticipates  this  live 
overage  passing  the  90%  mark  this 
'ear. 

fere's  TvB's  estimated  expendi- 
ures  for  the  top  15  network 
ompany  advertisers,  followed  by 
he  top  network  brand  adver- 
sers, for  October  1958,  com- 
iled  by  LNA-BAR : 


OMPANY 

GROSS  TIME  COSTS 

1. 

P&G 

$4,336,333 

2. 

Gillette  Co. 

2,580,645 

1 

American  Home 

2,285,194 

k 

Lever 

2,191,293 

i. 

Colgate 

2,074,237 

6. 

General   Motors 

2,073,132 

7. 

General  Foods 

1,694,651 

8. 

R.  J.  Reynolds 

1,293,957 

9. 

P.  Lorillard 

1.249,679 

10. 

Ford  Motor 

1,227,480 

11. 

Bristol-Myers 

1,179,313 

12. 

General  Mills 

1,116,824 

13. 

Chrysler 

917,660 

14. 

Liggett  &  Myers 

944.371 

15. 

Sterling  Druji 

908,584 

BRAND                                  GROSS  TIME  COSTS 

1. 

Gillette  Razors 

$1,226,797 

2. 

Anacin  Tablets 

1.015,820 

3. 

Viceroy 

665.929 

4. 

Chevrolet 

633,585 

5. 

Prestone   Anti-Freeze 

629,361 

6. 

Kent 

621,788 

7. 

Tide 

545,797 

8. 

Bufferin 

544,849 

9. 

Dristan 

531,984 

10. 

Camel 

512,721 

11. 

Colgate  Dental  Cream     503,329 

12. 

L  k  M  Filter 

434,554 

13. 

Bulova 

429,447 

14. 

Paper  Mate 

428,165 

15. 

Winston 

427,805 

Network  renewals  and  new  busi- 
ness: The  Campbell  Soup  Co.  has 
picked  up  its  option  for  another  26 
weeks  of  the  Donna  Reed  Show 
(ABC  TV)  .  .  .  Eleven  advertisers 
have  placed  more  than  $1.5  million 
with  NBC  TV  for  its  Today  and 
Jack  Paar  shows.  Some  of  the  cli- 
ents: Stern's  Nurseries,  Sandura  Co. 
and   Hagan  Chemicals  and  Controls. 

CBS  Radio  began  its  Program 
Consolidation  Plan  last  week  (5), 
with  stations  representing  over  85% 
of  the  network  rate  card  accepting 
the  new  line-up. 

Those  stations  not  subscribing  to 
the  plan,  reports  president  Arthur 
Hull  Hayes,  will  "continue  to  carry 
our  programs  under  the  terms  of 
their  existing  affiliation  agreements 
for  six  months.  During  this  period 
we  will  make  affiliation  agreements 
with  other  stations  in  these  markets 
as  replacements." 

CBS  reports  more  than  $4  mil- 
lion in  net  billings  have  been 
placed  by  advertisers  since  the  an- 
nouncement of  the  new  plan  30  days 
ago. 

Network  note:  NBC  TV  plans  to 
have  seven  Nobel  Prize  winners  in- 
struct on  its  early  a.m.  Continental 
Classroom. 


Hundreds  of  extra  eyes  to  be 
exact  —  the  most  restless 
retinue  of  retinas  —  work  for 
you  at  SPONSOR  to  help  keep 
you  the  best  informed  executive 
on  broadcasting  that  you  can 
possibly  be. 

Experienced  eyes  that  see 
beneath  the  surface  and  beyond 
the  fact.   Eyes  that  bring  you 
not  alone  news  but  the  most 
comprehensive  analysis  of  this 
news  in  the  entire  publication 
field. 

That's  why  you  should  read 
SPONSOR  — at  home   .   .   . 
where  you  can  give  it  your 
unhurried  time  —  your  relaxed 
imagination.   One  idea  that 
you  can  apply  might  well  be 
worth  a  lifetime  of  subscriptions. 

Now  —  for  less  than  a  penny 
a  day  —  just  $3.00  a  year — 
you  can  have  52  issues  of 
SPONSOR  delivered  to  your 
home.    Try  it  on  this 
money  back  guarantee. 

Onl\   gift  subscriptions  for  ad- 
vertisers or  agencies  are  eligible. 


SPONSOR 

40  East  49  St.,   New  York   17,  N.  Y. 

I'll  take  a  year's  subscription  of  SPONSOR. 
You  guarantee  full  refund  any  time  I'm 
not  satisfied. 

NAME 

FIRM 


ADDRESS. 


D   Bill  me 


D    Bill  firm 
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Personnel  news:  Austin  Peter- 
son, named  program  consultant  for 
ABC  TV's  Western  division  .  .  . 
Court  McLeod,  to  administrative 
manager,  in  the  program  department 
of  ABC  TV's  Western  division. 


RADIO  STATIONS 


Jules  Dundes,  v.p.  in  eharge  of 
station  administration  for  CBS 
Radio,  spoke  about  radio's  natu- 
ral, built-in  advantages  before  a 
meeting  of  the  St.  Louis  Adver- 
tising Club  last  week. 

These  advantages:  its  intimacy,  its 
universality  and  its  immediacy. 

"Radio — above  all  other  media — 
is  a  creative  advertising  man's  me- 
dium," noted  Dundes.  "It  charges  a 
man  with  the  full  measure  of  his  skill 
and  knowledge — but  then  gives  full 
value  in  return  for  a  full  payment." 


Ideas  at  work: 

•  A  new  twist  to  the  new  baby  in 
the  new  year  idea:  Instead  of  spon- 
soring a  contest  for  the  first  baby  of 
1959,  WCGC,  Belmont,  N.  C,  held 
a  contest  for  the  last  baby  of  1958, 
with  seven  stores  in  the  area  donat- 
ing prizes  for  the  newborn. 

•  Another  baby  bit :  KYW,  Cleve- 
land, is  circulating  a  new  service — a 
baby  sitter's  guide.  It's  a  small  card 
with  room  for  important  phone  num- 
bers and  special  instructions. 

•  Something  to  scream  about:  The 
Tarlow  Stations  (WHYE,  Roanoke; 
WWOK,  Charlotte;  WJBW,  New  Or- 
leans; WHIL,  Boston  and  WARE, 
Ware,  Mass.)  are  capitalizing  on  the 
horror  and  science  fiction  craze  by 
inviting  listeners  to  call  the  station 
and  scream.  A  daily  winner  and 
then  a  weekly  winner  will  be  chosen. 
They  will  compete  for  a  trip  to 
Miami. 

•  Here's  how  radio  helped  expect- 
ant mothers  who  craved  watermelons 
in  the  winter:  WTC1N,  Minneapolis- 
St.  Paul  dug  up  six  of  them  in  one 
day  by  appeals  over  the  air. 

•  Oh  to  be  tall!  WAKE,  Atlanta, 
recently  awarded  Mrs.  F.  Lance  her 
"height  in  silver  dollars."  It  was 
part  of  the  station's  Hit  Parade  Club 
promotion,  where  her  number  was 
read  on  the  air,  and  her  prize  totaled 
$580.50. 
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•  Another  winner:  James  May, 
for  the  "Beat  Wattrick"  football  con- 
test via  WXYZ,  Detroit.  The  con- 
test: Guess  the  winners  of  the  games 
and  the  yardage  of  a  team,  and  beat 
or  tie  sportscaster  Don  Wattrick's 
predictions. 

•   She'll  meet  Perry   Como:    Mrs. 
Harry    Noden    correctly    named    the 
three  Como  songs  and  the  number  of 
times  they  were  played  on  WCAE, 
Pittsburgh    as   part    of   the   station's 
"Meet   Perry   Como"   contest.     As   a 
prize,  she  and  her  husband  will  fly 
to  New  York  and  meet  the  crooner. 
•   The  Balaban  stations  held  an 
incentive  contest  for  its  salesmen.  The 
incentive:  Top  salesman  gets  a  Cadil- 
lac.  Winner:  Don  Hereford,  of  WIL, 
St.  Louis. 

Thisa'n' data:  WABC,  New  York, 
is  getting  its  tower  painted!  The 
paint  —  Day-Glo  Orange  —  is  noted 
for  its  high  visibility,  and  even  glows 
on  cloudy  days  .  .  .  Budweiser  Beer 
(D'Arcy)  has  bought  two  hours  a 
night,  seven  nights  a  week  for  a  Best 
Sellers  program  via  KLAC,  Los  An- 
geles. Total  contract  amounts  to 
$75,000  annually  .  .  .  Another  busi- 
ness note:  WDAF,  Kansas  City,  will 
air  all  Athletics  baseball  games  this 
year  for  Schlitz  Brewing  Co. 

Station  purchase:  KABR,  Aber- 
deen, S.  D.,  to  Frank  Fitzsimonds  for 
$80,000;  brokered  by  Hamilton,  Stub- 
blefield,   Twining   &  Associates,   Inc. 

Anniversary  note:  WAVE,  Louis- 
ville, rang  out  the  old  year  with  a 
celebration  observing  the  station's 
25th  year. 

Station  staffers:    Richard  Evans,. 

named  station  manager  for  KCMO, 
Kansas  City  .  .  .  William  McClena- 
han,  appointed  executive  v.p.  and 
general  manager  of  WQUB,  Gales- 
burg,  111.  .  .  .  Jim  Hamby,  to  sales 
manager  of  KTSA,  San  Antonio  .  .  . 
Norman  Stewart,  to  national  sales 
manager  of  WFAA,  Dallas  .  .  .  James 
Whatley,  to  national  sales  manager 
of  WETU,  Montgomery-Wetumpka, 
Ala.  .  .  .  Dean  McClain,  to  com- 
mercial manager,  KNON,  Dallas-Ft. 
Worth  .  .  .  William  Abeyounis,  be- 
comes account  executive  at  WRRF, 
Washington,  N.  C. 


REPRESENTATIVES 


The  Katz  Agency  has  supplied 
agencies  with  a  comparison  of 
national  spot  radio  costs  for 
1958  over  1957. 

The  report:  1958  costs  for  the  top 
150  markets  were  up  ty2%  for  early 
morning  and  late  afternoon;  down 
6.4%  for  nighttime  and  remained 
about  the  same  as  1957  for  the  re- 
maining daytime  hours. 

Basis  of  the  report:  costs  of  12 
one-minute  announcements  per  week 
for  13  weeks  in  150  markets. 

Katz  is  circulating  details  of  this 
summary  in  a  brochure  dubbed  "Spot 
Radio  Budget  Estimator"  among 
agencies  and  advertisers. 


The  Blair  Companies  have  re- 
leased the  first  in  a  series  of  research 
projects  conducted  by  Trendex,  on 
the  role  of  newspapers  in  com- 
munications. 


The  survey  coincided  with  the  , 
Newspaper  Deliverers'  strike  in  New  1 
York  and  found: 

1)  More  than  35%  of  those  inter- 
viewed had  not  been  inconven- 
ienced by  the  strike. 

2)  Among  those  inconvenienced,  less 
than  20%  missed  the  advertise- 
ments and  sales. 

3)  In  spite  of  radio  and  tv's  exten- 
sive coverage  of  the  news  during 
the  strike,  there  were  still  people 
unaware  of  the  top  developments. 

4)  Of  those  aware  of  the  news  de- 
velopments, 53.8%  heard  them  on 
tv  while  52.4%  heard  the  stories 
on  radio. 

Rep  appointments:  KBON,  Oma- 
ha,   to    McGavren-Quinn   .  . 

WDEW,  Springfield  and  WBZY,  Tor 
rington,  Conn.,  to  Breen  &  Ward. 
New  York  .  .  .  KREM,  Spokane,  tc 
Edward  Petry  &  Co.  .  .  .  WORC 
Worcester,  Mass.,  to  Avery-Knode 
.  .  .  KQDE,  Seattle,  to  Forjoe  Co. 


TV  STATIONS 


Reviewing  the  year  promotion 
wise,  WMT  stations,  in  Ceda) 
Rapids,  figures  it  staged  contes! 
and  promotions  at  the  rate  o 
two  a  month. 
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58.5%  OF  AUDIENCE 
IN  INDIANAPOLIS ! 

59%  OF  AUDIENCE  IN  CHICAGO ! 


YANKEE  DOODLE  DANDY 
PULLS  LIKE  CRAZY! 

This  smash  hit  musical  is  rolling  up  sensational  ratings  and 
stations  are  enthusiastic.  Hugh  Kibbey  of  WFBM  wires: 
"YANKEE  DOODLE  DANDY  SPECIAL  SHOWING  ON 
XMAS  DAY  HUGE  SUCCESS.  MUCH  FAVORABLE 
REACTION  AND  ALREADY  WE  HAVE  POTENTIAL 
BANKROLLER  FOR  REPEAT  SHOWING  JULY  4." 
Remember,  this  gold  mine  is  available  only  up  to  July  5, 
for  two  showings  only. 
Schedule  one  showing 
right  away  and  a  second 
for  a  perfect  Fourth  of 
July  tie-in.  It's  your 
best  chance  for  a  local 
SPECTACULAR  success. 


WFBM,  INDIANAPOLIS 
Dec.  25,  5  pm  to  7  pm  18.0  VS.  6.4,  3.4,  2.9 

WBBM,  CHICAGO 
Dec.  6, 10  pm  to  midnight  28.4  VS.  8.7, 8.3, 3.0 


NEW  YORK 

345  Madison  Ave.,  MUrray  Hill  6-2323 

CHICAGO 

75  E.  Wacker  Dr.,  DEarborn  2-2030 

DALLAS 

1511  Bryan  St.,  Riverside  7-8553 

LOS  ANGELES 

9110  Sunset  Blvd.,  CRestview  6-5886 


U.CI.CI. 

UNITED  ARTISTS  ASSOCIATED,  INC 


Their  biggest  single  event  was  the 
National  Corn  Picking  contest,  and 
second,  a  seven-month  "Sports  Sweep- 
stakes" in  which  450  listeners  shared 
prizes   totaling  $6,000. 

Other  ideas  at  work: 

•  Symbol  for  sale:  WHAS-TV, 
Louisville,  had  to  end  its  nine-week 
promotion  campaign  two  weeks  early 
because  of  too  large  a  response.  The 
station,  during  breaks,  offered  view- 
ers a  52-page  color  and  game  book 
featuring  the  station's  symbol  "Fis- 
bie."   Total  number  sold:    25,000. 

•  An  international  invitation:  To 
Deputy  Premier  of  Russia,  Mikoyan, 
from  Lawrence  Rogers,  president  of 
WSAZ-AM  &  TV,  Huntington- 
Charleston.  Rogers  offered  to  roll 
out  the  red  carpet  should  Mikoyan 
and  his  party  want  to  make  a  tour  of 
West  Virginia  radio  and  tv  stations, 
during  his  visit  to  the  U.S. 

•  In  the  interest  of  public  service: 
WBTV,  Charlotte,  will  televise  a  se- 
ries of  100  tv  literacy  programs  de- 
signed especially  to  teach  adults  how 
to  read  and  write. 


Station  sale:  The  facilities  of 
WBUF,  the  NBC-owned  tv  station  in 
Buffalo,  suspended  last  September, 
have  been  sold  to  WBEN,  Inc.,  and 
Transeontinent  Tv  Corp.  The 
WBUF  studios  will  be  occupied  by 
WBEN-TV.  and  the  antenna  tower 
will  be  used  by  WGR-TV. 

Kudos:  Red  Cross,  commercial 
manager  of  WMAZ-TV,  Macon,  Ga., 
awarded  a  25-year  diamond  pin  .  .  . 
Irwin  Cowper,  v.p.  in  charge  of 
sales  for  WTIC-TV,  Hartford,  cele- 
brating his  25th  anniversary  with  the 
Travelers  Broadcasting  Service  Corp. 

On  the  personnel  front:  S.  B. 
Tremble,  appointed  station  man- 
ager of  KCMO-TV,  Kansas  City  .  .  . 
James  Osborn,  named  general  sales 
manager  of  WXIX,  Milwaukee  .  .  . 
Monte  Strohl,  to  sales  manager  of 
Cascade  Tv  and  William  Grogan, 
to  manager  of  KEPR-TV,  Pasco, 
Wash.  .  .  .  Robert  Sehulman, 
named  director  of  special  features 
for  KING  Broadcasting  Co.  .  .  . 
Harvey  Spiegal,  to  director  of  re- 
search at  TvB  .  .  .  John  Neeck,  pro- 
moted to  engineering  supervisor  at 
WPIX,  New  York.  ^ 


SPONSOR  ASKS 

(Con I "d  from  page  55) 

principles,  I  think,  are  timing  or 
pacing,  enthusiasm,  variety,  and 
meaning. 

I  do  not  think  the  use  of  sounds 
merely  as  attention  getters  is  a  good 
idea.  Production  aids  should  identify 
or  set  a  mood.  In  other  words  they 
should  have  some  meaning  in  rela- 
tion to  the  program  content. 

Regardless  of  the  evident  success  of 
some  modern  forms  of  broadcasting. 
I  think  a  good  radio  sound  should 
have  some  variety.  The  same  format 
over  and  over,  with  the  same  things 
done  at  the  same  times  in  the  same 
way,  cannot  be  endured  for  long. 

Enthusiasm  is  the  life  blood  of  all 
human  endeavor.  In  the  radio  busi- 
ness where  the  entire  impression  de- 
pends on  sounds,  enthusiasm  is  most 
important.  This  does  not  necessarily 
mean  shouting  or  playing  the  loudest 
possible  music.  Enthusiasm  can  be 
expressed  in  many  different  ways. 
There  is  contagious  enthusiasm  in  a 
child's  glee  on  Christmas  morning 
and  there  is  equal  enthusiasm  in  the 
whisperings  of  a  love  smitten  teen- 
ager on  Christmas  night.  A  good 
radio  sound  is  dependent  on  enthusi- 
astic presentation. 

Last,  but  far  from  least,  is  timing 
or  pacing.  Those  who  remember  old 
time  vaudeville  will  remember  that 
the  show  was  always  moving.  As  one 
act  left  the  stage,  another  was  on, 
and  quickly.  The  audience  was  there 
to  be  entertained  not  to  look  at  an 
empty  stage.  The  same  is  true  in 
creating  a  good  radio  sound.  The 
audience  did  not  tune  in  to  hear 
"dead  air."  This  does  not  mean  that 
a  frantic  or  feverish  pace  is  necessary, 
but  sound  must  continue  to  come 
from  that  loud  speaker  if  the  audi- 
ence is  going  to  remain  tuned  in. 
Good  timing  is  one  of  the  main 
factors  in  building  the  impression  of 
professional  efficiency  in  the  minds 
of  listeners. 

In  multiple  station  radio  markets 
some  specialization  on  the  part  of  in- 
dividual stations  is  almost  essential. 
A  good  radio  sound  can  be  created 
from  many  basic  ideas  or  specialties. 
These  differences  create  the  individ- 
ual personalities  or  identities  of  the 
stations  as  a  whole.  The  above  factors, 
however,  in  my  opinion,  are  necessary 
in  creating  a  good  radio  sound  re- 
gardless of  the  type  of  station.      ^ 


"REP."  SERVICES  RATING 

[Cont'd  from  page  42) 

tion  and  rep  in  working  together  on 
recommendations.  ' 

Station  visits  are  a  fundamental  re- 
quirement in  the  intelligent  servicing 
of  problems,  say  the  stations. 

Anthony  J.  Koelker,  station  man- 
ager, KMA,  Shenandoah,  Iowa,  calls 
for  "more  station  visits  by  reps  to 
get  first-hand  information  on  market 
and  station  personality  and  opera- 
tion." And  John  F.  Hurlbut,  promo- 
tion manager  of  WFBM,  WFBM-TV, 
Indianapolis,  also  wants  "More  rep 
salesmen's  visits  to  stations  to  learn 
their  modes  of  operation.  Too  many 
rep  salesmen  are  not  familiar  enough 
with  the  local  station's  operating 
problems." 

Amplifying  their  comments  on  the 
primar-  importance  of  sales,  some 
stations  had  suggestions  on  methods: 

Herb  Berg,  general  manager 
WWOK,  Charlotte,  N.  C.  wants  them 
"to  prove  to  timebuyers  that  they 
should  look  into  a  local  market  and 
get  the  real  story  of  success  rather 
than  buying  time  by  numbers." 

"For  reps:  Keep  telling  the  sta- 
tion's story  to  everyone  who  will  lis- 
ten. The  assistant  timebu^er  may  be 
the  head  timebuver  nevt  vear.  And 
if  the  station  is  a  good  ore  the  "story 
is  results,  results,  results."  is  the  sug- 
gestion of  Paul  F.  Eichhorn,  pres. 
and  general  manager.  WGRD.  Grand 
Rauids.  Michigan. 

In  spite  of  some  criterion  of  de- 
tails, most  stations  sesm  happy  with 
their  national  representative  arrange- 
ment. "We  value  highly  the  advice 
and  counsel  of  our  rep,"  says  one 
station  manager. 

"We've  had  several  good  represent- 
atives in  the  past,  but  we  rate  our 
present  agency  best.  Thev  have  ex- 
cellent agency  entree  and  maintain 
a  good  research  and  prompt  depart- 
ment— these  are  the  two  principal 
needs,"  comes  from  another  pleased 
station.  These  are  tvpical  of  many 
comments. 

"We  look  at  our  national  rep  as 
part  of  the  local  station."  writes  Fred 
Webb,  manager  WMFS,  Chattanooga, 
Tenn.  "They  are  in  the  large  cities 
for  us  ...  to  sell  our  station  .  .  .  and 
we  always  try  to  give  their  sugges- 
tions on  all  matters  concerning  this 
station  as  much  consideration  as  we 
do  our  own  local  salesmen  and  other 
personnel.  ^ 
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"Can't  I  go,  too?" 


THE  WORLD  OVER 

KIM 


ROYAL  DUTCH 
AIRLINES 


HUSBAND:  "To  Europe?  But  this  is  business  . . . 

besides,  we're  not  that  rich!" 
WIFE:  "You  can  save  $300  on  my  ticket  if  we  fly  KLM." 
HUSBAND:  "That  so?" 

WIFE:  "And  the  same  for  each  of  the  children." 
HUSBAND:  "Sounds  good,  but  what  about.  .  ." 
WIFE:  "And  we  can  see  lots  of  cities  over  there  —  free!" 
HUSBAND:   "Mmmmm  . . ." 

PS.  She  went.  First  Class,  too.  Why  don't  you  find  out  all  about  KLM  family 
fares  to  Europe  —  including  the  substantial  Economy  Class  savings?  Remember, 
KLM  features  non-stop  DC-7C  service  from  New  York,  one  stop  from  Houston. 

KLM  Royal  Dutch  Airlines,  430  Park  Avenue,  New  York  22,  N.  Y. 
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BARDAHL 

[Cont'd  from  page  37) 

could  put  the  racks,  brochures  and 
streamers  there.  Every  ounce  of  con- 
sumer demand  had  to  be  milked  with 
a  promise  of  more  to  come."  Bar- 
dahl's  own  advertising  department 
prepares  consumer  brochures  pegged 
to  the  seasonal  pitch  of  the  spots. 
Three  full-color,  easel-backed  display 
cards  are  also  provided  yearly.  (Na- 
tional advertising  activities  in  all 
forms  are  supervised  and  coordinated 
by  Miller,  Mackay,  Hoeck  &  Hartung 
out  of  Seattle.) 

(3)  Maintaining  a  "fair  trade" 
policy.  "The  dealer's  markup,"  Bar- 
clay stresses,  "is  one  of  the  most  im- 
portant things  we  offer.  Remove  it 
and  the  structure  collapses."  Discount 
selling  is  verboten,  and  distribution 
must  be  rigidly  policed  to  see  that 
none  occurs. 

Barclay  set  up  a  series  of  weekly 
sales  meetings  each  Friday  night.  At 
the  end  of  the  13-week  test  cycle,  Bar- 
clay quadrupled  the  ad  budget,  giv- 
ing Freede  $70,000  to  spend  from 
September  to  the  end  of  '57,  and  the 


sales  and  tv  expenditure  curves  were 
off  on  their  parallel  courses  (see 
graph  on  page  37). 

Within  six  months,  Barclay  had 
cracked  the  New  York  market.  The 
graph  also  shows  how  he  allowed  his 
sales  graph  to  level  out  in  the  spring 
of  '58.  He  did  this  to  prevent  a  run- 
away growth  that  would  put  demand 
ahead  of  orderly  distribution.  Spring, 
being  a  slow  period  for  additives, 
seemed  to  Barclay  the  right  time  for 
"consolidation." 

He  increased  his  sales  force  to  its 
present  30  and,  to  get  the  sales  curve 
started  upward  again,  doubled  his  ad 
budget  in  June.  This  meant  that 
$150,000  was  added  to  the  quarter 
million  already  earmarked  for  1958. 
This  made  several  things  possible : 

1 1 )  Pinpointing  a  larger  male  au- 
dience. Now  able  to  plan  ahead,  the 
agency  could  purchase  local  spots  in 
weekend,  holiday  and  special  sporting 
events  televised  nationally. 

(2)  Reaching  the  off-duty  service 
station  operator.  Not  only  would  the 
expanded  sports  schedule  do  this,  but 
a  consistent  late  evening  buy  was 
now  possible.     One  60-second  chain 


HERE'S  HOW  BARDAHL  PARCELS  SPOTS 


A  typical  three-station  schedule 


DAYS 

SUN. 

MON. 

TUES. 

WED. 

THUR. 

FRI. 

SAT. 

STATIONS 

1 

2 

3 

1 

2 

3 

1 

2 

3 

1 

2 

3 

1 

2 

3 

1 

2 

3 

1 

2 

3 

2:00-2:30  pm 

S 

2:30-3:00  pm 

3:00-3:30  pm 

3:30-4:00  pm 

4:00-4:30  pm 

4:30-5:00  pm 

S 

S 

5:00-5:30  pm 

S 

5:30-6.00  pm 

6:00-6:30  pm 

6:30-7:00  pm 

7.00-7:30  pm 

M 

N 

N 

7:30-8:00  pm 

8:00-8:30  pm 

M 

M 

8:30-9:00  pm 

9:00-9:30  pm 

S 

S 

M 

M 

9:30-10:00  pm 

M 

M 

M 

M 

M 

10:00-10:30  pm 

M 

S 

10:30-11:00  pm 

N 

S 

N 

M 

N 

11:15  pm-1  am 

M 

P 

P 

P 

P 

P 

M 

LEGEND:  Type  of  Spots  —  S  -  Sports  N  -  News  P  -  Personalities  M  -  Participations  In  Syndicated  Shows  &  Movies  etc. 

Male  consumer  is  primary  audience  for  sports,  news,  adventure  packages.    Off-duty  gas 
station  operator  is  secondary  audience  for  weekend  sports,  late  evening  personality  show 


break  spot  per  night,  five  nights  per 
week  was  purchased  in  the  Jack  Paar 
Show. 

(3)  Utilizing  new  spots.  The  Pat 
O'Brien  spots  were  now  available, 
and  these  c«uld  be  alternated  w'.th  the 
animated  commercials  with  greater 
frequency. 

Typical  spot  distribution  under  the 
expanded  budget  appears  at  left. 

Rosy  as  the  increased  sports  pros- 
pect seemed,  Barclay  and  the  agency 
were  aware  of  one  big  stumbling 
block:  sporting  events  are  plum  na- 
tional and  spot  buys  for  oil  com- 
panies. "From  the  very  beginning  of 
our  buying  into  sports  shows,"  says 
Riedl  and  Freede  media  director  Jan 
Stearns,  "it  was  a  matter  of  outguess- 
ing and  anticipating." 

Miss  Stearns  recalls  instances 
where  she  would  herself  warn  stations 
of  these  conflicts  when  national  gaso- 
line advertisers  were  sponsoring 
events  in  which  she  had  ordered 
spots.  "In  one  case,"  she  remembers, 
"my  warning  went  unheeded  and 
when  the  spot  finally  did  have  to  be 
yanked,  an  even  better  make-good 
was  obtained  elsewhere." 

Competing  on  a  spot  basis,  how- 
ever, it's  every  one  for  himself.  To 
beat  the  "big  boys"  to  the  advertis- 
ing draw.  Miss  Stearns  keeps  well  up 
on  even  probable  televised  events, 
ordering  her  spots  of  any  and  all  sta- 
tions that  might  possibly  be  carrying 
them.  This  strategy  has  resulted  in 
Bardahl's  inclusion  in  every  type  of 
tv  sporting  event,  the  agency  says, 
without  qualification. 

Informal  surveys  of  station  opera- 
tors by  the  Bardahl  sales  force  prove 
conclusively  that  it  is  well  worth  the 
trouble.  "Best  remembered  spots," 
Bob  Freede  reports,  "are  in  the  sports 
and  late  evening  Paar  show." 

These  surveys  are  a  new  tool  for 
merchandising  to  the  retailer.  The 
recall  adds  to  his  own  awareness  of 
Bardahl  advertising  and  answers 
agency  and  client  questions  as  well. 

Another  answer:  the  zero  to  85% 
distribution  and  $2,225,000  sales  vol- 
ume with  which  Barclay  expects  to 
complete  his  current  fiscal  year  after 
only  22  months  in  the  New  York 
market.  The  technique  for  accom- 
plishing it  merely  stems  to  the  days 
of  the  "contraption"  —  lugging  it 
around,  setting  it  up,  doing  the  spots, 
getting  reactions  from  service  station 
managers  and  following  consumer  de- 
mand right  into  the  enemy  camp.  ^ 
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Farmers 

BELIEVE 

Arnold  Peterson! 

RADIO   WOW  — WOW-TV 
FARM   SERVICE   DIRECTOR 


BECAUSE  he  has  broadcast  daily  for  seven 
years  on  Radio  WOW  and  WOW-TV! 

BECAUSE  he  is  experienced  in  all  phases  of  agri- 
culture. Born  and  bred  on  Nebraska  farm  .  .  .  out- 
standing in  4-H  work  as  youth  .  .  .  graduate 
University  of  Nebraska  College  of  Agriculture.  .  . 
managed  135  Nebraska  farms  while  with 
Federal  Land  Bank  .  .  .  currently  an  owner  of  320- 
acre  farm. 

BECAUSE  he  spent  six  years  as  a  county  agent 
working  closely  with  farmers.  Continues  to  work 
regularly  with  County  Agents  in  WOW  area. 

BECAUSE  he  is  a  top  level  organizer  in  farm 
projects.  Has  managed  three  state  and  national 
Corn  Picking  Contests  for  WOW.  Program 
chairman  of  1958  National  Farm  Directors 
Convention.  Program  chairman  for  upcoming 
Pasture-Forage-Livestock  Association  Conven- 
tion. Chairman  Omaha  Chamber  of  Commerce 
4-H  Committee. 


ARNOLD  PETERSON  TELLS  AND  SELLS: 

If  you  want  believable  Arnold  to  sell  for  you,  call 
any  John  Blair  or  Blair-TV  man. 


ARNOLD   PETERSON 
WOW  and  WOW-TV's 
New  Farm  Director 


REGIONAL   RADIO 


CHANNEL   6 


WOWwWOW-TV 


John   BLAIR, 

Representative 


BLAIR-TV, 

Representative 


OMAHA 
NEBR. 

CBS 
Affiliate 


Meredith  Stations  are  affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 
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HAVIN-T 

LOOKED  UP! 


Tv  and  radio 
NEWSMAKERS 


SPECIALIZED  NEGRO 
PROGRAMMING 


With  100%  Negro  programming  per- 
sonnel, KPRS  is  effectively  directing 
the  buying  habits  of  its  vast,  faithful 
audience.  Your  sales  message  wastes 
neither  time  nor  money  in  reaching 
the  heart  of  its  "preferred"  market. 
Buying  time  on  KPRS  is  like  buying 
the  only  radio  station  in  a  community 
of  128,357  active  prospects. 


1,000  W.      1590  KC. 

KPRS 

KANSAS   CITY,   MISSOURI 
for  availabilities  call  Humboldt  3-3100 


Represented  Nationally  by- 
John  E.  Pearson  Company 


= 

SALES   1 

N 

WESTERN 

MONTANA 

Jl 

.13 

I  ML   C^| 

% 

7 

--., 

ii|K5L 

-■ 

J 

7 

•-' 

N 

IflMaWj 

V. 

TIMEBUYERS: 
YOUR  JOB   IS 
TOO  TOUGH! 
IF  YOU'RE  NOT  USING 

KMSO  ch  13 

TO  SELL  WESTERN  MONTANA 

•  42,000  TV  HOMES 

•  ONE  DOLLAR  PER  1000 

•  80%  UN  DUPLICATED 

CALL  OR  WRITE 
NAT.  REP.  GILL-PERNA 


KMSO  —  MISSOULA,  MONTANA 


Hugh  L.  Lucas  has  been  appointed  v.p. 
in  charge  of  all  tv/radio  client  services  for 
Campbell-Ewald.  He  will  also  serve  on  that 
agency's  operations  committee.  Lucas  joined 
C-E  as  an  a.e.  in  1955,  after  an  association 
with  Foote,  Cone  &  Belding's  Chicago  office, 
where  he  was  a  vice-president  in  charge  of 
creating  marketing  programs  in  food,  ap- 
pliances, drugs,  cosmetics,  etc.  Thomas  B. 
Adams,  Campbell-Ewald  president,  said  that  the  move  was  a  part  of 
the  agency's  program  for   a  future  as  a  "total  marketing  center." 

Arnold  E.  Johnson  has  been  named  a  vice 
president  of  Needham,  Louis  &  Brorby, 
Chicago.  Formerly,  he  had  been  director 
of  broadcast  facilities  at  that  agency.  John- 
son joined  NL&B  six  years  ago  as  head  of 
the  timebuying  section  of  the  media  depart- 
ment. A  veteran  in  Chicago  broadcasting 
circles,  Johnson  had  been  with  NBC's 
Chicago  office  for  19  years.  At  the  time  he 
shifted  to  NL&B,  he  held  the  position  of  television/radio  sales  service 
manager  for  the  network.    He  is  married  and  lives  in  Wheaton,  111. 

James  E.  Szabo  was  recently  named  sales 
manager  of  WABC-TV,  New  York,  flag- 
ship station  for  the  ABC  network.  Szabo 
began  his  sales  career  with  Adam  Young, 
rose  to  the  position  of  sales  manager  for 
that  organization  before  moving  to  John 
W.  Loveton  Productions  as  national  sales 
manager.  In  1955,  he  moved  to  ABC 
where  he  was  associated  with  WABC-TV 
for  the  next  two  and  one-half  years.  Since  June,  1958,  Szabo  has 
been  a.e.  with  ABC's  sales  department.    He  lives  in  Elmhurst,  L.  I. 

Peter  C.  Levathes,  v.p.  of  media  for 
Young  &  Rubicam  will  head  up  the  agen- 
cy's expanded  radio/tv  dept.,  according  to 
a  recent  announcement  by  George  H.  Grib- 
bin,  president.  The  new  department  func- 
tions will  combine  programing  and  time- 
buying.  Levathes,  who  has  been  with  Y&R 
since  1953,  will  continue,  for  the  time  be- 
ing as  director  of  the  media  dept.  Prior  to 
joining  Y&R,  he  was  head  of  tv  for  20th  Century  Fox.  Robert  P. 
Mountain   was   named   vice   president   in    charge   of   new   business. 
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Your  Salesman  for  More  Than  700,000 

CALLS  ON  SIGHT 
BIGGEST,RICH 


TELEVISIOH 

WINSTON-SAL  EH 


S|)NSOR 


Put  your  salesman  where  he  can  make  the  most 
calls  at  less  cost.  Buy  WSJS-television's  713,062 
TV  sets  in  75  Piedmont  Counties  in 
North  Carolina  and  Virginia. 


10  JANUARY    1959 


^  Winston-Salem 
[|][Q  for  s    Greensboro 
^  High  Point 


AFFILIATE 


Call  Headley-Rced 


SPONSOR 
SPEAKS 


Be  careful  of  program  formulas 

As  business  men  in  radio  and  tv  advertising,  nearly  all  of 
us  enjoy  looking  at  detailed  facts  and  figures. 

There  is  something  comforting  and  reassuring  about  graphs 
and  charts  and  tables  and  dollar  listings.  They  seem  definite, 
tangible,  factual.  They  provide  us  with  a  sense  of  security, 
confidence,  and  practicality. 

But  there  are  dangers  in  facts  and  figures,  too.  Dangers 
that,  in  our  enthusiasm  for  them,  we  may  wholly  lose  sight 
of  the  realities  on  which  they  are  based. 

This  week,  on  page  31,  sponsor  publishes  a  comprehensive 
report  on  the  current  state  of  network  tv  programing.  You 
will  find  there  a  summary  of  program  trends,  ratings,  casual- 
ties, and  costs,  a  practical  roundup  of  basic  program  informa- 
tion which  every  media  man,  account  executive  and  adver- 
tising manager  should  have  at  his  fingertips. 

We  believe  you  will  be  interested  in  tracing  the  decline  of 
the  quiz  shows,  the  continued  strength  and  durability  of  the 
westerns,  the  rating  power  of  the  top  25  network  programs. 

But  we  publish  this  report  with  a  special  word  of  caution. 
Behind  all  these  facts  and  figures  lie  certain  all-important 
human  values.  If  you  disregard  them,  you  may  easily  make 
some  tragic  business  errors. 

It  is  quite  true  that  public  interest  in  tv  programs  seems  to 
fall  into  certain  broad  categories  or  "types" — Westerns,  musi- 
cals, comedy,  drama,  etc. 

But  we  must  never  forget  that  a  program  "type"  does  not, 
in  itself,  insure  popularity.  Even  more  important  than  any 
formula  is  the  skill  or  lack  of  it  with  which  an  individual 
program  is  handled. 

Behind  every  truly  great  program  lie  the  talents  and  abili- 
ties of  at  least  one  truly  great  person.  Unless  you  can  find 
real  creativeness,  imagination  and  integrity  in  your  producer, 
director,  writer,  or  star,  no  amount  of  formula  thinking  about 
programs  will  do  you  much  good. 


THIS  WE  FIGHT  FOR:  A  recognition  that, 
in  every  phase  of  radio  and  tv,  it  is  individual 
creative  ability  which  has  brought  us  our  out- 
standing successes,  and  which  will  insure  the 
future  health  and  welfare  of  the  air  media. 
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lO-SECOND  SPOTS 

Print  media  booster:  During  the 
newspaper  strike  which  hit  N.Y.C. 
over  the  holiday  season,  a  Ketchum, 
MacLeod  &  Grove  agencyman  got  a 
frantic  phone  call  from  his  sister. 
"They  would  pull  a  strike,"  she  com- 
plained, "just  when  I  get  a  Mynah 
bird  for  a  gift.  Have  you  got  any 
papers  at  all  for  the  cage?" 

Real  McCoy:  In  an  age  conditioned 
by  tv  commercials  to  "realness"  (rea 
beer,  real  cigarette,  etc.),  we  report 
the  experience  of  a  New  York  adga 
who  dropped  into  her  church  to  view 
the  Christmas  creche,  comprised  of 
posed  members  of  the  congregation. 
Our  adgal  heard  a  woman  spectator 
say  to  her  child,  "Look,  dear,  they 
breathe  real  air." 

'58  roundup:  Cleaning  out  our  desk 
for  the  New  Year,  we  ran  across  some 
1958  flotsam  we  had  intended  to 
use  but  didn't.  So  here's  a  full  60 
seconds  of  10  Second  Spots  from  last 
year — A  panel  of  glamour  girls  chose 
as  one  of  "The  10  sexiest  bachelors 
on  earth"  tv  sportscaster  Mel  Allen 
on  the  grounds  that  "his  vibrant 
voice  would  be  nice  to  hear  first 
thing  in  the  morning."  .  .  .  When 
KFAB,  Omaha,  misread  "Wednesday' 
for  "Thursday"  in  announcing  a  de 
partment  store  sale,  the  store  wa: 
cleaned  out  of  sale  merchandise  a  day 
early.  ...  To  pick  up  the  kine  of 
Buffalo  tv  show  and  deliver  it  to  i 
New  York  City  ad  agency,  a  fool 
messenger  for  Mercury  Service  Sys| 
tems  covered  600  miles  in  one  morn 
ing — by  plane.  ...  In  Hollywood 
KMPC's  Dick  Whittinghill  experi 
mented  with  subliminal  advertising 
whispered  into  a  mike  at  frequen 
intervals,  "Santa  Monica's  footba 
team  can  beat  Bakersfield" — and  the 
did  though  Bakersfield  was  highl 
favored.  .  .  .  Paul  Parker,  of  Phil 
delphia's  WIP,  while  taping  his  sho 
from  a  Navy  blimp,  suddenly  foun 
himself  in  the  unenviable  role  of 
passenger  on  a  runaway  when  t! 
lines  to  the  mooring  mast  snappe 
but  went  right  on  delivering  a  me; 
product  commercial.  ...  In  Vienna 
a  court  permitted  a  wife  to  produc 
as  divorce  evidence  a  tv  show  i 
which  her  husband  momentaril 
wandered  past  camera  with  a  blond 
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PROGRAMMING 


9  in  a  Series  -  Radio  Renaissance  in  Dallas 


From  Ships 


Satellites 

: ;  /X  •  •  l 


Aerojet's  big  Sacramento  plant 
employs  12,000  workers  to  man- 
ufacture potent  rocket  fuel.       W* 


Port  of  Stockton,  the  State's  biggest  inland 
seaport.    Serves  41  steamship    lines. 


The  healthy  industrial  growth  talcing  place 
in  the  KBET-TV  dominated  Sacramento- 
Stockton  market  includes  many  of  America's 
leading  companies.  The  Port  of  Stockton  last 
year  handled  an  all-time  record  of  sea-going 
cargo.  Similar  inland  port  facilities  under 
construction  at  Sacramento  will  serve  new 
big  industries  such  as  the  Aerojet-General 
Corporation,  producers  of  the  fuels  that  give 
U.  S.  satellite-carrying  rockets  their  "big 
push".  Among  other  big  payrolls  in  Sacra- 
mento are  Douglas  Aircraft,  Procter  &  Gamble 
And  in  Stockton  .  . .  International  Harvester, 
Fibreboard  Products,  Johns-Manville. 
Capital  investment  in  industrial  expansion 
increased  85.71%  in  Sacramento,  over  100% 
in  Stockton,  between  1 950  to  1 957.  In  the 
same  period  ,  industrial  employment  increase 
95.1%  in  Sacramento,  71%  in  Stockton. 


KBET-TV      CHANNEL  10 


SACRAMENTO 


CALIFORNIA 


BASIC     ^H.     CBS  OUTLET 


Call  H-R  Television.  Inc.  fr»r  Curr*****  A\*nllc 
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teen  hearing  a  lot 
fcout  the  Storz  Stations, 
glich  ones  we 

Ing?" 


y#~with  KOMA,  Oklahoma  City — 
reare  5  markets  where  all  you  have 

T-d<ko  get  the  big  audiences — and  the 
rmlts — is  to  pick  the  Storz  Station. 

Kf,    Minneapolis-St.    Paul.     275    first 
hours;  only  85  for  2nd  station.    First  in 
|  audience.    (Pulse.)     50,000  watt  station, 
50,000    watt    personalities.     Call    John 
Co.,  or  GM  Jack  Thayer. 

Kansas  City.  3-way  dominance!  Far 
Bit  in  every  T4  hour  of  every  metro  and 
vey.  Audiences  in  the  40%  bracket. 
icn  and  women  than  the  next  3  stations 
d.  Call  John  Blair  &  Co.,  or  GM  George 
Ktrong. 

.,  Oklahoma  City's  only  50,000  watt 
And  clear-channel,  too!  Watch  KOM  \ 
■ward  the  top — and  take  you  along  with 
John  Blair  &  Co.,  or  GM  Jack  Sampson. 


i\ 


WTIX,  New  Orleans.  New  52-countv  Area 
Pulse  shows  WTIX  first  360  out  of  360  j4'hours; 
first  morning,  afternoon,  evening.  2,500,000 
people  now  in  the  WTIX  area  since  the  change- 
over to  5,000  watts  and  690  kc.  Call  Adam  Young 
Inc.,  or  GM  Fred  Berthelson. 

WQAM,  Miami.  First  240  of  240  >4  hours. 
(Latest  South  &  Central  Florida  Area  Pulse.)  First 
280  of   280    daytime    J4    hours. 


(Pulse.)     First 
hours. 

(Hooper.)    Call  John   Blair  &  Co.,  or  GM  Jack 
Sandler. 


with  40.5%  and  264  of  264  daytime   '  j 


The   Storz  Stations 

TODD    STORZ,     President 

Home  Office:    Omaha 
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AND  MARKETING 
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sponsor  studies  the 
changing    media    mar- 
keting set-up  in  tod.i 
agencies  and  what  may 
happen    in   the    future 

Page  29 

Merchandise  your 
tv  star  to  sell 
your  products 
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Tv  Basics:  Fall 
net  shows  at  the 
halfway  mark 
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tv  commercials 
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K-7    AMARILLO    RATINGS 

UP  44% 

.  .  .  AND    .  .    IN   JUST  30  DAYS  .  .  . 

OCTOBER  30  New  ownership  and  management  premieres  all-new  pro- 
gramming and  operational  plan  for  KVI1-TV  against  two  strongly  en- 
trenched competitors,  both  on  the  air  since  1953! 

NOVEMBER  30  One  month  later,  AKB  begins  regular  survey,  after  the 
new  K-7  pattern  in  operation  only  30  days! 


RESULTS 

I 


•  K-7  OVERALL  SHARE  OF  AUDIENCE  UP  44%! 

•  K-7  6  PM-MIDNIGHT  SHARE  OF  AUDIENCE  UP  51%! 

•  K-7  6  TO  10  PM  SHARE  OF  AUDIENCE UP  68%! 


The  dynamic*  new  approach  to  television  in  Amarillo  taken  by  KVII-TV  (K-7) 
saw  the  initial  ratings  in  more  than  30  hours  of  programming  DOUBLED,  and 
ratings  sharply  increased  in  more  than  90%  of  the  rated  time  periods.  K-7's 
Movie  Spectaculars  are  the  highest  rated  movies  IX  THE  MARKET!  K-7's 
"All  Aboard  For  Fun"  is  the  highest-rated  local  children's  program  IN  THE 
MARKET ! 

IN  TOTAL  RATING  POINTS  .  . 
K-7  is  FIRST  on  Sunday,  Tuesday  and  Thursdays  be- 
tween 6  and  9:30  PM !  3  DAYS  OUT  OF  7  .  .  in  just 
30  days  time. 

How  did  K-7  do  it  so  quickly?  By  combining  the  know-how  and  many 
years  of  experience  of  its  new  management  team — an  exciting  and  ex- 
panded program  schedule — and  the  most  forceful  promotion  campaign 
in  the  city's  history! 

Those  are  only  the  FIRST  reports !  The  flexibility  of  the  NEW  K-7 
permits  the  addition  of  new  and  powerful  vehicles  where  a  weak  point 
appears.  Add  up  these  first  results — remembering-  that  K-7  is  now 
full  power  with  316,000  watts— and  you've  got  a  STORY!  All  done, 
by-the-way,  without  gimmicks  or  give-awrays.  Get  the  COMPLETE 
AND  EXCITING  story  of  the  new  K-7  (KVII-TV)  from  your  Boiling 
Man. 

kvii-tv  a 
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RADIO 

IS 

TALENT 


TALENT  THAT   SELLS 

on  the  station  where  the  most 
important  sound  is  your  commercial 


WPEN 


WPEN    programs    believable,   selling,   loca 
personalities  24-  hours  a  day,  7  days  a  week 
Talent  — that's  why  more  local  and  more  national 
advertisers    buy    WPEN    than    any    other 
Philadelphia  radio  station. 

Represented  nationally  by  GILL-PERNA 

New    York,    Chicago,    Los    Angeles,    San    Francisco,    Boston,     Detroit 
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Will  media  and  marketing  bend? 
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The 
SALESMAN 

makes  a 
difference . . . 


and  so  does  the 
STATION!    - 


'oil  can  bet  on  it  —  a  reputable,  believable 

alesman  will  make  less  noise  —  and  make  more  sales  — 

han  a  carnival  pitch  man. 

iO,000-watt  WHO  Radio  is  the  most  believable,  effective 
alesman  in  this  State.  Iowa  has  confidence  in  WHO 
T  'ecause  WHO  has  confidence  in  Iowa.  We  have  proved 
ur  faith  for  decades  —  by  building  and  maintaining  the 
reatest  Farm  Department  in  Mid-America  —  the  greatest 
lews  Department- — a  fine,  professional  Programming 
department  that  does  a  lot  more  than  play  the  "first  50" 

3!     s  a  result,  more  Iowa  people  listen  to  WHO 
(     lan  listen  to  the  next  four  commercial  stations 
tmbined  —  and  BELIEVE  what  they  hear! 

f  course  you  are  careful  about  the  salesmen  you 
re.  You  of  course  want  to  be  equally  careful 
>out  your  radio  salesmen.    Ask  PGW  for  all  the 
cts  about  Iowa's  GREATEST  radio  station! 


WHO 

for  Iowa  PLUS ! 

Des  Moines    .    .    .    50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

Robert   H.    Harter,   Sales   Manager 


ntetf* « 
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WHO  Radio  is  part  of  Central  Broadcasting  Company. 

which  also  owns  and  operates 

WHO-TV,  Des  Moines,  WOC-TV,  Davenport 

Affiliate 
Peters,  Griffin,  Woodward,  Inc.,  National  Representatives 


In' 


I 


'itNMlli 


17   JANUARY    1959 


If 

You  Want 

KING  SIZED 

Coverage 

In  King  Sized 

PORTLAND  OREGON 

Market 


and 

SPORTS 


and   Always 
Get 

KING  SIZED 

Results   for 
Advertisers 


NEWSMAKER 
of  the  week 


The  appointment  of  Nat  Wolff  as  a  vice  president  in  the 
radio  I  tv  department  of  Y&R  brings  back  a  veteran  showman 
to  the  agency  after  a  hiatus  of  more  than  two  years  during 
which  he  worked  for  NBC  and  was  partner  in  a  tv  film  firm. 

The  newsmaker:  One  of  the  most  highly-respected  talent 
and  program  specialists  in  the  tv  business,  Nat  Wolff  brings  years  of 
experience  to  an  agency  which  billed  an  estimated  $95  million  in 
broadcasting  last  year.  He  was  a  talent  agent  for  years  in  Holly, 
wood,  later  became  a  writer,  director  and  producer  of  radio  shows. 
Among  his  credits  was  radio's  Halls  of  Ivy,  starring  the  late  Ronald 
Coleman,  a  personal  friend  of  Wolff's  as  well  as  a  client  in  his  talent 
agent  days. 

In  returning  to  Y&R,  Wolff  will  operate  in  the  program  area.  He 
will  report  to  Peter  G.  Levathes, 
recently  named  director  of  the 
radio/tv  department.  Wolff's  pre- 
vious association  with  Y&R  makes 
him  a  familiar  figure  to  the  agen- 
cy's clients,  particularly  General 
Foods,  General  Electric  and  Bris- 
tol-Myers, all  of  whom  consider 
him  a  top-notch  operator  in  pro- 
gram development.  Levathes,  in 
addition  to  running  the  depart- 
ment, will  handle  a  good  part  of 
the  client  contact  chores. 

Wolff  comes  back  to  Y&R  as  a 
program  specialist  at  a  time  when 
agency  production  activities  are  in 

general  at  a  low  point,  a  situation  likely  to  remain  permanent. 
However,  development  of  program  ideas,  discussions  with  talent 
and  negotiations  with  the  networks  remain  key  agency  functions. 
And  they  are  functions  at  which  Wolff  excels. 

Wolff's  previous  tenure  at  Y&R  ran  from  1951  to  1956,  during 
which  time  he  was  a  vice  president.  He  left  to  join  NBC  as  director 
of  program  development.  In  1957,  Wolff  became  a  partner  in  the 
Don  W.  Sharpe  Enterprises,  which  has  developed  such  shows  as 
Peter  Gunn,  Yancy  Derringer  and  The  Green  Peacock.  He  will  re- 
linquish all  outside  interests,  however,  and  work  full  time  for  the 
agency  and  its  clients. 

Operating  for  years  in  a  business  sometimes  cluttered  with  sharp 
practices  and  raffish  characters,  Wolff  won  the  reputation  of  a  gentle 
man  and  a  man  of  his  word.  He  is  not  a  restrained  type,  however 
and  is  often  given  to  streaks  of  high-pitched  excitability.  His  wife  is 
the  well-known  British  actress,  Edna  Best.  W\ 
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Nat  Wolff 


SPONSOR 


17   JANUARY    195' 


NEWSMAKER  STATION  of  the  WEEK 


WARM  is  first  in  DALLAS 


Dallas,  Pa.  that  is. 


robert  e.  eastman  &  co., 


inc. 


national  representatives  of  radio  stations 


NEW  YORK: 

527  Madison  Avenue 
New  York  22,  N.Y. 
PLaza  9-7760 


CHICAGO: 

333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-7640 


SAN  FRANCISCO: 

Russ  Bldg. 

San  Francisco,  Cal. 

YUkon  2-9760 


DALLAS: 

211  North  Ervay  Bldg. 
Dallas,  Texas 
Riverside  7-2417 


ST.  LOUIS: 

Syndicate  Trust  Bldg. 
915  Olive  St. 
St.  Louis,  Missouri 
CEntral  1-6055 
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THE  1958  STORY. 


In  1958,  America 


grew  and  so  did  American  television  and  so  did  America's 
first  television  network.  Starting  its  second  decade  of  com- 
mercial service,  the  NBC  Television  Network  placed  new 
benchmarks  along  the  path  of  progress: 

NBC  introduced  "Continental  Classroom,"  the  first 
nation-wide  television  course.  Carried  by  149  stations, 
accepted  for  full  academic  credit  by  265  colleges  and  uni- 
versities, viewed  by  270,000  Americans,  this  course  in 


Atomic  Age  Physics  was  universally  described  as  a 
experiment  in  the  nation's  interest. 

NBC  News,  through  its  300  correspondents  static 
around  the  world,  responded  to  the  explosive  events  of  1 5 
with  a  20%  increase  in  news  coverage. 

NBC  Special  programs,  covering  a  broad  range  of  er 
tainment  and  informational  forms,  paced  the  entire  indu  i 
with  nearly  100  separate  productions. 

NBC  flew  the  proud  ensign  of  color  almost  alone, 


ting  a  record  total  of  664  hours  of  color  programs. 

NBC  logged  a  record  300  hours  covering  a  variety  of  the 
uion's  foremost  sports  events. 

NBC's  average  daytime  program  increased  its  audience 
I  5'  c  more  homes;  its  average  evening  program  by  10% 
B«e  homes. 

NBC  reached  its  all-time  high  in  gross  time  sales,  sur- 
ging 1957  by  13%.  A  record  total  of  205  sponsors  gave 
KK  the  largest  gross  dollar  increase  of  any  network.  At 


year's  end,  NBC  led  all  networks  in  evening  sponsored  time. 
The  true  measure  of  a  network's  greatness  lies  in  the 
totality  of  its  service.  One  measure  of  that  totality  is  the 
recognition  accorded  a  network's  programming  by  respon- 
sible independent  groups  with  different  interests.  In  1958 
NBC,  its  programs  and  its  personalities,  received  more 
aivards  than  any  other  network. 

NBC  TELEVISION  NETWORK 
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J_i    is  a  Layman, 

Outside  of  our  "biz." 
Our  terms  are  confusing 

Alongside  of  his. 

It's  true.  The  advertising  profession 
has  terminology  that's  as  confusing  to 
the  layman  as  medical  phrases  are  to 
most  of  us.  Cumes,  cost  per  M  and 
average  aud.  mean  nothing  to  him. 

Furthermore,  all  the  layman  knows 
about  media  selection  comes  through 
preference:  whether  specific  media 
meet  his  own  individual  tastes. 

For  more  than  36  years,  KHJ  Radio, 
Los  Angeles,  has  been  programming 
with  an  eye  toward  satisfying  those 
tastes.  We  believe  that  complete  pene- 
tration of  any  market  can  only  be 
achieved  through  penetration  of  each 
individual  mind. 

To  that  end,  KHJ's  foreground 
sound  features  news,  commentary, 
sports,  drama,  discussion,  variety  and 
quiz  programs  designed  to  hold  the 
layman's  attention  not  only  during  the 
program  but  through  the  commercials 
within  and  around  it. 

Never  underestimate  the  variety  of  the 
laymen's  tastes  in  Greater  Los  Angeles. 
Here  is  a  medium  programmed  to  sat- 
isfy them  all. 


KHJ 

RADIO 

LOS  ANGELES 

1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 


Timebuyers 
at  work 


Russel  I.  Hare,  research  and  media  director,  Tilds  &  Cantz,  Los 
Angeles,  feels  that  the  dividing  line  between  media  research  and 
market  research  is  relatively  artificial,  in  agreement  with  Bill  Dekker, 
media  v. p.  at  McCann-Erickson.  "Most  media  have  themselves 
done  a  fine  job  of  market  research  in  recent  years,"  Russel  says, 
"greatly  simplifying  the  work  of 
our  own  department.  Close  co- 
operation among  media,  their  rep- 
resentatives, and  our  agency  has 
resulted  in  more  accurate  and 
comprehensive  research,  much  of 
which  has  helped  us  in  overcom- 
ing many  marketing  problems." 
Russel  points  out  that  while  the 
research  function  in  advertising 
encompasses  a  great  deal,  it  should 
always  first  isolate  and  define  the 
nature  of  the  market,  from  dis- 
tributor to  consumer,  to  be  a  valuable  advertising  tool.  "Media 
buyers,  with  a  clear  picture  of  the  people  they  must  reach,"  Russel 
says,  "can  then  purchase  time  accordingly.  We  have  found  by 
working  in  this  manner  budgets  become  a  framework  in  which  to 
develop  an  effective  advertising  program,  rather  than  a  limitation." 

Jack  E.  Dube,  Cole  Fischer  Rogow,  Inc..  New  York,  points  out  the 
distinct  factors  and  problems  that  must  be  considered  in  deciding 
the  best  media  plans  for  a  new  product's  initial  campaign.  "The 
nature  of  the  product,  how  it  is  marketed  and  its  merchandising 
potential  are  just  some  of  the  considerations  in  buying,"  Jack  says. 

"With  a  new  product,  it  is  often 
best,  budget  permitting,  to  initiate 
your  campaign  in  television  where 
you  can  get  the  benefits  of  visual 
impact.  Then,  once  this  has  been 
established,  to  back  it  up  with  an 
extensive  radio  campaign,  capital- 
izing on  imagery  transfer."  Jack 
feels  that  merchandising  is  as  im- 
portant with  a  new  product  in  a 
virgin  market  as  the  broadcast 
schedules  themselves.  "It  is  the 
merchandising,  especially  the 
point-of-sale  displays,"  Jack  says,  "that  give  the  product  the  mo- 
mentum it  needs  for  first  impression  with  wholesalers  and  retailers 
as  well  as  with  customers.  Without  the  cooperation  of  the  wholesalers 
and  retailers  a  product  will  never  move,  so  we  weigh  every  station 
merchandising  plan  carefully  to  make  sure  we  will  have  the  edge." 
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We  believe  that  the  most  wildly  successful  show  on  earth  means  little,  if  each  minute 
devoted  to  the  sales  message  does  not  hold  and  move  your  audience. . . .  With  us,  show 
business  is  business— business  that  shows  a  profit  for  our  clients.    N.  W.  AYER  &  SON,  INC. 


The  commercial  is   the  payoff 
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THE  ONLY   MEDIA 

EFFECTIVELY    REACHING 

THE   VAST   .   .   . 
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MARKET 

25%    PENETRATION 

WEEKLY 

38  COUNTIES 


Call   HOLLINGBERY 

FOR 
RATE  DETAILS 
PRIME  AVAILS 
PACKAGE  PLANS 
TOP  RATINGS 
MARKET  DATA 
PROGRAMMING 
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ClaufiL 


COLUMBUS,  GEORGIA 


Cull     HOLIINCIIHV        (S}^?| 


by  John  E.  McMillin 


Commercial 
commentary 


Build  thee  more  stately  mansions 

Just  in  case  you  hadn't  noticed  it,  the  new 
"men-in-white  provisions"  of  the  NAB  code  went 
into  effect  on  1  January  1959. 

So  far,  though,  the  impact  of  the  new  ban  on 
impersonating  doctors  in  tv  commercials  has 
been  something  less  than  bomb-like. 

The   Voice   of  Anacin   still   snarls   "What  do 
doctors  recommend?"    The  now  defrocked  but 
still  frenzied  Anacin  announcer  still  snarls  back,  "Yes,  what  do  doc- 
tors recommend?"    And  the  old  pitch  continues  without  a  hitch  in 
pretty  much  the  same  old  way. 

Obviously,  neither  Anacin  nor  other  tv  drug  advertisers  are  greatly 
bothered.  Obviously,  too,  the  NAB's  code  action  has  not  succeeded 
in  cleaning  up  tv's  medical  jungles. 

This,  of  course,  is  too  bad  and  in  a  sense  it  is  pretty  discouraging. 

Yet  it  is  exactly  what  any  experienced  advertising  man  could  have 
and  should  have  foreseen.  When  it  comes  to  codes  of  advertising 
censorship,  a  clever  copywriter  can  outwit  a  careful  lawyer  any  day 
of  the  week. 

He  can  always  achieve  the  effect  he  wants  without  violating  the 
letter  of  the  law.  And  if  he  doesn't  believe  in  the  spirit  of  a  code, 
no  amount  of  restrictive  verbiage  will  slow  him  down. 

This  essentially  is  what  has  happened  with  NAB's  well-intentioned 
men-in-white  provision.    And  where  does  it  leave  us  now? 

Well,  I  think  that  those  of  us  who  sincerely  feel  that  our  tv  screens 
are  over-clogged  with  medical  and  anatomical  offensiveness,  should 
stop  kidding  ourselves. 

We  should  stop  passing  pious  resolutions  and  engaging  in  windy 
debate.  The  time  has  come  for  us  to  haul  out  of  our  arsenal  (and  it's 
going  to  take  courage  to  use  it)  our  most  fearful  and  devastating 
weapon — the  nuclear  weapon  of  laughter. 

Laughter,  properly  directed,  is  a  lot  more  lethal  than  any  legisla- 
tion, more  deadly  than  any  qode  of  ethics.  And  both  drug  advertis- 
ing and  drug  advertisers  are  peculiarly  vulnerable  to  it. 

Devils,  drugs  and  diagrams 

They're  vulnerable  because  most  patent  medicine  advertising  is, 
and  always  has  been  rooted  in  a  kind  of  psychological  silliness. 

If  you  have  ever  written  drug  copy,  you  know  that  it  is  different. 
It  is  not  simply  (and  honestly)  concerned  with  telling  a  consumer 
about  some  product  benefit.  It  carries  in  addition  certain  dark,  emo- 
tional overtones,  a  formula  of  mystic  mumbo  jumbo  that  dates  back 
to  the  days  of  the  tribal  medicine  man. 

The  drug  formula  is  simply  this:  1)  You,  a  miserable  sinner,  are 
possessed  by  horrible  devils.  2)  I,  a  mystifying  magician,  can  give 
you  fast,  fast,  fast  relief.  In  selling  drugs  you  build  up  a  sense  of 
sin  and  guilt  in  the  customer,  and  a  sense  of  hokum  in  the  product. 
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THE  CAT  IS  OUT  OF  THE  BAG! 


Brightest 
Television 


FELIX 
THE  CAT 


260  brand  new  adventure  cartoons 
are  now  in  FULL  PRODUCTION 
for  TV  debut  in  September,  1959 

Unique  continuing  format  of 
FOUR -MINUTE  episodes  .  .  . 
NEW  stories  .  .  .  NEW  characters  .  . 
designed  specifically  for  television  .  .  . 
produced  in  beautiful  Eastman  Color 
or  striking  black  and  white. 


Audition  screenings  by  appointment: 


Call  or  wire: 

Richard  Carlton,  Vice  President 

in  Charge  of  Sales 

TRANS-LUX  TELEVISION  CORP. 

625  MADISON  AVE.,  N.  Y.  C. 

Phone:  PLaza  1-3110-1-2-3-4 


TV 


-J-  THE  MOST  IMPORTANT  NEW  TV  SHOW  FOR  CHILDREN  IN  THE  PAST  FIVE  YEARS  I  -j- 
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"Sunny" 
Knows 


"Sunny"  knows  WSUN  de- 
livers more  radio  homes,  at 
the  lowest  cost  per  home  of 
any  station  in  the  heart  of 
Florida.* 


WSUN  is  programed  for 
service  .  .  .  and  for  sales, 
and  has  been  making  friends 
in  Florida  for  31  years. 


620   KC 


Tampa 


St.    Petersburg 


National  Rep: 
VENARD,  RINTOUL  &  McCONNELL 

Southeastern  Rep: 
JAMES  S.  AYRES 


*NCS  2 


12 


Commercial  commentary  continued 


At  least  that's  the  traditional  way  to  do  it,  and  the  technique  is 
centuries  old. 

To  establish  a  sense  of  brooding,  ugly  sin,  drug  advertising  has 
always  gone  overboard  in  the  ugliness  of  its  presentation.  Remember 
those  dreadful  black-type  newspaper  ads  that  shouted,  "Piles? 
Hernia?"  Well  they  were  the  exact  first  cousins  of  the  B.O.  com- 
mercials that  shriek,  in  effect,  "You  stink!"  Their  purpose  was 
the  same. 

To  build  up  the  sense  of  mystery  and  hokum,  drug  advertising  has 
always  gone  in  for  abstruse  medical  depiction.  Those  tv  announcers 
who  drool  over  the  liver  bile  and  sinus  drainage  diagrams  are  direct 
descendants  of  the  carnival  pitchman  who  sneered  to  his  assistant, 
"Show  those  illiterate  peasants  our  gorgeous  painting  of  the  human 
digestive  tract." 

Sin  and  magic  are  the  time-honored  ingredients  of  the  patent 
medicine  pitch.    They're  so  old  they  wear  whiskers. 

And  I  think  it  is  both  pathetic  and  humorous  that,  in  20th  cen- 
tury America,  so  many  great  big  pompous,  financially  proud  and 
socially  respectable  corporations  are  still  using  such  devices.  They 
ought  to  be  spanked. 

The  Anonymous  Adman 

Which  brings  us  to  another  point — who  is  a  corporation? 

Who  is  really  responsible  for  a  drug  company's  advertising?  Let's 
have  no  nonesense  about  a  "team." 

I  believe  that  any  advertiser,  appearing  as  he  does  before  the  pub- 
lic, stands  in  the  same  non-privileged  position  as  a  politician,  an 
actor,  a  writer  or  performer.  He  should  be  liable  to  public  criti- 
cism.    But  who  is  the  anonymous  adman  we  are  going  to  criticize? 

Maybe  we  can  solve  the  problem  by  getting  specific.  I,  personally, 
find  the  Anacin  commercials  very  offensive.  But  I  don't  think  it's 
the  fault  of  the  Anacin  announcer.  He  is  just  mouthing  words  he  has 
been  given. 

Nor  can  I  really  blame  the  Anacin  copywriter.  Or  the  account 
executive,  Dan  Rodgers  of  Bates  or  even  Rosser  Reeves,  the  agency's 
board  chairman.     They're  merely  carrying  out  policies. 

No,  I've  got  to  go  straight  to  the  makers  of  Anacin,  to  the  White- 
hall Pharmacal  Co.  And  there  I've  got  to  go  past  ad  manager  and 
sales  manager  and  various  v.p.s,  right  up  to  the  very  top. 

The  president  of  Whitehall  is  Kenneth  Bonham.  Since  he  holds  the 
title  I  must  assume  that  his  is  the  ultimate  responsibility  for  Anacin 
operations.    And  it  is  to  him  I  must  address  my  critical  remarks. 

I  am  speaking  here,  not  as  an  institution  to  an  institution,  but  as 
man  to  man,  as  one  critic  to  one  advertiser: 

/  have  never  met  you,  Mr.  Bonham,  and  based  on  what  I  have  seen 
and  heard  on  tv,  I  don't  think  I  ever  ivant  to.  You  sound  to  me  like 
a  loud-mouthed,  ill-mannered,  humorless,  repetitious  bore.  I  deplore 
your  tactics.  I  don't  want  you  in  my  living  room. 

Nevertheless,  I  am  curious  about  you,  Mr.  Bonham,  about  your 
goals,  ambitions,  and  philosophy.  How  will  you  answer  when  a  tiny 
voice  asks,  "What  did  you  do  in  the  Great  War  of  Life,  Daddy?" 

Will  you  say,  "I  spent  my  manhood,  trying  to  scare  hell  out  of  the 
masses  with  corny  diagrams  of  leaping  sparks  and  pounding  ham- 
mersr 


Build  thee  more  stately  mansions,  0  my  soul! 
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HE 


TENCE 


This  is  the  most  expensive 
yawn  in  America,  the  one  that 
kills  a  network  TV  program. 

Last  year  it  killed  one  out  of  every  two 
Bvening  network  shows. 

So  far  this  season — and  it's  far  from 
Jver — more  than  twelve  have  bit  the  dust. 

The  cost  of  these  false  starts  and  fast 
pops   is   staggering.   You  just  can't  fail 
(tore  spectacularly  in  advertising  .  .  .  and 
more  expensively. 
A/hat  to  do  about  it? 

Couldn't  part  of  the  answer  lie  in  an 
advertising  agency  that  assumes  responsi- 
bility for  the  development  and  growth  of 
!he  property,  as  well  as  negotiating  for  it? 


This,  of  course,  is  easier  said  than  done. 

In  our  case,  it  means  a  department  of  92 
specialists  solely  dedicated  to  building  the 
popularity  and  assuring  the  success  of  our 
clients'  programs — before,  during,  and 
after  their  introduction  on  the  air! 

Immodest  of  us,  we  know 

That  these  efforts  are  reasonably  suc- 
cessful is  indicated  by  the  fact  that  83% 
of  the  nighttime  network  shows  Benton 
&  Bowles  had  on  the  air  last  year  are  still 
on.  This,  we  are  immodest  enough  to 
point  out,  is  considerably  better  than  the 
average  survival  rate  of  50%. 

Put  another  and  equally  self-congratu- 
latory way,  5  of  the  top  25  television  shows 


last  fall  were  Benton  &  Bowles  shows. 

Now,  let's  face  it.  We  wanted  to  gloat  a 
little  in  print  about  this  record.  But  we  also 
wanted  to  shake  you  up  a  little.  We  want 
you  to  do  a  little  thinking  about  what  real 
television  "pros"  within  an  agency  can 
do  to  cut  down  on  the  gamble  that  is  TV. 

We  believe  an  advertising  agency  should 
do  as  good  a  job  of  keeping  the  entertain- 
ment you  pay  for  fresh,  bright,  and  inter- 
esting as  the  advertising  it  produces. 

If  this  concept  interests  you  at  all,  we 
are  singularly  receptive. 

Benton  &  Bowles,  Inc. 

666  Fifth  Avenue.  New  York  19.  N.Y. 


'he  best  part  of  this  ad  are  these  clients:  General  Foods  Corp.  •  Proctor  &  Gamble  Co.  •  Pepperell  Manufacturing  Company  •  Association  of  American  Railroads 
imerican  Express  Co.  •  Avco  Manufacturing  Corp.  •  Norwich  Pharmacal  Co.  •  Carling  Brewing  Co.,  Inc.  •  Philip  Morris.  Inc.  •  Mutual  Of  New  York 
Continental  Oil  Co.  •  H.  C.  Moores  Co.  •  Railway  Express  Agency,  Inc.  ■  International  Business  Machines  Corp.  •  S.  C.Johnson  &  Son,  Inc.  ■  Florida  Citrus  Commission 
Jeneral  Aniline  &  Film  Corp.  •  Western  Union  Telegraph  Co.,  Inc.  •  Borden  Company  •  Kcntile,  Inc.  •  Schick  Incorporated  •  Allied  Chemical  Corp.  •  The  Eve. harp  Pen  Co. 
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)id  you  Whittinghill  this  morning?  Umpteen  thousands  of 
■outhern  Californians  did... promptly  at  710  on  their  radio 
ials,  where  KMPC's  Dick  Whittinghill  is  the  constant  delight 
f  all  those  who  prefer  their  early  listening  (6  to  10  AM) 
unny  side  up.  /  Whatever  and  whenever  you  choose  to  adver- 
ise,  KMPC's  programming  adds  a  sizzle  that  means  more 

ource:  8-County  Pulse,  Southern  California  area;  September-October.  1958. 


listeners  (the  most  in  Southern  California  radio)  and, 
all,  more  sales.  For  facts,  call  the  station  or  AM  Radio  Srt 


KM 


: 


GOLDEN  WEST  BROADCASTERS,  LOS  ANGE, 


•grid's  greatest  disc  jockey!'  KSFO's  Don  Sherwood  pays      (and  most  listened-to)  station  in  the  San  Francisco-Oakland 
I  arming  tribute  to... Don  Sherwood.  Pleasantly  enough,     area.  For  unabashed  details,  contact  us  or  AM  Radio  Sales. 

>  pjuilarity  with  morning  listeners  (6  to  9  AM)  matches  the 

mn  his  tongue.  According  to  the  latest  tabulation  :  almost 
llore  audience  than  the  runner  up.  /  KSFO  is  proud  to 

p  wit  who  wins,  prouder  still  to  be  the  most  ingenious 

■■'seofSan  Francisco.  September-October.  1958.  GOLDEN   WEST  BROADCASTERS,  SAN"   FRANCISCO 


Looks  easy,  but . . . 


>v 


takes  plenty  of  know-how 


m 


.&  ft 


li/Mfc 


He  appears  nonchalant— but  to  keep  that  baton  twirling  at 
the  head  of  the  parade  takes  plenty  of  Know  How.  And  to 
keep  a  radio  station  consistently  heading  the  parade  in  any 
major  market  is  infinitely  more  difficult.  In  radio  today, 
effective  programming  and  effective  selling  go  hand-in- 
hand.  The  many  complex  elements  from  which  alert  station- 


THIS  NEW  BOOK  is  helping  advertisers  intensify  sales  re  i 
from  Spot  Radio,  through  clearer  understanding  ofi 
complex  program  elements  that  give  certain  stations 
tremendous  selling  power.  Price  $1  postpaid.  Order 
John  Blair  &  Company,  415  Madison  Ave.,  New  York  17, 


management  builds  commanding  leadership  in  audiee 
and  in  sales  influence,  are  mostly  local  in  nature  —  elemet 
which  give  Spot  Radio  its  tremendous  selling  power,  i 
Local  Radio  Programming  is  an  exacting  creative  job- 1 
in  most  areas  at  least  one  station  head  has  mastered  it  n 
many  of  the  top  100  markets,  that  station  is  representee)' 


JOHN    BLAIR   &   COM  PAN 


1 


Washington 

Baltimore 

Dallas-Ft.  Worth 


Exclusive  National  Representative  for 

New  York WABC 

Chicago WLS 

Los  Angeles KFWB 

Philadelphia WFIL 

Detroit WXYZ 

Boston WHDH 

San  Francisco KGO 

Pittsburgh WWSW 

St.  Louis KXOK 


WWDC 
WFBR 
KLIF- 
KFJZ 

Minneapolis-St.  Paul...WDGY 

Houston KILT 

Seattle-Tacoma KING 

Providence-Fall  River- 
New  Bedford WPRO 

Cincinnati WCPO 


Miami WQAM 

Kansas  City WHB 

New  Orleans WDSU 

Portland,  Ore KGW 

Denver KTLN 

Norfolk-Portsmouth- 
Newport  News WGH 

Louisville WAKY 

Indianapolis WIBC 

Columbus WBNS 

San  Antonio KTSA 


Tampa -St.  Petersburg WFLA 

Albany-Schenectady-Troy..  WTRY 

Memphis WMC 

Phoenix KOY 

Omaha WOW 

Jacksonville WMBR 

Oklahoma  City KOMA 

Syracuse WNDR 

Nashville WSM 

Knoxville WNOX 


Wheeling-Steubenville W< 

Tulsa Kl 

Fresno KE 

Wichita K 

Shreveport K 

Orlando .W< 

Binghamton W* 

Roanoke W'S 

Boise K) 

Bismarck Kil 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 


SPONSOR-SCOPE 


17  JANUARY   1959 

Copyright  1959 

SPONSOR 

PUBLICATIONS  INC. 


The  Station  Representatives  Association  recognizes  that  national  spot  radio 
needs  a  promotional  retread  joh,  and  it's  going  to  do  something  constructive  about  it. 

The  plan  being  mapped  out  calls  for  a  full-fledged  drive.  The  main  objective,  simply 
put,  will  be  to  evolve  a  definitive  presentation  to  bring  national  spot  radio  into  its 
proper  perspective  as  an  instrument  for  selling  goods  and  services  in  1959. 

Money  for  the  project  will  be  obtained  through  a  special  assessment  on  SRA  mem- 
bers. The  task  of  putting  the  presentation  together  will  be  shared  by  an  outside  research 
organization  and  research  directors  in  SRA  member  firms. 


Pharmaceuticals  is  mulling  tv  saturation  plans  for  several  products  more  or  less 
in  the  testing  stage. 

Meantime  it's  buying  spot  radio  for  Skol  in  some  Southern  markets. 


Two  sizable  pieces  of  business  went  into  national  spot  radio's  books  this  week. 

PHILIP  MORRIS:  Prime  I.D.'s  for  52  weeks  in  quarterly  cycles  via  Burnett,  starting 
21  January.    The  campaigns  bring  the  old  Johnny  call  back  to  the  air. 

BLUE  BONNET  MARGARINE:  A  four-week  flight— which  may  be  extended  to  13 
weeks — at  the  rate  of  25-30  spots  a  week  out  of  Bates,  using  the  top  33  markets. 


Air  media  sellers  needn't  despair  over  the  tendency  among  many  national  advertis- 
ers to  make  their  lists  of  top  markets  smaller  and  more  selective. 

According  to  some  Madison  Avenue  marketing  men,  the  turning  of  the  tide  is  not  far 
off  because  competing  manufacturers  are  searching  around  for  "opportunity"  mar- 
kets which  today  often  are  overlooked. 

The  explanation  you  still  get  for  the  shortening  of  market  lists  is  this.  The  marketing 
investment  per  market  has  gone  up  30-40%  the  past  several  years;  so  the  resulting 
trend  has  been  to  focus  on  those  areas  which  add  up  to  around  65%  to  75%  of  po- 
tential sales. 


Watch  for  a  strong  surge  toward  the  single  rate  to  develop  in  the  Southeast. 

A  SPONSOR-SCOPE  correspondent,  reporting  from  Atlanta  this  week,  says  that  a  num- 
ber of  the  more  important  stations  there  are  trying  to  curb  the  practice  among  south- 
eastern agencies  of  insisting  on  local  rates  for  their  national  and  regional  accounts. 

These  stations  see  the  single  rate  as  a  logical  solution  for  what  they  deem  in  essence 
to  be  a  rate-cutting  problem. 

Atlanta-located  reps,  now  organized  in  their  own  association  (see  22  Nov.  1958 
issue,  page  39),  have  embarked  on  a  program  for  integrating  themselves  actively  in  south- 
eastern advertising  affairs. 

The  steps:  (1)  Awarding  prizes  for  the  best  tv  and  radio  commercials  to  agencies  in 
the  region,  and   (2)   staging  periodic  luncheon  forums  for  agency  people. 
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SPONSOR-SCOPE  continued 


Tv  stations  in  the  top  markets  haven't  yet  made  much  headway  in  converting 
the  high  demand  for  minutes  into  20-second  spots  and  I.D.'s. 

The  demand  for  minutes — all  over  the  board — become  overwhelming  during  the  lat- 
ter months  of  1958,  but  sellers  of  spot  had  hoped  that  the  pressure  would  soften  with  the 
turn  of  the  year. 

Here's  the  background: 

Advertisers  found  during  the  recent  business  letdown  that  minute  copy  packed  a  solid 
sales  wallop;  and  even  though  things  have  picked  up  substantially  since  then  they're  re- 
luctant to  abandon  a  winning  tactic. 

However,  there's  been  something  of  a  breach  in  the  insistence.  Some  sponsors  are 
accepting  combinations  of  minutes  and/or  20  seconds  and  I.D.'s. 


The  high-profit  cake  mixes  still  are  operating  in  a  competitive  turmoil. 

Look  for  the  big  ones  to  expand  their  lines,  flavors,  and  whatnot  more  than  ever 
this  year.  The  idea  is  to  capture  still  more  supermarket  shelf-space  from  less  aggres- 
sive competitors. 

The  Saturday  Evening  Post  (BBDO)  is  using  a  new  type  of  media  buy  (for 
itself)  to  promote  some  special  editorial  feature:  It's  buying  announcements  on  ABC, 
CBS,  and  NBC  Radio  concurrently. 

The  spots  will  plug  the  Kathryn  Murray  biographical  series,  starting  in  the  14 
February  issue. 

Arbitron's  multi-city  reports  have  run  into  a  temporary  snag  in  the  Chicago 
area: 

The  Bell  Telephone  Co.,  it  now  appears,  won't  be  able  to  deliver  the  sample  150 
homes  before  1  February  because  the  lines  can't  be  coordinated  in  terms  of  the  required 
loops. 

Meantime,  Nielsen,  who  also  has  instant  viewing-report  plans,  will  bring  his  own  elec- 
tronic device  out  of  the  laboratory  for  a  trade  demonstration  next  month. 


Radio  stations  with  a  high  quotient  of  listeners  in  the  lower-age  brackets  are 
puzzled  by  the  continued  preference  by  life  insurance  companies  of  the  traditional 


"prestige"  station. 


Stations  that  cater  to  the  younger  element  argue:  The  best  prospects  for  life  insur- 
ance should  be  people  in  the  20's  and  early  30's  who  have  just  begun  to  raise  a  flock 
of  kids. 


There's  going  to  be  a  bothersome  recession  hangover  in  the  advertising  strate- 
gy of  the  hard-goods  people. 

These  manufacturers — and  also  some  kinsmen  in  other  fields — discovered  during  the  re- 
cent setback,  when  their  marketing  budgets  were  necessarily  tight,  that  they  could  get  grati- 
fying results  by  confining  their  promotions  and  advertising  to  seasonal  and  short- 
range  pushes. 

From  this  emerged,  say  Madison  Avenue  marketers,  a  tendency  to  adopt  the  patterns 
that  worked  successfully  in  a  tough  climate  as  the  proper  strategy  for  better  times. 

But  this  growing  of  concept  of  "crash"  programs  certainly  isn't  going  to  be  welcome 
among  media  and  ad  agencies. 

For  media  it  creates  alternate  waves  of  riches  and  want,  while  the  need  for  mo- 
bilizing lots  of  manpower  on  a  "crash"  program  has  a  two-fold  effect  on  agencies:  (1)  it 
takes  people  away  from  other  accounts,  and  (2)  the  profit  margin  is  clipped. 
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SPONSOR-SCOPE  continued 

The  tv  networks  have  their  work  cut  out  for  them  this  spring  to  fill  the  widen- 
ing gaps  in  their  commercial  schedules. 

SPONSOR-SCOPE's  check  this  week  shows  the  total  time  available  for  sale  per  network 
to  be:  ABC  TV,  3  hrs.  20  mins.;  CBS  TV,  3  hrs.  5  mins.;  and  NBC  TV,  3  hrs.  20 
miiis. 

The  shows  you  can  buy  into,  by  network: 

ABC  TV:    Donna  Reed,  Naked  City,  Disney,  Meet  McGraw. 

CBS  TV:  Derringer,  Name  That  Tune,  Hit  Parade,  Playhouse  90,  Rawhide,  Invisible 
Man. 

NBC  TV:  Bob  Cummings,  Steve  Canyon,  Steve  Allen,  Ellery  Queen,  Black  Saddle,  Cimar- 
ron City,  Northwest  Passage. 

Item:  NBC  TV  is  conjuring  with  the  idea  of  dispensing  with  It  Could  Be  You 
and  Closed  Doors  altogether  and  filling  that  Thursday  8:30-9:30  p.m.  period  with  a  full 
hour  of  adventure  or  mystery.    The  network  might  even  hring  back  Suspicion. 

It  could  be  a  sign  of  how  tv  network  winds  will  be  blowing:  ABC  TV  this 
week  added  two  clients  to  its  list  of  regional  sponsors. 

Boyer  International  Labs  (H-A  Hair  Arranger)  bought  an  alternate  week  of  Meet 
McGraw,  with  the  Atlantic  seaboard  excluded;  and  Hudson  Pulp  &  Paper  took  on  an  alter- 
nate half  hour  of  Disney  for  just  the  East. 

The  Hudson  deal  works  out  perfectly  for  the  network,  because  Hills  Bros,  has  the 
western  loops  for  the  same  alternate  half  hour.    McGraw  is  without  an  eastern  sponsor. 

NBC  TV  has  applied  an  official  label  to  a  new  way  of  buying  a  time  and  talent 
package  for  a  limited  run:    It's  called  the  Scatter  Plan. 

The  plan  is  this:  Say  an  advertiser  wants  to  spend  a  couple  hundred  thousand  dollars 
for  a  special  promotion  in  March.  The  network  makes  up  a  combination  of  shows  in 
which  he  can  participate  over  the  month  and  also  furnishes  an  estimate  of  the 
accumulated  homes. 

Ordinarily  a  discount  doesn't  go  with  this  package. 

Lever  is  raising  its  list  of  sponsored  tv  networks  shows  to  eight  with  alternate 
buys  in  The  Texan  and  Gale  Storm. 

Both  programs  will  be  used  primarily  to  support  new  Lever  products,  namely. 
Praise,  a  competitor  of  Zest,  and  Handy  Andy,  a  contestant  in  the  "Lestoil"  field. 

By  the  time  Handy  Andy  commercials  show  up  on  Gale  Storm  (7  February),  the  brand 
will  be  in  distribution  in  60-70%  of  the  potential  market. 

Lever's  start  on  The  Texan  is  9  March. 

NBC  Radio  has  taken  its  initial  promotional  step  toward  inducing  sponsors  of 
tv  specials  to  use  that  network  as  a  filler-in  of  the  gaps  between  specials: 

A  presentation  based  on  a  hypothetical  study  prepared  by  Nielsen  shows  the  ac- 
cumulated tv  and  radio  audience  Hallmark  would  have  piled  up  had  it  bought  10 
minutes  of  commercials  on  NBC  Radio  in  a  four-week  interim  of  Hall  of  Fames  shows  dur- 
ing September-October.   Here  are  some  statistical  quotes  from  the  study: 

1)  The  first  Hall  of  Fame  this  season  got  a  rating  of  25.7  and  reached  12.652,000 
homes. 

2)  The  unduplicated  homes  that  10  minutes  of  commercials  on  NBC  Radio 
would  have  reached  is  estimated  at  5,268,000,  with  a  rating  of  10.7. 

3)  A  combination  of  both  the  Hall  of  Fame  broadcast  and  the  radio  commercials 
would  account  for  a  total  of  16,246,000  unduplicated  homes  and  a  rating  of  33. 

4)  Total  new  homes  for  Hallmark  messages:    3,594,000. 

5)  Total  tv  homes  in  above  figure  which  did  not  view  Hall  of  Fame:    2,530,000. 

6)  Time  and  talent  per  Hall  of  Fame  show  costs  $375,000  gross:  four  weeks  of  10- 
minute  radio  commercials  would  come  to  $40,252  gross. 
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^  ]         SPONSOR-SCOPE  continued 

What  may  develop  into  a  hefty  piece  of  business  for  spot  tv  this  year  is  the 
Colorforms  campaign  which  Kudner  has  just  got  under  way. 

Markets  will  be  increased  gradually,  with  the  possibility  of  the  spot  expenditure 
going  to  $300-350,000.    The  tee-off  list:    10  markets. 

Marketing  note:  Perhaps  tv  participation  has  had  a  lot  to  do  with  it,  but  this  type  of 
children's  activity  game  has  been  making  extraordinary  headway  the  past  couple 
years. 

(For  a  case  in  point,  see  experience  story  on  Play-Doh,  13  September  1958  sponsor.) 

A  new  complication  involving  unions  has  been  tossed  into  the  videotape  pot. 

The  Radio  Television  Directors  Guild  is  demanding  re-use  payments  fees  for  taped 
commercials  a  la  AFTRA  members. 

Position  of  the  networks:  The  Screen  Directors  Guild  is  working  under  a  flat 
payment  and  there's  no  reason  why  RTDG  shouldn't  continue  to  do  likewise. 

Meantime,  on  another  front  the  RTDG  will  seek  a  new  general  agreement  on  work- 
ing conditions,  terms,  etc.  Members  have  voted  319  to  72  to  authorize  their  negotiating  com- 
mittee to  call  a  strike — if  and  when  it  may  be  necessary. 

Playhouse  90  probably  will  get  to  the  end  of  the  line  this  season. 

It  isn't  only  that  the  series  has  become  somewhat  of  a  drain  on  the  CBS  TV  ex- 
chequer; it's  that  the  network  is  considering  converting  the  Thursday  time  to  other 
uses  anyhow. 

One  possible  substitute  would  be  something  that  BBDO  has  been  advocating  for 
the  past  year: 

A  steady  home  for  DuPont's  Show  of  the  Month  and  other  specials. 

The  spot  might  even  come  in  handy  as  a  showcase  for  super-documentary  and  similar 
programs. 

It's  interesting  to  note  what  an  extra  minute  of  tv  commercial  costs  when  an 
advertiser  goes  from  a  network  alternate  half-hour  to  20  minutes  every  week  (this  just  hap- 
pened in  the  case  of  Lever  and  Pharmaceuticals). 

The  switch  was  from  the  Jackie  Gleason  to  Rawhide— or  from  three  to  four  minutes 
of  commercials  over  two  weeks. 

The  show  cost  remains  about  the  same,  but  time  costs  are  up  10%.  Hence  the 
bill  for  that  additional  minute  is  just  10%  more  than  for  three  minutes. 

Nothing  so  underscores  the  trend  in  regular  network  tv  away  from  identity  to 
"wide  reach"  as  this:  There  are  only  seven  weekly  shows  whose  sponsors  have  but 
a  single  product  to  sell. 

The  seven  programs:  The  20  Century  (Prudential),  Dinah  Shore  (Chevrolet),  Patti 
Page  (Oldsmobile),  Lawrence  Welk  (Dodge),  Ernie  Ford  (Ford),  the  Plymouth  Show 
and  Voice  of  Firestone.  Note  that  five  of  the  seven  represent  divisions  of  corporations  that 
sell  other  makes. 

Obviously  those  seeking  the  value  of  high  identity  and  association  have  swung 
over  to  the  specials  type  of  programing. 

Statistical  note:  The  weekly  time  and  talent  costs  for  the  foregoing  seven  shows  adds 
up  to  around  $690,000. 

For  other  news  coverage  in  this  issue,  *  see  Newsmaker  of  the  Week,  page  4; 
Spot  Buys,  page  70;  News  and  Idea  Wrap-Up,  page  72;  Washington  Week,  page  67;  sponsor 
Hears,  page  68;  Tv  and  Radio  Newsmakers,  page  82;  and  Film-Scope,  page  65. 
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In  the  20  counties  which  make  up  the 
Greater  Washington  Area,  more  people  listen  to  WTOP 
than  any  other  radio  station.*  Clear  proof 
that  in  Washington  the  IMPORTANT  one  is  . .  . 


*Ujr 


ilse:  20  county  Washington  area  study 


ku 


WASHINGTON,  D.  C. 

An  affiliate  of  the  CBS  Radio  Network 
Represented  by  CBS  Radio  Spot  Sales 


■ated  by  THE  WASHINGTON   POST  BROADCAST  DIVISION: 


I       * 


WOP  Radio,  Washington,  D.C. 


WTOP-TV,  Channel  9,  Washington,  D.C. 


WJXT,  Channel  4,  Jacksonville.  Florida 


ALREADY  BOUGHT  IN  OVER  118  MARKETS! 


BALLANTINE  BEER 

for  21    Eastern  Markets 

ST.  LOUIS 

Central  Hardware 

ARMOUR  &  CO. 

in  7  Markets 

LUBBOCK,  TEX. 

Furr's,  Inc. 

BIRMINGHAM 

Burger-Phillips  Dept.  Store 

HEILEMAN  BEER 

for  Chicago  and  all  of  Wisconsin 


WISN-TV-  Milwaukee 
WHTN-TV  -  Huntington,  W.  Va. 
WLW-T  —  Cincinnati 
KID-TV  -  Idaho  Falls 
WCBS-TV  -  New  York  City 
WALA-TV- Mobile 
KOMO-TV  -  Seattle 
KOLD-TV  -  Tucson 
KHVH-TV- Honolulu 
KEY-T—  Santa  Barbara 
KGHL-TV-  Billings 


CITIES  SERVICE  OIL 

for  Grand   Rapids  —  Kalamazoo 

NORFOLK 

Midway   Furniture 

RAINBOW  BAKING  CO. 

for  Houston 

CHARLESTON,  S.  C. 

South   Carolina   Electric  Co-Op 

MISS  GEORGIA  DAIRIES 

for  Atlanta  and  Macon 

ROANOKE,  VA. 

Adams  Contsr.  Co. 
and  Ideal  Laundry 
&  Dry  Cleaners 


ZiVS  NEW  hT 


STATIONS,  AGENCIES 

AND  ADVERTISERS 

ARE  RUSHING  TO  SIGN... 


DANE 


XX 


j    0  JBS" 


vbs 


WFMJ-TV  —  Youngstown 
KTSM-TV       El  Paso 
WLW-D  -  Dayton 
KBAK-TV  -  Bakersfield 
WTVJ  -  Miami 
KTUL-TV- Tulsa 
KLRJ-TV-  Las  Vegas 
WSJV  -  Elkhart,  Ind. 
KSL-TV-Salt  Lake  City 
WDSU-TV  -  New  Orleans 
WKY-TV- Oklahoma  City 
WICU-TV-Erie,  Pa 
KVAR  -  Phoenix 
WSM-TV-  Nashville 
KOVR  —  Stockton-Sacramento 
KVOS-TV  -  Bellingham,  Wash 
WFGA-TV  -  Jacksonville,  Fla. 
WLW-C  -Columbus,  O. 
KPTV  -  Portland,  Ore. 
WLOS-TV-  Asheville,  N.  C. 
and  many  others 


BOLD 

EXPLOS»VE  ACT* 


AND  INTRODUCING 

JOAN 
MARSHALL 

A   HEROINE   YOU'LL 
NEVER   FORGET! 


STARRING 


CLARK 

L  U  ALWAYS  REMBMBE«||  -.[-// 

VENTURE 


EVERY  WEEK 

a  half-hour 
of  EXCITEMENT 
and  SUSPENSE! 


nthe 


COLORFUL  CARIBBEAN 


*-      / 


( 


the   Balance  is  in   your   favor  when   you  buy 

K-NUZ...  No.  1  in  HOUSTON! 


HIGHEST  RATING 
FOR  ADULT 

AUDIENCE  WITH 

SPENDABLE 

INCOME! 


LOWEST 

COST 

PER 

THOUSAND 

BUY! 

<g  — ? 


74%   of  K-NUZ  Audience  is  Middle  and  Upper  Income 

Special    Pulse   Survey    (Apr. -May,    1958) 

84%   of  this  Audience  is  ADULT  Men  and  Women 

Nielsen    (June,    1958) 

CONSISTENT   TOP    RATINGS    YEAR   AFTER    YEAR 
.  .  .  Still  the  LOWEST  COST  per  Thousand   Homes! 


(Sources:  Average  Vi  nr-  rating  6  AM-6  PM 
Mon.-Fri.,  Pulse,  Apr. -May,  1958.  SRDS  One- 
Time  One-Minute  Rate  for  Each  Station.) 


*££lo- 


©m** 


CW3 


K-NUZ 

/        Houston's^  24-Hour 
—  Music  axncLNews. 


K-NUZ  $1.13 

Sta.   "A"  $1.36 

Sta.    "B"  _  $1.30 

Sta.  "C"   $2.48 

Sta.   "D"  $2.53 

Sta.    "E"   .'.__  $3.11 

Sta.    "F"   $1.33 

Sta.   "G"  $1.59 

Sta.  "H"  $9.88 


National  Reps.: 

Forjoe  Cr  Co. — 

New  York     •     Chicago 

Los  Angeles     •     San  Francisco 

Philadelphia     •     Seattle 

Southern  Reps.: 
CLARKE  BROWN  CO. 

Dallas     •      New  Orleans     •     Atlanta 

In   Houston: 

Call   Dave   Morris 

JA  3-2581 
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49th  an 
Madisoi 


Thought  for  Viceroy 

Last  night  I  was  watching  tv  and  once 
again  heard  a  Viceroy-smoking  Piano 
Player  patiently  explain  that  he  is  not 
really  a  Piano  Player  at  all,  he  is  an 
Airlines'  Pilot. 

One  thing  you  can  say  for  Viceroy 
this  time — for  once  they've  come 
through  with  a  commercial  that  is 
entirely  believahle! 

Lnfortunately,  it  came  on  the  heels 
of  a  holiday  season  during  which  we 
all  got  a  good  mental  picture  of 
America's  largest  group  of  Airlines 
Pilots  turning  into  not  only  Piano 
Players,  but  also  Golfers,  Skiiers, 
Guppy-fish  Breeders,  what  have  you. 
During  a  very  crucial  time,  they've 
been  doing  everything  short  of  flying 
their  planes  like  they're  supposed  to 
be. 

Wouldn't  it  have  been  a  good  idea 
for  Viceroy  to  ground  this  particular 
commercial  until  the  public-relations 
air  clears  for  the  Pilots'  Association? 
Or  are  the  residual  fees  for  Thinking 
Men  so  high  that  they  have  to  keep 
using  the  commercial  in  spite  of  the 
ironic  train  of  thought  it  starts  in  the 
mind  of  the  viewer? 

Henry  Marx,  copy  dir. 

Cappel,  Pera  &  Reid,  Inc. 

Orinda,  Calif. 


Images   and   character 

I  enjoyed  reading  your  recent  edi- 
torial, "Flesh,  blood  and  a  corporate 
image,"  but  I  wondered  as  I  finished 
it  whether  you  might  not  have  ex- 
tended the  ideas  presented.  Are  we 
not  concerned  here  even  further  with 
"old-fashioned"  values  such  as  in- 
tegrity, quality  of  product  and  truth 
in  advertising? 

Some   of  the   "characters"   in   the 
advertising  business   need   to   be  re- 
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minded  that  character  can  pay  di\i- 
iends,  morally,  socially  and  eco- 
nomically. 

Harvey  Olson 

vice-pres. -public  relations 

WDRC 

Hartford 

Radio  wallops 

Thought  your  article  (20  December 
1958,  p.  26)  "Radio  Wallops  News- 
papers In  New  Grocery  Shopping 
Study"  was  terrific! 

How  much  are  reprints? 

Walter  H.  Stamper 

commercial  manager 

WAPO 

Chattanooga 

We  at  WBUY  were  very  much  im- 
pressed by  the  article  '"Radio  Wallops 
Newspaper  in  New  Grocery  Shopping 
Study"  which  was  published  in  the 
20  December,  1958  issue  of  sponsor 
magazine. 

J.  Ardell  Sink 

asst.  manager 

WBUY  and  WBUY-FM  Radio 

Lexington,  No.  Carolina 

Reading  sponsor,  of  course,  is  man- 
latory  for  everybody  in  the  advertis- 
ing business,  but  there  are  times  when 
certain  articles  are  bound  to  create  a 
yery  strong  interest  in  one  individual 
ir  another. 

The  article  "Radio  Wallops  News- 
japers  in  New  Grocery  Shopping 
Study,"  on  page  26  of  the  20  Decem- 
ber, 1958  issue,  created  a  great  deal 
>f  interest  from  my  point  of  view, 
ind  now  I  am  wondering  if  it  would 
>e  possible  to  get  twelve  reprints  of 
his  article,  in  one  form  or  another. 

Nelson  B.  Noble 

President 

Noble  Broadcasting  Corp. 

Boston 

•  SPONSOR  has  had  so  many  requests  for  re- 
rinls  of  this  article  that  they  are  now  avail> 
ble  for  15c  a  copy  in  quantities  of  1-49  and 
Oc  per  copy    for    any    above   that. 

coder  benefits 

.  .  We  have  enjoyed  your  magazine 
erj  much,  and  have  been  able  to 
enefit  from  many  of  the  ideas  pre- 
-nted.  Would  like  a  little  more  on 
>cal  radio  if  it's  possible. 

Phil  G.  Wise 

Comm.  Mgr. 

WHO 

Frankfort,  Indiana 


new  ser/es. 


more  later. 


THINGS  ARE^ 


POPPING 


Jumping.  Hopping.  WBZ's  rolling  up  the  ratings.  With 
bright  new  personalities.  Popular  new  program  lineup. 
Like  Program  PM.  Long  Bostons  most-exciting  nighttime 
radio  show,  it  gets  an  extra  touch  of  offbeat  humor  from 
new  M.C.  Phil  Christie.  Warm,  likeable,  imaginative  —  he 
projects  the  kind  of  personality  listeners  go  for.  One  more 
reason  why  diak-axeset  on  Boston's  Most  Popular  Station. 
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°jAL      10  30 
BOSTON 


WB2»  SPRINGFIELD 


YVestinghouse  Broadcasting  Company,  Inc. 


Our  finest  award 


:     ivavd 

1    clhrs 

CIV 


""•"-"-** 


rnmcnf 


;>  i  >,  vi'((  >  \ 


^^■-■■■-  ■■■   ■-|-|-;j-Tini|ii  i 


I  nanh  y&u  jotTnG  Toys 

you   SGht  m£  a/^en  a" 

I  sti'il  hawe  fh^m, 
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is  written  in  pencil 


Of  course  we're  proud  of  the  silver  and  b 


VOTPff 


medals,  the  handsomely  lettered  scrolls  that  make  up  the  more  than 
lOO  major  awards  won  by  Crosley  Broadcasting  Corporation. 

But  our  finest  award  is  written  in  a  child's  hand  on  lined  paper. 
It  simply  says,  "Thank  you  for  the  toys  you  sent  me  when  I  was  in 
the  hospitl.  I  still  have  them." 

In  our  36  years  of  broadcasting  and  over  10  years  of  telecasting,  we 
have  been  privileged  to  make  many  contributions  to  the  progress  of 
the  industry.  Our  public  services,  our  showmanship  and  technical  skills 
are  widely  known.  But  our  finest  achievement,  acknowledged  by  a 
child,  is  keeping  heart  and  humanity  in  broadcasting  and  telocastlng. 

'Wherever  there  Is  a  WLW-  Indianapolis,  Cincinnati,  Columbus, 
Dayton,  Atlanta— thorn  is  also  the  warm  and  frtandly  spirit  of  a  station 
that  puts  service  to  the  community  above  all  other  considerations. 


WLW- 1 

Television 
Indianapolis 


WLW-D 

Television 
Doyton 


WLW-T 

Television 
Cincinnati 


1 


WLW-C 

Television 
Columbus 


WLW- A 

Television 
Atlanta 


Cro-.li-y  Broadcasting  Corporation 


Manufacturing  Corporation 


' 
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Its  Easy 
To  Pick 
A  Winner 
In  Memphis 


Its  Channel  3  First  By  All  Surveys 


At  WREC-TV  the  finest  local  pro- 
gramming is  combined  with  the 
great  shows  of  CBS  Television  to 
constantly  support  our  motto:  "In 
Memphis  There's  More  to  SEE  on 
Channel  3."  Survey  after  survey 
proves  it  ...  so  will  the  results  of 
your  advertising  effort.  See  your 
Katz  man  soon. 


Here  are  the  latest  Memphis  Surveys  showing 
leads  in  competitively  rated  quarter  hours, 
sign-on  to  sign-off,  Sunday  thru  Saturday: 


A.R.B. 

Pulse 

Nielsen 

May  '58 

Nov.  '58 

Nov.  9-Dec.  6  '58 

(Metro  Area) 

(Metro  Area) 

(Station  Area) 

WREC-TV        201 

293 

275 

Sta.  B                122 

96 

66 

Sta.  C                   53 

29 

70 

WREC-TV 

Channel    3    Memphis 


Represented   Nationally  by  the   Katz   Agency 
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Will    media   and   marketing   blend  ? 


^    Keep   an   eye   on   these    10   top    agencies    as    they 
streamline     staffs     to     fit     the     marketing     revolution 

^    Today's    department    reorganizations    may    change 
the     whole     character     of     agencies     in     the     future 


I  here  are  many  ways  to  skin  a 
at  and  as  many  ways  to  organize  an 
idvertising  agency.  But  all  ways 
►oint  to  one  inevitable  result:  a  closer 
ind  closer  marriage  between  media 
ind  marketing.  What  effect  this  may 
lave  on  media  and  marketing  jobs 
n  the  next  decade  may  be  surprising. 


The  chart  on  the  following  page 
describes  in  brief  the  set-ups  of  media 
departments  in  the  10  agencies  that 
are  tops  in  broadcast  billings.  As 
will  be  apparent,  there  are  a  number 
of  different  structures,  a  variety  of 
operational  approaches.  The  ma- 
jority   of   the   top    10,    for   example, 


purchase  media  under  a  group,  or 
semi-integrated  plan:  a  few  adhere 
to  the  traditional  specialist  buyers, 
and  a  few  have  gone  into  structures 
based  on  all-media  buyers.  In  some 
agencies,  the  buyers  are  responsible 
to  associate  media  directors,  in  others 
to  media  or  group  supervisors:  some 
use  one  rating  sen  ire.  others  another. 
All  of  these  things  point  up  the  in- 
genuity of  agencies  in  setting  up  the 
kind  of  systems  which  best  serve 
their  clients. 

The  significant  column,  however, 
is  the  one  labeled  "Marketing  Depart- 
ment/' Not  all  of  the  agencies  have 
marketing  departments  per  se.  Some 
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Rank 

in 

Air 

Billings 


1 


2 


7 


8 


INTEGRATION  IN  MEDIA  AND  IN  ITS  RELATION  1 


Agency 


JWT 


Mc-E 


Y&R 


BBDO 


BATES 


B  &   B 


BURNETT 


D-F-S 


AYER 


Media  Buying 
System 


All-media 
except  junior  level 


Groups 
Buyers  specialize 


All-media 


Groups 
Buyers  specialize 


Semi-integrated 
Buyers  specialize 


Groups 
All-media 


Groups 
All-media 


Groups 
Buyers  specialize 


Departmentalized 
Buyers  specialize 


Media    Department 


Seven  associate  media  directors  plan  for  all  med 
Many  of  top  buyers  are  all-media;  juniors  speciali 


For   seven   years  has   used  group   system ;   groujU 
headed    by   associate   directors.    Buyers   speciali] 


String  of  all-media  buyers  operate  under  four  assl 
date  directors;  a  fifth  buys  outdoor  and  transpo 


Semi-integrated;    in    their   account   groups    buyt 
specialize.    Media  supervisors  expert  in  all  med 


Another   semi-integrated  set-up;    buyers   speciali 
in  one  or  other  media,  report  to  media  supervise 


Five  associate  media  directors,  six  assistants  sup< 
vise  account  groups ;  buyers  are  trained  in  all  met 


Five  media  groups.  Supervisor  and  assistant  of  eal 
is  all-media  as  are  some  buyers.  Specialist  buys  C 


Semi-integrated  system;  account  groups  under  I 
sociate   directors   on   all-media.    Buyers   special 


No  account  groups  as  such;  departmentalized  sti 
ture.    Each  buyer  is  a  specialist  in  his  own  medi 
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COMPTON 


Groups 
Buyers  specialize 


Staff  and  line  set-up.    Buyers  assigned  to  grou 
report  to   head   buyers,   not   to   associate  direct! 


Media    buying   at    HQ   only.     '"Sponsor  estimate.     Note:   Column    headed    "No.    of   associate    media   directors"    also  shows    those   of   equivalent    function    in    agencie 
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call  their  own  equivalents  "plans 
boards"  or  "merchandising  depart- 
ments." There  are  cases  where  there 
is  no  marketing  set-up  at  all  but 
where  the  account  head  serves  as  a 
sort  of  marketing  brand  manager. 

But  by  its  own  or  any  other  name, 
the  marketing  department  influences 
all  other  departments  of  an  agency 
which  is  hardly  surprising  since,  in 
the  client  company,  it  is  marketing 
which  influences  sales,  advertising, 
and  even  production  divisions.  The 
strategy  of  the  agency  media  man  is 
often  motivated,  for  example,  by  a 
marketing  problem  of  a  certain  re- 
gion; the  creation  of  the  copywriter 
is  often  spurred  by  the  marketing 
man's  suggestion  of  what  special  fea- 
ture of  a  product  puts  its  best  foot 
forward. 

A  striking  example  of  the  growing 
appreciation  of  marketing  as  a  mate 
for  media  is  the  recent  realignment 
at  Leo  Burnett  Co.  in  Chicago.  About 
a  month  ago.  Burnett  set  up  a  market- 
ing    services     division,     headed     by 


Executive  Vice  President  Joseph 
Greeley.  Under  this  new  umbrella  are 
three  departments:  marketing,  media 
and  research.  Vice  President  Leonard 
Matthews  (formerly  head  of  media) 
is  v.p.  of  marketing  services.  The 
media  department  is  headed  by  Vice 
President  Thomas  Wright;  general 
research  department  is  under  super- 
vision of  Vice  President  John  Coul- 
son.  It  is  the  responsibility  of  Greeley 
and  Matthews  to  coordinate  the  three 
departments. 

The  significance  of  this  move  at 
one  of  the  most  dynamic  agencies  of 
today  portends,  if  one  wants  to  specu- 
late, a  time  in  the  not  too  distant 
future  where  it  will  be  almost  impos- 
sible to  tell  a  marketing  man  from  a 
media  man.  It  is  already  apparent 
that  marketing  men  are  learning 
more  about  media  and  that  media 
men  are  learning  more  about  mar- 
keting. As  agencies  assume  more 
responsibility  for  moving  a  client's 
product,  it  is  inevitable  that  media 
and   marketing   draw  closer  together 


— almost    to    the    point    where    they 
blend  completely. 

The  Burnett  agency  move  is 
garded  by  many  as  the  most  dram 
and  giant  step  to  date  in  integratii 
media  with  marketing.  Certainly  it  h\ 
the  most  recent  development  in  ar 
emerging  pattern  that  started  to  takt 
shape  within  the  last  decade — sincfj 
the  coming  of  tv,  in  fact. 

The  introduction  of  the  all-medh 
buyer  around  1952  was  perhaps  th< 
first  visible  evidence  of  the  stronj 
drift  toward  integration  of  depart 
ments  within  the  agencies.  Until  then 
the  major  ad  agency  media  depart 
ment  was  something  of  a  study  i« 
individual  specialization,  and  it  wa 
not  uncommon  for  seven  or  eigb 
media  specialists  to  be  working  o> 
the  same  account. 

Y&R  pioneered  a  move  to  all-medi 
buying  (See  "The  all-media  buyer  £ 
Y&R,"  sponsor,  9  August  1954)  i 
1952.  Under  this  plan,  buyers  wer 
trained  in  all-media  instead  of  jut 
one,  which   automatically  eliminate 
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VARKETING  BEGINS  TO  SHOW  AT  TOP  10  AGENCIES 


Marketing   Department 


Hfiite  department.   In  effect,  has  a  second 
riting    operation  —  research    department 


ting  provides  basic  data  for  audience 
ch;  Media  selects  to  provide  audience 


ing  group  here  is  merchandising  de- 
nt which  cooperates  closely  with  media 


,ting    department    under    one    director 
wo   assistants    works    alongside    media 


ing  department   tie   with   media   here 
'y  on   a   horizontal   cooperation    basis 


narketing  functions  by  merchandising 
mt  group  heads  are  brand  managers 


ntegration.  Media,  marketing  and  re- 
all  make  up  marketing  services  div. 


artment   per   se,    but   there's   always 
ng  authority   Dr.   Lyndon   0.   Brown 


re  he  plans-merchandising  department  is 
ier-all    strategist    in    an    ad    campaign 


ig  department,  media  and  all  other 
answer  to  account  handling  group 


Media    Research 


Media     research    div 
sion  of  media  dept. 


Media    research    is   not 
a    part   of  media   dept 


Media  research  an 
autonomous  dept. 


Media    research    divi- 
sion of  media  dept. 


Two;   one    part   media, 
other   part   of  agency 


Media  research  a  part 
of  media  dept. 


Part  of  media  at  level 
of  media   supervisors 


Part  of  Dr.   Brown's 
research    department 


Media    research    div 
sion  of  media  dept. 


Media    research    divi- 
sion of  media  dept. 


Marketing    Director 
Media    Director 


Ward    Parker   v. p.   marketing 
Arthur  Porter  v. p.  media 


Wm.  C.   Decker  dir.  media 
Daniel   Kinley   chmn.   mk.   bd. 


Ed  Smith  dir.  merchandising 
Pe+e   Levathes  v. p.  tv/radio 


Ralph  Head  v. p.  marketing 
Fred   Barrett  v. p.  media 


W.  W.  McKee  v.p.  m&m 
E.   A.   Grey   v.p.   media 


Austin  Johnson  v.p.  merch. 
Lee  Rich  v.p.  media 


Joseph   Greeley  v.p.   mrktg. 
Thomas  Wright  v.p.  media 


Louis  Fischer  v.p.  media 


Hans  Carstensen  v.p.  merch. 
Leslie  Farnath  v.p.  media 


William   Nevin   v.p.   mrktg. 
Frank  Kemp  v.p.  media 


No.  of 

Assoc. 

Media 

Directors 
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125* 


115 


165 


140 


160** 
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120 


100** 
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other   names,    i.e.:    "media    supervisors,"    etc. 


Illllllllllllllllllllllllll! 


i  old  problem  of  print  buyers  ask- 
g  for  larger  magazine  and  news- 
iper  allocations  and  timebuyers 
zhting  for  more  air  money. 
The  practice  of  all-media  buying 
oved  the  media  buyer  into  a  spot 
here,  of  necessity,  he  had  to  become 
strategist  in  selling  goods  rather 
an  a  mere  purchaser  of  space  or 
ne. 

Meanwhile  other  agencies  were 
so  streamlining  their  media  opera- 
>nals  both  to  handle  the  complica- 
ms  of  a  fast-growing  tv  medium 
id  to  meet  the  increasing  product 
>mpetition  in  the  market  places. 
r\an  Houston  (then  Sherman  & 
arquette)  set  up  an  all-media  sys- 
m  similar  to  Y&R.  In  1952,  B&B 
aligned  its  forces  coming  up  with 
vertical,  or  group,  system.  This 
pe  of  account  group  set-up  with  all- 
edia  buyers  and  specialist  assistants 
orking  under  associate  directors 
ho  are  expert  in  all  media  too,  has 
iught  on  fast. 
Even    in    the    agencies    where    the 


traditional  departmentalized  (or  spe- 
cialist) media  set-ups  have  been  re- 
tained, there  has  been  a  great  deal  of 
streamlining  that  moves  the  business 
of  timebuying  closer  to  a  true  mar- 
keting function. 

Because  while  agencies  have  been 
improving  and  integrating  media 
staffs  and  because  while  the  media 
departments  were  shuffling  the  furni- 
ture around,  a  very  noisy  neighbor 
moved  in  next  door — the  marketing 
department.  He  has  livened  up  the 
neighborhood  tremendously,  and  the 
livening  process  is  far  from  done. 

Already  the  neighbors  have  come 
to  know  a  lot  about  each  other.  The 
marketer  has  learned,  for  example,  a 
lot  about  broadcasting  while  the 
media  man  has  learned  a  lot  about 
the  purchasing  climate  of  a  South 
Bend  or  Denver.  As  thev  move  closer 
into  the  sphere  of  "togetherness," 
they  become  a  formidable  team. 

At  B&B,  for  example,  a  media 
buyer  is  expected  to  understand  the 
purchasing  patterns  of  a  market,  the 


price  structure  of  the  product  he  is 
selling,  even,  in  some  cases,  how  to 
use  the  product's  package  design  in 
his  campaign. 

There  was  a  time  when  an  excep- 
tional timebuyer  was  one  who  knew 
the  topography  or  geography  of  a 
market  for  the  sole  purpose  of  what 
station's  signals  were  getting  where. 
Now  he  is  beginning  to  face  a  need 
to  know  much  more:  What  industries 
are  there  and  how  are  they  doing? 
When  do  the  shifts  begin  and  stop 
work?  Are  any  surrounding  markets 
being  linked  to  this  one  bv  new  roads 
or  bridges?  What  is  the  industrial 
picture  in  those  skirting  markets? 
Where  are  new  housing  developments 
going  up  and  are  new  supermarkets 
going  up  along  with  them?  How  are 
competitive  products  selling  in  the 
market? 

As  yet,  many  media  and  m  i  ■  ting 
departments  claim  very  distinct 
boundaries  of  duty,  but  realignments 
appear  to  be  erasing  gradually  the 
boundary  lines.  <^ 
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1.    CHAIN  BUYER:  Ralph's  Larry  Cole  is  pitched  by  (1  to  r)   star,    Burrud,  sales  mgr.  Bailey,  a.e.  Whitehead,  L.A.  Broker  Roy  Sadie 


HOW    TO    USE    A    SPOT  TV  STAR 


^    Mary  Ellen's  Jams  gets  more  than  usual  horsepower 
from  syndicated  show  in  five-market  press-sales  junket 

^    Pitching  chain  buyers  as  well  as  store  managers  and 
consumers,  firm  nabs  new  accounts,  increases  distribution 


H 


low  much  off-the-screen  mileage 
can  you  get  out  of  a  tv  personality — 
over  and  above  just  showing  him  off 
to  the  fans? 

Ed  Sullivan  (Mercury,  Eastman 
Kodak)  and  Bill  Lundigan  (Chrys- 
ler), of  course,  are  classics  in  intra- 
company  pepping  up.  But  now  Guild, 
Bascom  &  Bonfigli  has  come  up  with 
a  solid  example  at  the  regional  level 
of  how  a  star  can  help  sell  all  facets 
of  distribution. 

Here  was  GB&B's  setup: 


It  had  a  client,  Mary  Ellen's  Jams 
&  Jellies,  who  was  launching  a  new  tv 
show  in  five  of  its  10  markets  (Los 
Angeles,  San  Francisco,  Denver, 
Phoenix,  Salt  Lake).  The  show  itself 
was  a  filmed  travel-adventure  series 
called  Treasure,  packaged  by  its  star, 
Bill  Burrud. 

GB&B's  idea  was  to  put  Burrud  to 
work  on  a  complete  promotional  rou- 
tine - — ■  including  actual  salesmanship 
among  chain  buyers  and  wholesale 
jobbers.   But  before  going  ahead  with 


ithe  scheme  blindly,  the  agency  work© 
out  a  completely  coordinated  plan  t 
avoid  possible  pitfalls,  embarrass 
ments  and  social  blunders. 

Biggest  social  blunder  could  be  th 
size  of  the  team  calling  on  the  buyer 
To  make  it  work,  the  delegatic 
would  have  to  consist  of  account  e 
ecutive,  sales  manager,  star  and  loc 
broker.  But  there's  a  point  of  vie 
among  chain  buyers:  they  don't  lik 
delegations.  Custom  has  two  men 
the  most  making  a  sales  pitch. 

Obviously  a  suitable  routine  woulj 
have  to  be  worked  out  proving  to 
buyer  that  some  benefits  could  accru 
to  him  from  the  double  contingenj 

A.e.  Bob  Whitehead  and  sales  mar 
ager  Bob  Bailey  weighed  the  pros  anj 
cons  with  Mary  Ellen's  president, 
Morris  Browning.    Browning  agree 
it    was    worth    trying.     Burrud    wa 
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game,  so  brokers  in  the  five  cities 
were  notified  to  make  appointments. 
This  had  to  be  done  well  in  advance 
primarily  because  dates  have  to  be  set 
at  least  three  weeks  ahead,  also  be- 
cause Burrud's  p.r.  man  had  to  sched- 
ule press  activities  and  tv  appear- 
ances around  the  meetings. 

Rehearsals  were  soon  underway. 
Here's  the  sequence  worked  out  for 
the  pitches,  with  each  man's  role  as- 
Signed.    Running  time:  15  minutes. 

1.  The  Broker.  Knowing  the  buy- 
er, he  ushers  the  three  men  in, 
smooths  over  the  inevitable  surprise 
at  the  number  of  people  making  the 
pitch,  assures  him  each  has  a  definite 
Btory  to  tell,  then  introduces: 

2.  Sales  Manager.  Bob  Bailey 
makes  it  clear  that:  Everyone  gets 
same  deal  in  push  for  increased  dis- 
tribution, runs  over  the  results  of  a 

|  Los  Angeles  tv  test  that  upped  sales 
Jfl.9%  in  supermarkets,  then  plants 
the  fact  that  Mary  Ellen's  is  about  to 
do  something  "new  and  different." 
With  that  cliff-hanger,  he  introduces: 

3.  Account  executive.  Bob  White- 
head is  armed  with  two  props:  A  52- 
week  contract  signed  bv  Walter  Guild 


Planning  arc  (]  to  r)  a.e.  Bob  Whitehead, 
Burrud,  sales  mgr.  Boh  Bailey,  Mary  El- 
len's    pres.    J.    Morris    Browning    (seated) 

and  a  sales  brochure.  Purpose  of  the 
contract:  to  remove  any  skepticism 
about  a  jam  and  jelly  firm  doing  a 
year-round  job  (the  industry  pattern 
is  in-and-out,  tie-ins  with  other  ad- 
vertising, etc.).  The  brochure — dif- 
ferent for  each  market — outlines  the 
commercials,  coverage  of  the  station 
and  illustrates  the  show.  With  inter- 
est about  the  show  aroused,  White- 
head introduces: 

4.  The  star.  Burrud  breaks  the 
hard  sell  of  the  presentation  with  a 
friendly  remark  about  the  privilege — 
ordinarily    denied    to    "talent"  —  to 


meet  with  people  in  the  grocery  trad-'. 
If  the  atmosphere  is  rifdil  for  it,  a 
light  joke  is  tossed  in  (Burrud  works 
out  some  naive  yet  knowing  trade 
references).  Then  a  run-down  of  the 
show,  how  it  was  conceived,  why  it's 
different,  local  angles  i local  sites  used 
in  various  episodes).  The  pitch  (and 
the  meeting)  ends  with  Burrud  giving 
the  buyer  an  old  coin  retrieved  from 
a  sunken  frigate,  suggesting  he  carry 
it  with  him  as  a  good  luck  charm. 
Children  or  grandchildren?  Here  are 
a  few  for  them. 

This  is  how  the  biggest  and  most 
important  phase  of  the  venture  was 
worked  out. 

Another  aspect  was  contact  with 
supermarket  managers.  These  meet- 
ings would  be  informal,  usually  a 
matter  of  inquiring  when  they  were 
in  a  store  if  the  manager  was  around. 

At  this  level,  Burrud  could  be  a 
big  help  getting  point-of-sale  pieces 
in.  A  "Berry  Treasure"  piece  formed 
a  perfect  tie-in  with  the  show.  But 
to  sell  it  properly  he  should  under- 
stand some  of  the  store  manager's 
problems. 

(Please  turn  to  page  78) 


2.    STORE  MANAGER:  Star  Bill  Burrud  (r)   shirtsleeves  it  with 

Frank  Sonner,  manager  of  an  Alexander's  market  in  Los  Angeles, 
learns  alioul   stock  rotation.    Star  helped  pitch  for  larger  displays 


3.  CONSUMER:  Yinnie  Alto  is  one  consumer  Burrud  isn't  getting 
through  to.  Dovetailing  press  parties,  tv  appearances  and  p.a.'s  with 
grocery  trade  appointments  was  major  headache  of  three-week  junket 
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ON  THE  OIL  BOYS? 


^   SPONSOR  gets  congratulations  and  complaints  for 
column    calling    oil    "The   worst    advertised    industry" 

^  Among  those  heard  from :  D-X  Sunray,  D' Arcy,  ANA, 
and   Donald   Deskey,   plus   many   "don't   quote   me's 


9,-," 


by  John  McMillin 

I  wo  days  after  the  sponsor  issue 
of  6  December  appeared  I  had  a  note 
from  an  old  friend,  the  radio/tv  v.p. 
of  a  leading  advertising  agency. 

"Don't  quote  me,"  he  said,  "but 
I  could  gladly  kiss  you  in  Macy's 
window  for  that  column  on  the  oil 
business.     It  was  wonderful!" 

Such  exuberant,  even  irrational  en- 
thusiasm for  the  piece  in  Commercial 
Commentary  titled  "Lamps  for  the 
Eyes  of  Oil  Men"  was  by  no  means 
typical  of  the  response  we've  had, 
however. 

Apparently  my  contention  that  oil 
is  the  worst  advertised  big  industry 
in  the  U.S.  stirred  up  a  minor  league 
storm  of  controversy  and  argument. 

From  Tulsa.  Oklahoma,  for  in- 
stance, came  a  letter  from  R.  B.  Mid- 
dleton,  Jr.  of  D-X  Sunray  Oil  Co. 
Mr.  Middleton  takes  strong,  exception 
to  the  statement  that  "oil  and  good 
advertising  just  don't  mix." 

He  says,  "You  are  certainly  not 
alone  in  your  general  impression  of 
the  current  advertising  in  the  oil  in- 
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dustry.  Most  oil  companies  continue 
to  be  too  busy  countering  each  other's 
statements  to  ever  come  up  with  any- 
thing new  and  refreshing. 

"There  are,  however,  some  notable 
exceptions.  Probably  the  most  spec- 
tacular current  example  .  .  .  our  own 
company,  D-X  Sunray  Oil  Co.  Cer- 
tainly we  don't  contend  that  our  ad- 
vertising and  sales  promotion  have 
been  entirely  responsible  for  the  spec- 
tacular sales  of  D-X  Boron  Gasoline. 

"But  we  do  contend  that  we  and 
our  advertising  agency,  Potts-Wood: 
bury,  Inc.  have  done  an  excellent  job 
of  getting  the  impression  of  product 
superiority  across  to  the  public  in  a 
believable  manner." 

Mr.  Middleton  goes  on  to  quote 
some  remarkable  sales  figures,  and 
says,  rebukingly,  "These  sales  in- 
creases might  even  impress  a  soap 
company,  and  I  imagine  you  might 
have  crowed  considerably  about  them 
in  your  days  of  writing  gasoline  ads." 

Balanced  off  against  such  a  stal- 
wart defense,  however,  was  a  phone 
call  I  received  from  a  veteran  of  40 


years  in  the  publishing  business  who 
professes  to  know  the  ad  managers 
of  nearly  every  major  oil  company 
in  New  York. 

"Congratulations,"  he  said,  "It's 
time  somebody  told  those  dumb 
cookies  off.  Keep  up  the  good  work.'* 

Al  Dann  at  the  ANA  also  sent  con- 
gratulations, but  took  a  more  moder- 
ate tone.  To  him  the  column  seemed' 
to  highlight  the  "need  for  better  un 
derstanding  of  advertising  by  top 
management,"  and  he  went  on  tc 
say,  "This  is  an  area  where  the  Asi 
sociation  of  National  Advertisers  wil 
be  devoting  increasing  attention1 
Your  excellent  analysis  will  be  o 
real  help  to  us  in  such  a  program.' 

From  Donald  Deskey  of  the  wel 
known  industrial  design  firm,  cam< 
this  comment,  "I  was  very  much  in1 
terested  to  read  your  article  'Lamp: 
for  the  Eyes  of  Oil  Men'.  Althougl 
we  are  concerned  with  a  different 
but  certainly  allied  phase  of  the  oi 
industry,  we  also  have  encountered 
the  same  basic  problem  discussed  ii 
the  article.  "We  can't  feel  as  skeptical 
as  you,  however,  for  we  know  tha 
many  of  the  industry's  leaders  such  a 
Conoco  (mentioned  in  your  column 
recognize  this  situation  and  are  be 
ginning  to  take  the  necessary  steps  t* 
overcome  the  problem." 

Meanwhile,  a  salesman  for  a  leac 
ing  New  York  radio  station  reporte 
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ilo  sponsor  that  "Lamps  for  the  Eyes 

\\>{  Oil   Men"   was   heing   read    (with 

Mome  snickers  and  harumphs)   by  the 

|:ntire  advertising  department  of  Tide- 

|;vater  Oil,  and  that  all  of  his  agency 

lilients  who  had  oil  accounts  had  read 

t  and  generally  approved. 

During  the  Christmas  holidays,  at 

I  'arious  parties,  I  ran  into  a  number 

|  »f   agency    men    who    swore    me    to 

secrecy,  and  wouldn't  be  quoted  but 

U'vanted   me  to  know  that   I   had   ex- 

I  »ressed    their    sentiments    pretty    ac- 

urately. 

Apparently,  however,  such  was  not 

illhe  reaction   in   Chicago.     This  past 

leek   I    received   a   three-page   letter 

rom  Kent  H.  Lee,  v. p.  of  the  D'Arcy 

Iigency.    Mr.  Lee  enclosed   five  full- 

f    page  newspaper  ads,  three  four-color 

jupplement   proofs  and  a   reel   of  tv 

.  ommercials    to    support    his    rather 

ndignant  disagreement  with  what   I 

lad  said. 

He  begins,  "I  do  not  conclude,  as 

ou  have,  that  'nearly  all  oil  adver- 

I  ising  is  composed  of  windy,  mean- 

ngless   claims,    tired    technical    gob- 

iledegook,    and    a    vast    amount    of 

umult   and   shouting   over   precisely 

iothing  at  all.' 

"It  is  my  belief  that  the  advertising 

irepared  by  D'Arcy  for  the  Standard 

||)il  Co.    (Indiana)    is  accomplishing 

ts   intended    mission    of   influencing 

housands   of  motorists  for  the   first 

ume,  and  holding  millions  of  Stand- 

rd  users  to  our  products." 

Mr.  Lee  goes  on  to  cite  the  tribute 

)aid     to     D'Arcy's     advertising     by 

young,   aggressive   John   E.    Swear- 

ngen  40-year  old  president  of  Stand- 

rd   Oil    (Indiana)"   who    credits   it 

nth  helping  Standard  to  increase  its 

hare  of  market. 

He  also  points  to  the  high  reader- 
hip  figures  attained  by  Standard's 
newspaper  and  supplement  ads,  and 
(escribes  in  detail  the  careful  prepa- 
ation  and  screening  by  which  D'Arcy 
»rovides  a  "Powerful,  fool-proof, 
rouble-free,  year-long  program." 

Finally,  Mr.  Lee  sums  up,  "We  see 
ksolutely  no  comparison  of  your 
I'-scription  of  servicing  a  large  pe- 
I'oleum  account  and  our  experience. 
I  is  true  that  Standard  keeps  D'Arcy 
»n  its  collective  toes;  but  only  so  we 
an  run  faster  with  the  ball,  not  after 
I.-' 

How  do  other  sponsor  readers  feel 
iibout  this?  ^ 


•  ci «r  la  f ndkatarf  by  < h« 
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4  0  EAST    49    MYK- 
*BECAUSE   OF    IMPORTANCE   OF    ICE    CREAM   USE    OF    PART  1-0  AY 
TOPPING,  WE   HAVE    BEEN   COLLECTING   FIGURES   ON   SEASONAL 
ICE    CREAM   SALES,    LATEST    NATIONAL   SURVEY    SHOVIS   THAT 
ICE    CREAM    PRODUCTION    IS    APPROXIMATELY    ?1    PERCE  IT 
LOWER    IN  TEST    MONTHS   OCTOBER   THROUGH    MARCH    THAN    IN 
SUMMER    PERIOD.   SPOT    CHECK  OF    SUPER    MARKETS    |!!  THE    AREA 

INDICATES   THEY    DO    APPROXIMATELY    #    PERCENT    •'ORE    ICE 
CREAM  VOLUME   DURING    MID   SUMMER   THAN   MID   W|NTER= 
-  BO  B   P  AR  KER   W  B  A Y  -T  V    M  AR  KET  I  r !C    MGR =• 
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/F^s  Parti-Day  Toppings  near  the 
half-way  mark  in  their  26-week  test 
of  day  tv  in  the  Green  Bay,  Wis.  area, 
a  serious  question  about  the  test  struc- 
ture has  been  raised  by  SPONSOR  and 
WBAY-TV  executives. 

When  the  test  started  on  15  Octo- 
ber little  was  known  about  seasonal 
variations  in  the  dessert  topping  busi- 
ness. Neither  Parti-Day  Corp.  nor 
the  D'Arcy  agency  had  accurate  in- 
formation on  which  to  forecast  sales 
potentials.  It  was  generally  assumed 
that  Parti-Day  would  be  used  on  many 
types  of  desserts,  and  as  an  ingredi- 
ent in  cocoa  and  hot  chocolate. 

The  winter  months  were  thought  to 
be  especially  strong  for  the  two  lat- 
ter uses.  But  a  recent  survey  (sponsor 
3  January)  shows  that  the  chocolate 
flavors  are  not  running  substantially 
ahead  of  butterscotch  and  marshmal- 
low,  so  apparently  the  cocoa-hot  choc- 
olate market  is  smaller  than  expected. 


Furthermore  there  are  indications 
that  the  ice-cream  use  of  Parti-Day 
is  leading  all  others  by  a  wide  mar- 
gin. Ice  cream  sales,  however,  as  the 
above  wire  indicates,  are  generally 
25-30%  lower  in  the  winter  months 
than  they  would  be  in  summer. 

Does  this  invalidate  the  test  results, 
or  at  least  require  that  they  be  ad- 
justed upward  by  25-30'  <  to  indicate 
year-round  potentials?  Next  week, 
sponsor  publishes  the  answers  to  this 
and  other  questions  in  a  full-length 
article  on  what  Parti-Day  has  learned 
in  the  first  13  weeks  of  the  test.     ^ 


The  test  in  a  nutshell:  Product: 
Parti-Day  Toppings.  Market:  80-mile 
area  around  Green  Bay,  Wis.  Media: 
Day  tv  spots  only.  Schedule:  It) 
spots  weekh .  Length :  26  weeks  from 
15  Oct.  Commercials:  Li\e.  one-min- 
ute. Budget :  $9,980  complete. 


3 mil mi n mi i i nn i I u nun mi iiiiiinniiiiii i niinnnnniiii m mi mil inn in i mini line 


SALES  BOX  SCORE 

16-31    Oct 580  cases 

1-15   Nov 1,450  cases 

16-30   Nov 370  cases 

1-15    Dec 1,090  cases 

16-30    Dec 350  cases 


lO    TH  WEEK  I 

1^        OF  A 

7A-WFEK         K^^lP 

TEST        II 

iHSUdati  ™ 

-SIM 

x*^  HjBMPii 

wWmBmwmaM 

Shipments   to   wholesalers   in    Green 
Bay,  Wis.  area  since  start  of  tv  test 

i i nn iiniiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiimiiii iiiiiiuiiiiiiimiinuil 
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Window  card  check:    (1  to  r)    Champale  v.p.  B.  Hertzberg,  Doner  &  Peck  a.e.  D.  Neuman,  v.p.  S.  Hirschberg,  creative  dir.  M.  Reese 


A  different  image  in  every  port 


^    That's   what   Champale   malt   liquor   had   to    face; 
so  it  decided  to  make  a  virtue  of  its  non-uniform  appeal 

^    Radio  has  proved  the  only  medium  that  can  tailor 
the  approach  to  each  market  cheaply,  effectively,  quickly 


■Sack  in  1939  Metropolis  Brewery, 
Inc.  of  New  York  launched  a  malt 
beverage  which  over  the  years  ad- 
mittedly acquired  more  images  among 
consumers  than  a  kaleidoscope.  Called 
Champale,  it's  a  brewery-made  prod- 
uct with  the  characteristics  of  cham- 
pagne. It's  higher  in  alcohol  than 
beer  or  ale  and  sells  for  a  little  more. 
Champale's  past  has  been  spotty. 
It  did  O.K.  during  the  war,  then  went 
into  a  decline.  In  1947,  a  re-pack- 
aging job  was  undertaken  which 
changed  the  original  brown  bottle  in- 
to a  green  one,  decorated  with  a  be- 
scrolled  label  suggesting  elegance, 
conviviality  and  prestige.  Sales  perked 


up  for  a  while,  then  slackened  again. 

By  this  time  it  was  pretty  obvious 
to  all  concerned  that  if  Champale  was. 
to  make  its  mark  it  couldn't  rely  on 
a  single  image.  The  way  consumers 
thought  about  it  differed  widely  by 
income  groups,  regions,  local  cus- 
toms and  ethnic  islands.  Moreover, 
the  variations  among  distributors 
themselves  were  so  great  that  when 
Metropolis  decided  on  a  new  adver- 
tising drive  in  1954,  it  was  working 
against  a  background  that  was  a 
veritable  Joseph's  coat. 

"The  job  was  to  transmit  the  im- 
age of  a  stemmed  glass  in  many  dif- 
ferent settings,"  explains  Metropolis 


v.p.  Benjamin  Hertzberg.  "One  per- 
son had  to  see  it  on  a  bar  top,  an- 
other on  a  silver  serving  tray,  an- 
other on  a  gingham  table  cloth.  In 
one  market,  all  these  images  might 
be  needed  and  more.  In  another,  one 
would  be  required.  A  direct  type  of 
appeal  control  was  needed." 

Having  realized  this,  the  problem 
was  how  to  capitalize  on  multiple  im- 
ages without  getting  into  such  a  mix- 
ture of  copy  and  media  approaches 
that  the  product  would  get  hopelessly 
lost. 

Another  factor:  local  advertising! 
would  be  co-oped  with  distributors, 
so  varying  budgets  had  to  be  consid- 
ered. A  series  of  radio  buys  seemed 
the  answer,  so  spot  radio  was  applied 
to  the  geographical  and  social  patch- 
work. 

Legal  factors  mitigate  for  Cham 

pale   in    a   number    of   states.     "We 

looked   at   states   where   on-pr«mises 

consumption   of   alcoholic   beverages 

(Please  turn  to  page  78) 
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TV   BASICS/JAN. -FEB 


Sponsors  remain  faithful  to  net  tv 


^    Year-end    tally    shows    that    practically    no    clients 
desert  tv  though  there  are  several  programing  changes 

^    In  eight  of  the  10  show  changes,  advertisers  kept 
same  time  period.  Alcoa  buys  half -hour  show  on  ABC  TV 


^%  mid -reason  rundown  of  network 
Itv  points  up  this  fact:  while  there  are 
Iseveral  new  shows  on  the  screens, 
lold  faces  are  footing  the  bills. 

Advertisers  are  sticking  faithfully 
I  to  tv,  with  most  of  them  hanging  on 
■jto   their   original   time   slots,    if   not 

their  original  shows. 

This    is    the    picture:     Ten    shows 

.were  dropped  so  far  this  season;  of 

these,   eight   sponsors   retained   their 

time  period. 


Here's  the  sponsor-program  run- 
down by  network: 

CBS  TV:  Lever  and  Pharmaceu- 
ticals have  replaced  Jackie  Gleason's 
half-hour  with  an  hour-long  western 
—  Rawhide.  Trackdown,  following 
Gleason,  moves  with  its  sponsors  to 
one  of  the  half-hours  vacated  by  Pur- 
suit. Mennen  dropped  the  latter,  and 
plans  to  go  into  two  alternate  week 
shows  on  NBC  TV — Cimarron  City 
and  Dragnet.    Adventures  of  Cham- 


pion takes  up  the  first  half-hour  of 
the  Pursuit  slot,  and,  at  press  time, 
remains  sustaining. 

NBC  TV:  Pharmaceuticals  dropped 
Concentration,  for  It  Could  Be  You; 
L&M  did  the  same  to  Brains  & 
Brawn,  for  The  DAs  Man.  Further- 
more, L&M  moved  Steve  Canyon  to 
replace  its  cancelled  Ed  Wynn  Show, 
and  placed  Black  Saddle  into  Can- 
yon's slot.  P&G  replaced  Tic  Tac 
Dough  with  Buckskin,  originally 
sponsored  on  alternate  weeks  by 
Pillsbury. 

ABC  TV:  Alcoa  takes  over  Tues- 
day, 10-10:30  p.m.;  R.  J.  Reynolds 
dropped  Anybody  Can  Play  leaving 
its  replacement,  Dr.  I.Q.  sustaining; 
Whitehall  is  out  of  John  Daly  News 
and  Colt  .45,  Boyle-Midway  and  Ster- 
ling are  in  for  the  latter.  ^ 


1.  THIS   MONTH    IN   TELEVISION 


Network  Sales  Status  Week  Ending  17  January 

Daytime 


SPONSORED  HOURS 


ABCf 
CBSf 
NBC 


123.1 
■27.9 


taw 

t  Eicludlng  participation  showi. 


127 


ABCf 
CBSf 
NBC 


Nighttime 

IllllilllllllllllllllllllllllllUIIIIIIIIIIIIII 
SPONSORED  HOURS 

119.2 


124.1 


122 


!!'>;!!ll!!lll'£ 


^lllllllllllll!ll]l!ill!lll!l!ii!lll|]||||[|IJllllllU 


AVERAGE  COST  OF  NETWORK  SPONSORED  PROGRAMING 


Cost 


Number 


Cost 


Number 


Cost 


Number 


Cost 


Number 


Half-hour  comedy-var. 
$51,250  4 


Half-hour  mystery 
$36,500  8 


Half-hour  drama 
$40,333  6 

Half-hour  adventure 
$30,188  8 


Situation  comedy 
$39,643  14 

Quiz-Panel 
$27,250  9 


Hour  music-variety 
$111,675  4 


Half-hour  western 
$38,165  17 


/ 


ATerages  are  as  of  January.  All  programs  are  once  weekly  and  all  are  nighttime  shows. 
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2.  NIGHTTIME 


C  O 


PAH 


SUNDAY 

ABC  CBS  NBC 


MONDAY 

ABC  CBS  NBC 


TUESDAY 

ABC  CBS  NBC 


Small  World 

O.   Mathieson 

(D'Arcy) 

Sp-L  $28.00(1 


Meet   The    Press 

SUSt 


Bing   Crosby 

Coif 

Tournament 

Oldsmobile 

(Brother) 

(5:30-7;      1/18) 

I  Sp-L        $100,000 


Twentieth 
Century 

Prudential 
(H-McC) 


Chet   Huntley 
Reporting 


No  net  service 


D    Edwards 

Anier  Home 

(Bates) 

N-L  $9.500tt 


News 

SUSt 

N-L  $6. J 


D    Edwards 

B&H   (DDB) 

DuPont    (BBDO) 

N-L  $9,oOUtt 


News 

sust    alt 

Bristol-Myers 

(DCS&S) 

N-L  $6.500tt 


|  You  Asked  for  It 

Skippy  Peanut 

Butter    (GBB) 

M-F  $21,000 


Lassie 


(BBDO) 
A-F  $37,000 


Mark  Saber 
Sterling    (DFS) 
A-F  $14.00( 

10  Little 

Indians 

Rexall    (BBDO) 

(7-8;    1/18) 
lir.I         Wlilll)! 


No  net  service 


No  net  service 


ABC   News 


O    Edwards 

Amer  Home 
(repeat  feed) 


News 

sust 
depeat  feed) 


ABC  News 

sust 


D   Edwards 

Benson  &  Hedge; 
(repeat  feed) 


News 

Bristol-Myers 

alt  sust 
(repeat  feed) 


Maverick 

(7:30-8:30) 
Kaiser  Co  (Y&R 
Draekett     (Y&R) 
-F  $70,000 


Bachelor   Father 

Am  Ton  (Gumb.) 
Sc-F  $42,000 

alt   wks 
jack  Benny 
Am  Tob    (BBDO 
C-F  $05,000 


The  Music  Shop 

Starring 
Buddy    Bregma 


Tales  of  The 
Texas  Rangers 

(7:30-8:30) 

Sweets  Co. 

(H.  Eisen) 

W-F  $11,000 


Name  That 
Tune 

Amer    Home 

(Bates) 

Q-L  $23,000 


Buckskin 

P&G  (B&B) 

W-F  $24,00( 

Alphabet 

Conspiracy 

Amer  Tel&Tel 

(Ayer) 

(7:30-8:30; 

1/26) 


Cheyenne 

(alt  wks 

7:30-8:30) 

Harold  Ritchie 

(A&C) 

Johnson  &  Johnson 

(Y&R) 
Armour    (FC&B) 
Ai-LI ,$.78  11(111 


Stars   in   Action 


Dragnet 

sust 
Pillsbury    (1/20 

only) 
My-F         $35,00(1 


D-F 


$300,00 


Maverick 


Ed  Sullivan 

(»-ai 

Mercury  (K&E) 
alt  Kodak  (JWT) 
V-L  $79,500 


"Steve    Allen 

(8-0) 

Greyhound  ( Grey 

DuPont    (BBDO) 

Polaroid     (DDB 

Norelco 

(LaRoche) 

v-L       sio.s.ooi 


Shirley  Temple's 
Storybook 

(7:30-8:30  every 

third  week) 

J.    H.    Breck 

(Ayer) 

Dr-F         $65,000 


The   Texan 

Brown  &  Wmsn 

(Bates) 

W-F  $37,000 


Restless    Cun 

Sterling  Drug 

(DFS)    alt 

P&G   (Compton) 

W-F  $37.50( 


Sugarfoot 

(alt  wks 

7:30-8:30) 

Am  Chicle 

(Bates) 

T.uden's 

(Mathes) 

OLE $78  ono 


Invisible   Man 


sEddie  Fisher 

L&M   (Mc-E) 

(alt   weeks;    8-9 

George   Cobel 
RCA    (K&E) 
Whirlpool  (K&E 
V-L  $98.00( 


Law  Man 

R    J     Reynolds 

(Esty) 

General  Mills 

(DFS) 

W-F  $41.00( 


Ed  Sullivan 


Steve  Allen 

Zenith    (FC&B) 

Mutual  of  Omahi 

(Bozell   & 

Jacobs) 


Bold  Journey 

Ralston-Purina 

(GBB) 

A-F  $9,500 


Father  Knows 
Best 

Lever    (JWT)    alt 

Scott    (JWT) 
Sc-F  $38.0«0 


Wells  Fargo 

Amer  Tobacco 

(SSC&B) 

alt  Buick 

(Mc-E) 

W-F  $43,80' 


Wyatt  Earp 

Gen  Mills   (DFS) 

alt  P&G 

(Compton) 

W-F  $38,000 


To  Tell  the 
Truth 

Carter    (Bates) 

Marlboro 

(Burnett) 

Q-L  $22,00( 


American 
Festival 

Amer  Tel&Tel 

(Ayer) 

(8-9;    2/10) 

Mu-L       $175,001 


Colt  .45 

Sterling    (DFS) 

Boyle-Midway 

(Geyer) 

Beech-Nut 

(Y&R) 

\V_£ S13.80J 


C.   E.  Theatre 

Gen   Electric 

(BBDO) 

Dr-F  $51,000 


*Dinah    Shore 
Chevy  Show 

(9-10) 

Chevrolet 

(Camp-E) 

V-L  $150. 00( 


Voice   of 
Firestone 

Firestone 

(Sweeney   & 

James) 

Mu-L  $32,000 


Danny  Thomas 

Gen  Foods 

(B&B) 

Sc-F  $47,500 


Peter  Cunn 

Bristol-Myers 

(DCS&S) 

My-F         $38,00( 


The   Rifleman 

Miles   Lab 

(Wade) 

P&G   (B&B) 

Ralston 

(Gardner) 

W-F  $36,000 


Arthur    Godfrey 

Toni  (North) 
Pharmaceuticals 

(Parkson) 
V-L  $31.00( 


Ceorge   Burns 
Show 

Colgate    (Bates) 
Sc-F  $40,00( 


Meet    McCraw 

sust 

All    Star 

Bowling 

Amer  Machine 

Foundry     (C&w; 

(9:30-10:30; 

1/18) 


Hitchcock 

Theatre 

Bristol-Myers 

(Y&R) 
My-F         $39,000 


Dinah  Shore 
Chevy  Show 


Dr.    I.Q. 

sust 


Ann  Sothern 

Gen   Foods 

(B&B) 

Sc-F  $40,000 


Alcoa-Coodyeai 

Theater 
Alcoa    (FSR)    al 
Goodyear    (Y&R 
Dr-F  $39,00i 


Naked  City 

Brown  &  Wmsn 

(Bates)   alt 

Quaker  Oats 

(WBT) 

My-F         $37,000 


*Red  Skelton 

Pet  Milk 

(Gardner) 

S.  C.  Johnson 

(NL&B) 

C-F  $52,00( 


Bob  Cummings 

Reynolds    (Esty 

Sc-F  $36,001 

Bob   Hope 

Buick    (Mc-E) 

(9:30-10:30; 

2/10) 

ov  h      taeo,oo( 


Sp-L 


$3. Dill 


Your 
Neighbor — 
The   World 

sust 


Keep  Talking 

P.    Lorillard 

(L&N) 

alt    Lever    (JWT) 

Q-L  $18,000 


Loretta    Young 

P&G  (B&B) 
Dr-F  $42,50( 


Patti  Page 

Show 

Oldsmobile 

(Brother) 

V-L  $10,000 


Desilu 

Playhouse 

(10-11) 

Wcstinghouse 

(Mc-E) 

Dr-F  $82,000 

(average) 


Arthur    Murray 

Party 

P.    Lorillard 

(L&N)    alt 

Pharmaceutical 

(Parkson) 

V-L  $30,00( 


Alcoa   Presents 

Alcoa  (FSR) 
Dr-F  $35,000 


Carry  Moore 

(10-11) 

Revlon 

(LaRoclie) 

V-L  $59,000 

<V4  hr.) 


The 
Californians 

Singer  (Y&R) 
Lipton  (Y'&R) 
W-F  $37,50 


No  net  service 


What's  My  Line 

Kellogg 

(Bumett) 

alt  Fla.    Citrus 

(B&B) 

Q-L  $32,000 


No  net  service 


|ohn  Daly  News 
Lorillard  (L&N) 
N-L  $6,000 


No  net  service 


High    Adventure 
Lowell  Thomas 

Delco    (C-E) 

(10-11;  1/19) 

A-F  $250,000 


No  net  service 


|ohn  Daly  News 
Lorillard  (L&N) 
N-L  $6,000 


No  net  service 


Carry  Moore 

Kellogg 

(Burnett) 

alt 

Pittsburgh    Plate 

(Maxon) 


No  net  service 


*Color  show,  ttCost  is  per  segment.  Prices  do  not  include  sustaining,  par- 
ticipating or  coop  programs.  Costs  refer  to  average  show  costs  including 
talent  and  production.    They  are  gross   (include  15%   agency  commission). 


They  do  not  include  commercials  or  time  charges.  This  chart  covers  period 
17  Jan. -13  Feb.  Program  types  are  indicated  as  follows:  (A)  Adventure, 
(Au)     Audience    Participation,     (C)     Comedy,     (D)     Documentary,     (Dr) 
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I  G  R  A  P 


17   JAN.     13   FEB 


DNESDAY 

BS  NBC 


THURSDAY 

ABC  CBS  NBC 


ABC 


FRIDAY 

CBS 


NBC 


SATURDAY 

ABC  CBS  NBC 


rards 

Bates) 

-oodi 

B) 


News 

sust 


D  Edwards 

Whitehall 

(Bates) 

N'-L         $9.500tt 


News 

Bristol-Myers 

(DC8&S) 

alt    sust 

-L         $6.500tt 


D    Edwards 
Gen   Foods 

(B&B) 

Fla.   Citrus 

N-L  $9,500tt 


News 

sust 


No  net  service 


No  net  service 


No  net  service 


0  wards 

iter 
0<  Foods 
nut  feed) 


News 

sust 
(repeat  feed) 


ABC  News 

sust 


D  Edwards 
Whitehall 


Tl.ght 
later 


Wagon   Train 

(7:30-8:30) 
Ford    (var.    hour) 

(JWT) 

National  Biscuit 

(var.   %  hr.) 

(Mc-E) 

W-F  $35,300 

(Vihr.) 


News 
Bristol-Myers 

alt    sust 
(repeat  feed) 


ABC  News 

sust 


D  Edwards 
Gen  Foods 
Fla.  Citrus 
(repeat  feed) 


News 

(repeat  feed) 


Leave   It  To 
Beaver 

Miles   Lab 

(Wade) 

Ralston 

(Gardner) 

Sc-F  $36,000 


I    Love   Lucy 

Pillsbury 

(Burnett) 

alt 

Clairol    (FC&B) 

Sc-F  $25,000 


efferson     Drum 

Sweets  Co. 

(Henry  Eisen) 

alt   sust 

rt'-F  $18,500 


Rin  Tin  Tin 
Nabisco  (K&E) 
A-F  $36,00( 


Your  Hit  Parade 

Amer   Tobacco 
(BBDO) 

Mu-L         $42,500 


Northwest 
Passage 

sust 


Dick  Clark 

Show 

Beech -Nut 

Life  Savers 

(TAB) 

Mu-L  $14,500 


Perry   Mason 

<7:30-8:30) 

II     Curtis 

(Gordon  Best) 

I'arliament 

(B&B) 

My-F  $25,700 

(20  min 


People   Ate 
Funny  " 

Tnni    (North)    alt 

It     I     Reynolds 

(Esty) 

&U-F  $21,000 


Ann  hires 
f    .impion 


Wagon   Train 
R.  J.   Reynolds 

(Esty) 

(various    V2    hrs) 

Elfin    (JWT) 


Zorro 

AC   Spark 

(Brother) 

7-TJp    (JWT) 

A-F  $37,000 


December 

Bride 

General    Foods 

(B&B) 

Sc-F  $32,000 


Steve   Canyon 
L&M    (Mc-E) 

alt   sust 
,-F  $44,000 


Walt   Disney 

Presents 

(8-9) 

M-F  $57,000 

<V4  hr.) 


Rawhide 

(8-9) 

Lever    (JWT) 

Pharmaceuticals 

(Parkson) 

W-F  $90,000 

(1     hour! 


Further  Advent, 
of  Ellery  Queen 
(8-9)  RCA 
(K&E) 
(various  Vi  hrs) 
My-F  $27,500 
(%  hr.) 


Jubilee,   U.S.A 

(8-9) 

Williamson- 

Dk'kie    (Evans    & 

Assoc.) 

Hill   Bros. 

(Ayer) 

Mu-L  $12,500 


Perry   Mason 

Sterling    mis 

Gulf    (Y&R) 

Hamra   (C-M) 

Colgate 


"1  (down 
pony 

At  Tobac 
:i>0> 


Price    Is    Right 

Lever   (JWT) 

Speidel    (NC&K) 

Q-L  $21,500 

Meet 

Mr.  Lincoln 

Lincoln  Nat'l 

Life  Ins. 


The  Real 

McCoys 

Sylvania    (JWT) 

P&G     (Compton) 

Sc-F  $36,000 


Derringer 

S.    C.    Johnson 

(NL&B) 

W-F  $40,000 


It   Could    Be 
You 

Pharmaceuticals 

(Parkson) 
3-L  $26,000 


Walt    Disney 

Hill  Bros.  (Ayer) 

Kellogg 

(Burnett) 

Reynolds  Metal 

(Buchan.  & 

Frank) 


Rawhide 


Ellery  Queen 

Bell   &   Howell 

Pillsbury   (Bur) 

Phil   Harris 

Timex   (Peck) 

alt   sust 

(8-9;  2/6) 

CV-L       $250,000 


lubilce,    U.S.A. 

Massev- Ferguson 

(NL&B) 


Wanted   Dead 

or    Alive 
Brn.   &  Wmson 

(Bates) 

Bristol-Myers 

(DCS&S) 

W-F  $39.00C 


"Perry  Como 

(8-9) 

Kimherley-Clark 

(FC&ltl 
RCA  A  Whirlpool 

KM 
V   I.  $120,000 


niiiiuiiiii  ruini) 
Polaroid  (DDB) 

Sunbeam 
(Perrtn-Paus) 

Noxzema 

(SSC&B) 
Am    Dairy  (C-M) 

Knomark) 

(Mogul) 


lonaire 
Bates) 
$37,000 


(Maxen) 

(8:30-9;    2/11) 

Dr-L  $50,000 

Milton    Berle 

Kraft   (JWT) 

C-L  $50,000 


Pat    Boone 

Chevy 

Showroom 

Chevrolet 

(Camp-E) 

-L  $45,000 


Zane  Cray 

S.    C.   Johnson 

(NL&B)    alt 

General   Foods 

(B&B) 

W-F  $45,000 


Behind  Closed 
Doors 

L&M  (Mc-E)  alt 

Whitehall 

(Bates) 

A-F  $38,000 


Man  With  A 

Camera 
General  Elec. 

(BBDO) 

A-F  $26.00( 


Phil   Silvers 

Reynolds   (Esty) 

Schick    (B&B) 

Sc-F  $42,000 

P.   Silvers   Show 

Pontlac 

(Mac,   J&A) 

(9-10;    1/23) 

C-L  $225,000 


M   Squad 

Amer.   Tobac 

(SSC&B) 

alt    sust 

My-F         $31,000 


Lawrence  Welk 

Dodge   (Grant) 

(9-10) 

Mu-L         $17,500 


Cale  Storm 

Nestle    (Houston) 

alt 

Lever   (JWT) 

Sc-F  $39.50( 


Black  Saddle 
L&M    (Mi    1 

alt    sust 
W    V  $37,00( 


'vCot  a 
cret 

1  $27,000 
owf  Month 
■     BBDO) 

-L    $275,000 


Bat    Masterson 

Kraft    (.1WT) 

Sealtest    (JWT) 

W-F  $38,000 


Rough    Riders 

P.    Lorillard 

(L&N) 

W-F        $47.000t 


Playhouse   90 

(9:30-11) 

Amer   Gas 

(L&N)    alt 

Kimberly-Clark 

(FC&B) 

Dr-L&F    $45,000 

<tt    hr.) 


Ford    Show 

Ford    (JWT) 

CV-L         $38,000 


77    Sunset   Str 

(9:30-10:30) 

Amer.   Chicle 

(Bates) 

My-F         $72.0O( 


Playhouse 

Lux  (JWT)    alt 

Schlitz    (JWT) 

Hi   F  $38,000 


The  Thin   Man 

Colgate 

(Bates) 

My-F         $40,060 


Lawrence  Welk 


Have   Cun.   Wil 

Travel 
Whitehall 

(Bat. 
alt   Lever    (JWT] 
W-F  $38,00< 


Cimarron  City 

(9:30-10:30) 

sust 

W-F  $30.00( 


-feel   Hr 
s  10-11) 

"  steel 

Ml 

I     $60,000 


This  Is  Your 

Life 

P&G  (B&B) 

D-L  $32,000 


Make  Mine 
Music 

sust 


Playhouse   90 
Allstate 
(Burnett) 


You  Bet  Your 

Life 

Tonl    (North) 

Lever    (JWT) 

Q-L  $51.75 


77    Sunset   Stri| 

Carter  Prod. 

(Rates) 

Whitehall 

(Bates) 

Harold  Ritchie 

(A&C) 


The  Line  Up 

P&G    (Y&R) 

My-F         $34,000 


Cavalcade   of 
Sports 

Gillette    (Maxon) 

(10-concl) 
Sp-L  $45.00 


Sammy  Kaye 
Show 
sust 


Cunsmoke 

L&M    (DFS) 

Spetry-Rand 

(TAB) 

W-F  $40.00i 


Cimarron  City 


strong 
Theatre 

i  10-11) 
>nf  Cork 

m 
$48,000 


Fred  Astaire 
(repeat) 
Chrysler 
(Burnett) 

(10-11;    2/11) 
Mu-F       $150,000 


John  Daly  News 
Lorillard  (L&N) 
N-L  $6,000 


Playhouse  90 

sust 


No  net  service 


Hall   of   Fame 

Hallmark 

(FC&B) 

(9:30-11;  2/5) 

Dr-L        $330.00C 


|ohn   Daly  New  ; 
Lorillard    (L&N 

N-L  $6,00 


No  net  service 


Person    to 

Person 

P.    Lorillard 

(L&N) 

alt   Revlon 

(War&L) 

-L  $38,000 


Fight    Beat 

Brlstol-Myeri 

(DCSAS 

Sp-I  $3.00( 


DA's  Man 
LAM 

A    I' 


Drama,  (F)  Film.  (I)  Interview,  (J)  Juvenile,  (L)  Live.  (M)  Misc, 
1  Mu  1  Music,  (My)  Mystery.  (N)  News.  (Q)  Quiz-Panel,  (Sc)  Situation 
Oomedy,  (Sp)  Sports,   (V)  Variety,   (\V)  Western.  tNo  charge  for  repeats. 


SPONSOR 


17   JANUARY    1959 


I,  preceding  date  means  last  date  on  air,    S  following  date  means  starting 
date  for  new  show  or  sponsor  in  time  Blot. 
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Storer  Broadcasting  is  proud  to  become  a  part  of.^^^ 
Milwaukee  in  operating  television  station  WITI-rMa^L 
The  same   principles   of   integrity  and   responsible 
public    service   which    prevail  "'in    all    other   Store 
stations  will  be  the  policy  of  WITI-TV. ..  It  is  this 


**■% 


Broadcasting  FAMOUS  ON  THE  LOCAL  SCENE, 
YET  KNOWN  THROUGHOUT  THE  NATION. 

The  strength  of  Storer's  experience  in  the  sales 
uccess  of  its  advertisers  can  now  be  applied  in 
market  of  $1,270,000,000  annual  retail 
sales    and    the    nation's   eighth    most   important 


torerBro 


WSPD-TV      WA 

Toledo  Atl 

:    T 

WJW  WSPD        WAGA  WWVA 

land       Toledo       Atlanta       Wheeling      PI 


MlSales  Offices:  625   Madison  Ave.,  I 
230  N.  Michigan  Ave.,  Chicago  1, 


York  2 

nklin  2-6498 


-3940 


Lti3"«i* 


DAYTIME 


C  O 


P  A 


SUNDAY 

ABC  CBS  NBC 


MONDAY 

ABC CBS  NBC 


TUESDAY 

ABC  CBS  NBC 


10:45 


Lamp    Unto    My 
Feet 


Look  Up  &  Live 

sust 


Eye  On 
New  York 

sust 


For  Love  or 
Money 

sust 


Arthur  Godfrey 
Standard    Brands 


I   Love  Lucy 

sust 


Dough   Re   Mi 

sust 


Treasure    Hunt 

Ponds 
alt  Lever 


P&G  alt 

Mpnthnlfltnm 


Price   Is   Right 

Lever 
alt  Ponds 


Sterling 
alt  Whitehall 


For   Love   or 
Money 

sust 


Arthur  Godfrey 

Hver  lit 
Gen   Mills 


Libby    alt    sust 


I  Love  Lucy 

Lever    alt    sust 


Dough   Re  Mi 

sust 


Treasure    Hunt 

Culver  alt  sust 


Frigldalre    alt 
Pharmaceut. 


Price   Is   Right 

Lever  alt 

Sunshine 

Stand  Brands 


Johns  Hopkins 
File   7 

sust 


Camera    Three 

sust 


Peter    Lind 
Hayes 

Shulton 


Top   Dollar 

Colgate 


Concentration 
Pharm.    alt  Lever 


Armour 
alt   Culver 


Peter   Lind 
Hayes 

Amana  Refrlg. 


Top   Dollar 
Colgate 


Concentration 

Ftigidaire    alt 
Pharm  a. 
Lever  alt 

4  1hi»rM    Pl.lv.r 


Pete 

H 

Reynol 


12:15 
12:30 
12:45 


Bishop  Pike 

sust 


Peter   Lind 
Hayes 

Gen  Foods 
Sunshine 
alt  Lever 


Love  of  Life 

sust 

Amer  Home  Prod 

alt  Block  Drug 


Tic  Tac  Dough 

Ponds  alt 
Goldseal 


Peter   Lind 

Hayes 

Armour    &    Co. 

Gen  Foods 


Love    of    Life 

Quaker  alt  Libby 

Amer   Home 


Tic    Tac    Dough 

Stand  Brands 
P&G 


Pete 

H 
Dr 


Search  tor 

Tomorrow 

P&G 


[  College   News 
Conference 

sust 


Play  Your 
Hunch 

Minn.    Mining 

Johnson  & 

Johnson 


Guiding  Light 
P&G 


Could  Be  You 

Whitehall  alt 

Menthol 

Ponds   alt  P&G 


Play  Your 
Hunch 

Beech-Nut 
Lever 


Search   For 

Tomorrow 

P&G 


Guiding  Light 
P&G 


It    Could    Be 
You 

Al.  Culver  alt 
Pharmaceuticals 


Plat 


Aimouf  8U  f&Q 


Liberace 

Armour  &  Co. 

Gen  Foods 


No  net  service 


News 
(1:25-1:30) 

sust 


No  net  service 


Liberace 

Gen  Foods 
Minn.    Mining 


No  net  service 


News 

(1:25-1:30)   sust 


No  net  service 


Frontiers 
of   Faith 

sust 


World  Turns 
P&G 

Sterling  alt 
Carnation 


No  net  service 


World  Turns 
P&G 

Sterling    alt 
Miles 


No  net  service 


Mr.   Wizard 

sust 


Day  In  Court 

Gen  Foods 
Amer   Home 


)immy   Dean 

S.C.  Johnson 
alt   sust 


Truth  or 
Consequences 


Day  In   Court 

Gen  Foods 
Bris-Myers 


Jimmy   Dean 

Libby  alt  sust 
Miles 
Swift 


Truth   or 
Consequences 

sust 


Day 
G< 


NBA— Pro 
Basketball 

Bayuk  Cigars 
(Vt  sponsorship) 


Music   Bingo 

Gen   Mills 
Minn.    Mining 


Art    Linkletter 

Stand  Brands 
alt    Lever 


Haggis  Baggis 

sust 


Art 


Standard    Brand 
Van  Camp 


Menthol    alt   sust 


Music  Bingo 

Beech-Nut 


Linkletter 

Swift 
alt   Ton! 


Haggis  Baggis 

sust 


Mus 


Kellogg 


|  Open  Hearing 

sust 


The    Last   Word 

sust 


Beat  The  Clock 

Gen  Foods 

Lever 


Big   Payoff 

Colgate 


Young 
Dr.   Malone 

sust 


Beat  The  Clock 

Beech-Nut 
Nestle 


Big   Payoff 

sust 


Young 
Dr.   Malone 

P&G  alt  Nablsci 


Beat 


Roller  Derby 

sust 


The  World 
of   Ideas 

sust 


Who    Do   You 
Trust? 

Bristol-Myers 
Gillette 


Verdict  Is  Yours 

Stand  Brands 

Bristol-Myers 


From  These 
Roots 
P&G 


Who    Do   You 
Trust? 

Johnson   & 

Johnson 

Minn.    Mining 


Verdict  Is  Your! 

Gen   Mills 

alt  Carnation 

Swift 

alt  Toni 


From  These 
Roots 
P&G 


Who 

Cam  i 


Roller  Derby 


Face  The 
Nation 

sust 


American 
Bandstand 

Lever 


Brighter  Day 
P&G 


Secret  Storm 

Amer  Home  Proc 


Queen    Day 
Ponds 

alt    Sterling 


American 
Bandstand 

Welsh,  Lever, 
Vick 


Brighter  Day 
P&G 


Secret   Storm 

Gen   Mills 
alt  Quaker 


Queen  for  a 

Day 

Standard    Brand 

P&G 


i  ic 


Bowling  Stars 

imer  Machine 


Raul    Winchell 

Hart?. 
Gen   Mills 


I  Lone  Ranger 

Gen   Mills 

|  Cracker  Jack 

Fritos  Co. 


Behind  The 
News 

sust 


American 

Bandstand 

Hollywood    Candj 

Eastco 


Edge  of  Night 
P&G 

Pharmaceuticals 


County  Fair 

sust 
Sterling 
alt    Lever 


Game  of 
Politics 

sust 
N.Y.    Philhar.* 
Lincoln    (K&E) 


(4:30-5:30;  1/25) 
Amateur  Hour 
Pharmaceuticals 


Omnibus 

(5-6    alt   wks) 

Aluminium  Ltd 


American 

Bandstadn 

co-op 


NBC 
Kaleidoscope 

(5-6  alt  wks) 
sust 


Mickey    Mouse 
Club 

Sweets    Co. 
Bristol-Myers 


American 

Bandstand 

Block  Drug 

Gillette 


Edge  ef   Night 

P&G 

Sterling 

alt    Miles 


County  Fair 

Dow  alt  lust 

sust  alt 

Lever 


American 

Bandstand 

co-op 


Walt  Disney's 

Adventure  Timi 

P&G 


•fTalent  cost:   New  York  Philharmonic,  $150,000 

HOW  TO  USE  SPONSORS 
NETWORK  TELEVISION 
COMPARAGRAPH  &  INDEX 


The  network  schedule  on  this  and  preceding  pages  (38.  'I 
includes  regularly  scheduled  programing  17  Jan.  to 
13  Feb.,  inclusive  (with  possible  exception  of  chaie- 
made  by  the  networks  after  presstime).  Irregularly  scld 
uled  programs  to  appear  during  this  period  are  lied 
as  well,  with  air  dates.    The  only  regularly  scheduled    o- 
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SPONSOR 


17   JANUARY    19' 


G  R  A  P 


17    JAN.  -  13    FEB 


ONESDAY 
C>  NBC 


THURSDAY 

ABC  CBS  NBC 


FRIDAY 

ABC        ,  CBS        ,  NBC 


SATURDAY 

fi£ £B5 NBC 


Dough   Re   Mi 

BUSt 


For  Love  or 
Money 


Dough    Re    Mi 


Metithnlatum 


For  Love  or 
Money 


Dough    Re   Mi 

Bust 

Armour 


Captain 

Kangaroo 

Partic 


Dowdy  Doody 
nontai 
Baking 
Sweat  Co. 


Treasure    Hunt 

Heinz  alt  Brlllo 

Corn  Prod 

alt  P&G 


Arthur  Codfrey 


Standard     Brand 


Treasure    Hunt 
Pillsbury  alt 

Frigidaire 

P&G 


Arthur  Codfrey 
U.S.   Steel 

alt   sust 


Treasure    Hunt 

Gen    Mllli 

alt   Ponds 

Whitehall  ill 

Sterling 


Mighty    Mouse 

Gen    B"ooda    tit 

Colgate 


Ruff  &  Reddy 
Gen  Foods 
alt  Mars 


Price   Is   Right 

Frigidaire 

Sterling 

Sandura   alt 

Pillihiiry 


I   Love  Lucy 
Lever  alt  sust 


Price    Is    Right 

Al.    Culver 

alt  Lever  Bros 

Miles  alt 

Menlhnl 


I  Love  Lucy 
Lever  alt  sust 
Colgate  all   Mist 


Price    Is    Right 
Lever  alt 
Corn  Prod 


Stand  Brands 
r.m    Mills 


Uncle    Al    Show 
(11-121 

National     Hiscui 


Heckle  &  )eckl< 

su  m  alt  sust 


Fury 
Borden 

alt    Gen    Mills 


Concentration 

Heinz  alt  Miles 

Nabisco  alt 

Armour 


Peter    Lind 
Hayes 

Nestle 
Armour 


Top    Dollar 

Colgate 


Concentration 

Pillsbury  alt 
Lever 
Heinz  alt 
Whitehall 


Peter  Lind 
Hayes 

Minn.    Mining 
Gillette 


Top    Dollar 

Colgate 


Concentration 

Ponds    alt 
Bauer    &   Black 


Uncle    Al    Shov 


Adventures    of 
Robin    Hood 

sust 


Lever  alt  sust 


Colgate  alt  sust 


Circus    Boy 

M.irs   alt 

sust 


Tic  Tac  Dough 

Heinz 
alt  Pillsbury 


Peter   Lind 
Hayes 

Araer    Home 
Gen  Foods 


Love  of  Life 

Scott  alt  sust 


Tic  Tac  Dough 

Al.    Culver 

alt    Heinz 

P&G 


Peter  Lind 
Hayes 

Gen    Mills 
Beech- Nut 


Love  of  Life 

Atlantis 
alt   sust 


Lever  alt 
Gen  Mills 


Tic    Tac    Dougl 

Gen    Mills    alt 

Sunshine 


P&G 


True   Story 

sust 
Sterling   Drug 


Could  Be  You 

Whitehall   alt 
Pharmaceuticals 


Search  tor 

Tomorrow 

P&G 

Guiding  Light 

P&G 


If  Could   Be 

You 

Miles    alt 

Pillsbury 

P&G 


Search    tor 

Tomorrow 

P&G 

Guiding  Light 

P&G 


Could  Be  Y8U 

Stand  Brands 
alt  Ponds 
P&G    alt 
Corn   Prod 


Corn    Prod 
alt    Brillo 


Play   Your 
Hunch 
Armour 

Reynolds  Metals 


Play   Your 

Hunch 

Bristol-Mjers 


Young  People's 
Concert 

sust 
(12-1;  1/24) 


Detective    Diari 
Sterling  Drug 


No  net  service 


Liberace 

Reynolds  Metals 
Gen   Foods 


No    net    servio 

News 

(1:25-1:30)   sust 


No  net  service 


Liberace 

Beech -Nut 


No  net  service 


News 

(1:25-1:30)   sust 


No  net  service 


No  net  service 


No  net  service 


As  the  World 
Turns 
P&G 


No  net  service 


World  Turns 
P&G 


Pillsbury 


Swift 
alt  Sterling 


No  net  service 


Pro  Hockey 

co-sponsorship 
(2  to  concl.) 


No  net  service 


Truth   or 
Consequences 


Day   In  Court 

Minn.    Mining 

Johnson   & 

Johnson 


Jimmy   Dean 
Lever  alt 
Van   Camp 

Brn   &  Wmsn 
alt    Lever 


Truth  or 
Consequences 

Culver  alt  sust 


Day   In   Court 

Gen  Foods 


limmy   Dean 

Kodak   alt  sust 

Gerber 
alt    Gen    Mills 


Truth   or 
Consequences 

sust 


No  net  service 


Haggis  Baggis 

sust 


Music   Bingo 
Johnson   & 

Johnson 
Amer   Home 


Art  Linkletter 
Kellogg 
Pillsbury 


Haggis  Baggis 

sust 


Music  Bingo 

Gen  Foods 

Armour 


Art  Linkletter 
Lever  Bros 


Swift   alt 

Stall  -y 


Haggis  Baggis 

Lever  alt  sust 


Wheaties  Sport 

Page 

Gen   Mills 


Young 

Dr.   Malone 

P&G 


Beat  The  Cloc 
Gen  Foods 


Big   Payoff 

sust 


Young 

Dr.    Malone 

P&G  alt  Armou 


Beat  The  Clod 

Gen  Foods 
Lever 


Big    Payoff 

Colgate 


Young 

Dr.   Malone 

P&G 


From  These 

Roots 
P&G  alt  sust 
Frigid  alt  sust 


Who    Do   You 
Trust? 

Amana  Refrig. 


Verdict  Is  You 

Sterling  alt  Scot 

Libby 

alt  Scott 


From  These 
Roots 
P&G 

sust 


Who  Do  You 
Trust? 

Gen  Foods 
Beech-Nut 


Verdict  Is  Your 

Gen    Mills    alt 

Atlantis 


Gen   Mills 
alt  Lever 


From  These 
Roots 
P&G 

alt   sust 
sust 


»  rrvn  mrn 
Queen  for  a 
Day 

Corn  Prod  alt 

Pillsbury 

P*G 


American 

Bandstand 

5th   Ave  Candy 

Welch 


Brighter  Day 
P&G 


Secret   Storm 

Scott  alt 

Amur  Ilimin 


Queen  for  a 

Day 

Al.   Culver 

alt  Miles 
P&G 


American 
Bandstand 


Brighter  Day 

P&G 
Secret  Storm 
Amer  Home  Pro  1 
alt  Gen  Mi 


Queen    Day 

Whitehall  alt 

sust 

P&G 


County   Fair 

Frigidaire 
alt   sust 


Heinz    alt 
Sterling 


American 
Bandstand 

Gillette 


Edge   of  Night 

[•&G 

Pillsbury 


County   Fair 
Heinz    alt 

sust 


Nabisco  alt  Leve 


American 
Bandstand 

Eastco 
Gen   Mills 


Edge  of   Night 
P&G 

Amer    Home 

alt 

Sterling 


County    Fair 

Gen  Mills  alt 
sust 


Lever   alt   sust 


American 

Bandstand 

co-op 


American 

Bandstand 

co-op 


All-Star   Golf 

Miller   Brew 
Reynolds    Mcta 


Walt  Disney's 

Adventure  Tim  i 

Miles 


Mickey    Mouse 

Club 

Sen  Mills 

Sweets,  P&G 


All-Star   Golf 


Lone  Ranger 

Nestle    alt 
Gen   Mills 


5  not  listed  are:  Tonight,  NBC,  11:15  p.m.-l:00 
Monday-Friday,  participating  sponsorship;  Sunday 
Special,  CBS,  Sunday,  11-11:15  p.m.  (Carter  and 
fell);  Today,  NBC.  7:00-9:00  a.m.,  Monday-Friday, 
:ipating;  News  CBS,  7:45-8:00  a.m.  and  8:45-9:00 
Monday-Friday.    All  times  are  Eastern  Standard. 


Sponsors,  co-sponsors  and  alternate-week  sponsors  are 
shown  along  with  names  of  programs.  Alphabetical  index 
of  nighttime  programs  has  been  discontinued.  Show  costs 
descriptions  and  agencies  I  in  parenthesis)  are  included  in 
the  charts  on  pages  38  and  39. 
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As  ANPA  steps  up  its  attack  on  tv,  SPONSOR  ASKS: 


How  do  you  sell  against  news 


With  ANPA  intensifying  its  ef- 
forts to  minimize  efficiency  of  air 
media,  six  station  men  tell  how 
they  are  taking  up  the  offensive. 

George  Moore,  sales  manager,  JVRGP- 
TV,  Chattanooga,  Tenn. 

The  air  media  have  never  particu- 
larly sold  against  newspapers,  mainly 
because  we  didn't  have  to,  and  most 


Tv  is  more 
cost  efficient 
on  a  per 
exposure  basis 


of  us  rightly  felt  that  negative  selling 
was  not  the  best  policy.  But  the  time 
has  come  to  fight  back,  and  fight  back 
hard. 

Television,  which  incorporates 
sight  and  sound,  which  utilizes  mo- 
tion and  demonstration,  and  which 
gains  entry  for  its  persuasive  air 
salesmen  into  the  homes  of  millions 
of  prospective  customers,  is  unques- 
tionably the  best  medium  for  sales. 

It  is  gratifyingly  paradoxical  that 
tv,  which  uniquely  combines  all  of 
the  ideal  salesmanship  factors,  is 
many  times  more  cost-efficient  than 
print  media  on  a  per  exposure  basis. 
According  to  the  Leo  Burnett  survey, 
tv  is  four  times  more  cost-efficient 
than  newspapers  but,  unfortunately, 
we  have  yet  no  way  of  knowing  how 
many  more  times  tv  is  more  efficient 
than  print  on  a  per-sale  motivation 
basis! 

These  figures  point  up  the  fallacy 
- — and  a  highly  prevalent  one — of  tak- 
ing newspaper  circulation  figures  as 
a  guide  to  the  reach  of  any  particu- 
lar ad. 

Furthermore,  it  is  important  to 
point  out,  when  mentioning  percent- 
ages noted,  that  these  figures  are 
based  solely  on  the  actual  readers  of 
a  newspaper,  and  newspaper  circula- 


tion, unlike  tv,  nowhere  near  saturates 
a  market. 

For  example,  in  medium-sized 
standard  metropolitan  areas  (ap- 
proximately 100,000-105,000  fami- 
lies) the  tv  penetration  figure  gen- 
erally hovers  in  the  high  80's  and 
90's.  On  a  weekly  basis,  a  good  tv 
station's  circulation  is  virtually  100% 
of  this. 

Furthermore,  ratings  which  are 
tv's  hard  measure  of  commercial  im- 
pact are  predicated  on  all  tv  homes, 
representing  in  the  neighborhood  of 
90%  of  the  market,  while  newspaper 
readership  figures  are  predicated  on 
the  number  of  subscribers,  which  rep- 
resents, in  our  limited  sample,  64% 
of  the  families  in  a  market! 

Arden  Swisher,  general  sales  manager, 
KMTV,  Omaha 

Our  approach  to  the  advertiser 
who  will  decide  between  television 
and  newspaper  is  based  on  the  vital- 
ity and  selling  power  of  sight,  sound 


Tv  advertisers 
know  whom 
they're  reach- 
ing and  when 


and  motion  as  opposed  to  a  still  and 
speechless  newspaper  ad.  Secondly, 
we  prove  that  the  advertisers  know 
who  they're  reaching  and  when  with 
television  as  opposed  to  the  false  as- 
sumption that  everyone  reads  the 
newspaper  page. 

We  prove  television's  power  through 
specific  success  stories.  We  contrast 
newspaper  ads  with  sample  commer- 
cials tailored  to  the  potential  adver- 
tiser. We  have  often  gone  after,  with 
success,  the  exclusive  newspaper  ad- 
vertiser. Using  our  art  and  produc- 
tion facilities,  we  clip  his  newspaper 
ad  and  bring  it  to  life.  This  approach 
is   particularly   effective   with    men's 


clothing  and  theater  accounts. 

We  point  out  that  the  advertiser  is 
not  buying  a  pig  in  a  poke  when  he 
buys  television.  We  explain  ratings 
and  how  these  ratings  indicate  the 
potential  ready  audience  that  awaits 
good,  well-planned  commercials. 

We  contrast  this  with  newspaper's 
failure  to  provide  readership  ratings. 
And  every  advertiser  will  agree,  al- 
though it  needs  to  be  pointed  out 
again  and  again,  that  a  newspaper 
circulation  of  100,000  does  not  mean 
100,000  readers  of  an  ad. 

We  found  that  if  we  sell  the  idea 
of  television  first,  we  will  automati- 
cally sell  time  with  the  idea. 

It's  always  easier  to  sell  a  produc 
when   you   have   a   logical,   comple 
story  to  tell  ...  a  story  backed 
thousands   of   convinced   advertiser 
We  do  it  without  tearsheets. 

Carl  J.  Burkland,  exec.  v.p.  &  gen., 
mgr.,  WAVY -TV,  Norfolk,  Va. 

We  use  three  factors  in  selling 
against  newspapers. 

The  first  factor  —  the  ability  to 
demonstrate  through  sight,  sound  and 


Tv  demon- 
strates product 
thru  sight, 
sound,  action 


action  —  speaks  for  itself.  The  sec- 
ond factor  will  vary  by  areas  but. 
generally  speaking,  television  can  pro- 
vide far  greater  coverage.  In  oui 
area,  the  leading  daily  newspaper  has 
a  total  circulation  of  109,000  whereas 
a  conservative  coverage  study  has  re 
ported  our  total  circulation  after  fiv< 
months  of  telecasting  at  303,000,  a: 
advantage  factor  of  almost  three  tc 
one. 

The  third  factor  deals  with  cost  o' 
reaching  consumers  by  television  anc 
newspapers.  In  our  case  a  local  read 
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Sfship  surve)  lias  been  made.  It  re- 
zeals  a  tremendous  difference  in  total 
eadersliip  In  pages,  and  astounding 
lifferences  in  readership  by  editorial 
ten  is.  pictures  and  advertisements. 

Nor  do  all  subscribers  to  a  news- 
japer  read  the  front  page.  Four  per 
•ent  of  the  subscribers  interviewed 
lad  not  read  anything  on  the  front 
)age.  and  only  one  story  on  the  front 
>age  was  read  by  more  than  50%  of 
he  subscribers. 

Specific  readership  of  advertise- 
nents  will  vary  even  more.  The  cap- 
ion  on  a  full-page  color  advertise- 
nent  was  read  by  less  than  half  of 
he  subscribers  to  a  newspaper,  and 
■opv  in  that  advertisement  was  read 
;>y  less  than  one-third  of  the  sub- 
cribers.  Thus,  the  three  factors 
vhich  we  use  in  selling  against  news- 
>apers  are:  first,  television  superi- 
nitv.  because  it  employs  sight,  sound 
ind  action  as  opposed  to  newspapers' 
ight  only;  second,  the  substantial 
•overage  advantage  usually  provided 
>v  television,  and  third,  the  greater 
mdience  and  lower  cost-per-1,000 
hat  can  be  delivered  by  tv. 

'aul    O'Brien,    general   sales    manager, 
WNTA-TV,  New  York 

It's  difficult  to  say  that  one  medi- 
um is  more  effective  than  another  be- 
ause  each  one  has  its   own  unique 


I 


,-"*  • 


•        -. 


Tv  provides 
far  better 
coverage  at 
lower  cost- 
per-1,000 


dvantages.  But  for  the  advertiser 
anting  to  reach  as  many  people  as 
ossible.  television  is  definitely  su- 
erior  to  the  newspaper. 
Let  s  take  an  individual  station, 
hannel  13,  WNTA-TV,  and  stack  it 
p  against  a  standard-size  New  York 
(Please  turn  to  page  80) 
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Write  for  Color  Methods  Brochure:  MOVIELAB  COLOR  CORPORATION,  Movielab 

JUdson  6-0360 


,619  West  54th  St.,  New  York  19,  N.Y., 


TV  COMMERCIALS 


a  16-page  section  on 

what's  ahead  in  film  and  tape, 

the  new  creative  (rends. 

tin-  budget  outlook* 

lat<>  nvws 

from  producers,  pins 

A  DIRECTORY  OF 

OO  COMMERCIALS  PRODUCERS 

IN  NEW  YORK,  LOS  ANGELES 

&  CHICAGO 
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Film-plus-tape  installation  is  used  at  Filmways   (above)    by  Colgate  via  Ted  Bates  to  rehearse,  check  on  tape  what's  being  shot  on  tv  film 


THE  COMMERCIAL  IS  'IT'  IN  '59 


^    Tv  will  see  all-out  commercials  fight  of  new  tape 
vs      film,      bringing      many      mechanical      innovations 

^    Ad  spending  on  tv  commercials— lagging  relative  to 
print— will  be  boosted  drastically;  accent  is  on  creativity 


\j  ommercials  are  about  to  take  a 
giant  step  on  to  a  new  plateau.  As  an 
essential  part  of  the  over-all  tv  indus- 
try, commercials  often  have  been 
either  brushed  off  or  singled  out  for 
special  criticism.  But  a  new  phase 
seems  to  be  in  store  for  tv  commer- 
cials in  1959 — one  that  brings  with  it 
increased  status  and  a  more  impor- 


tant role  than  ever  in  agency  plan- 
ning and  thinking.  You  can  spot  this 
in  the  following: 

Budgets  for  commercials  are  in 
for  some  drastic  revisions.  While  the 
costs  of  producing  commercials  have 
increased  a  little — film  costs  will  go 
up  slightly  and  tape  will  represent 
the  possibility  of  some  economies — 


the  real  difference  anticipated  in  com- 
mercials spending  is  in  the  percentage 
of  a  client's  over-all  balance  sheet  to 
be  allocated  for  commercials  produc- 
tion. 

Tv  commercials  budgets  have 
lagged  behind  print  on  a  percentage 
basis.  A  rule  of  thumb  in  print  ad- 
vertising is  that  somewhere  between 
10%  and  15%  of  campaign  costs  will 
be  allotted  for  production  expense. 
But  in  tv,  this  percentage  has  slacked 
off.  During  1958,  over  $1.3  billion 
was  spent  in  U.  S.  tv,  but  less  than 
$50  million  was  estimated  to  have 
been  spent  on  filming  commercials. 
While  this  does  not  include  spending 
on  network  live  commercials  or  local 
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commercials,  still  a  big  difference  is 
;lear:  print  budgets  have  been  allot- 
:ing  two  to  three  times  more  to  pro- 
bation costs  than  tv  budgets. 

There  will  be  a  sharp  rise  in  spend- 
ing on  commercials  in  1959.  One 
'stiinate  puts  anticipated  spending 
an  filming  and  taping  tv  commer- 
cials this  year  at  about  50%  higher 
han  in  1957. 

A  revolution  in  techniques  and 
realivity  is  brewing  with  the  intro- 
luction  of  videotape  plus  a  major 
■ounter-attack  from  new  film  meth- 
)ds.  Sweeping  changes  are  on  the 
lorizon  in  the  planning,  writing,  and 
iroduction  of  both  film  and  tape  com- 
nercials.  The  new  paths  ahead  in 
Mininercials  production  will  demand 
\  ide  experimentation  —  which  must 
ead  to  both  large  rewards  for  some 
ind  disappointments  for  others. 

Film  commercials  spending  will 
rise  by  several  millions  in  1959. 
\\  hile  unit  costs  in  tv  commercials 
iroduction  will  go  up  a  little,  the  ma- 
or  increase  in  film  spending  will 
dine  about  through  the  steady  in- 
crease of  quality  in  commercials. 
i  he\  "11  cost  more  principally  because 
hex  II  try  to  accomplish  more. 

Tape  commercials  spending  will 
>e  relatively  small  this  year,  but  will 
ncrease  in  1960.  One  educated  guess 
ilaces  tape  commercials  billings  in 
959  at  "a  couple  of  million."  A  kev 
actor  is  that  tape-equipped  stations 
lo  not  yet  cover  half  the  nation's  tv 
tomes.  But  a  year  from  now,  a 
lealthy  majority  of  homes  are  ex- 
acted to  be  within  range  of  video- 
ape  stations. 

The  eventual  niche  of  the  tape 
ommercial  is  still  uncertain.  While 
ipe  offers  the  potent  advantages  of 
peed  and  economy  compared  to  film, 

still  will  take  widespread  experi- 
lentation  to  fix  an  ultimate  role  for 
..  Tape  partisans  feel  that  it's  the 
ommercial  of  the  future.  Many  film 
ten  take  the  viewpoint  that  it's  only 

ua\  of  pre-recording  live  commer- 
ials. 

What  is  tape? 

Since  confusion   hangs   over  some 

id  circles  on  the  subject  of  tape,  a  re- 

icw    of  tape's  accomplishments  and 

lortcomings    will    aid    clarification. 

ideotape  simply  stated  is  this:  a  way 
f  recording  and  playing  back  im- 
lediately  at  a  high  level  of  quality 
hatever  can  be  done  in  the  "live" 

studio. 


The  only  thing  revolutionarj  about 
tape  is  that  it  combines  in  a  new  way 
capabilities  that  were  available  only 
separately  hitherto.  Kinescope  could 
record  and  pla\  back — but  processing 
took  time  and  quality  was  always  a 
matter  of  debate. 

Among  the  many  advantages  that 
have  been  experienced  since  the  intro- 
duction of  videotape,  these  stand  out 
as  being  of  prime  importance: 

•  Pre-recording  of  commercials 
that  were  formerly  done  "live,  '  with 
all  the  spontaneity  of  live-looking  tv, 
but  without  the  hazards  or  mishaps 
that  can  occur  in  live  presentations. 

•  As  a  rehearsal  tool  for  commer- 
cials that  eventuallv  will  be  done  on 


film  sometimes  with  side-by-side 
shooting  of  film  and  tape  cameras.  A 
few  minutes  after  production  is  over, 
client,  agency,  producer,  and  per- 
formers can  preview  in  the  tape  play- 
back exactlv  what  will  come  back 
from  the  film  laboratories  a  few  days 
later. 

•  Economy  and  speed:  videotape 
production  costs  are  said  to  run  one- 
third  below  film  costs  on  the  average; 
and  since  "processing"  is  instan- 
taneous, there's  no  delay  and  no  need 
to  rely  on  outside  facilities. 

Nonetheless  commercials  produc- 
tion using  tape  still  has  to  overcome  a 
number  of  problems.  Some  will  take 
time,    others    will    require    research, 


Infra-red  process,  among  the  startling  new  film  developments  of  recent  weeks,  now  can 
do  automatic  traveling  mattes  to  combine  live-action  foregrounds  and  backgrounds.  Glade 
commercial  produced  for  Benton  &  Bowles  shows  original  studio  shooting  (above I  and  final 
composite  delivered   (below)   by  MPO.  which  has  exclusive  on  process  for  the  East  Coast 
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still  others  may  have  to  be  bypassed 
entirely.  Some  of  these  difficulties 
are: 

•  Station  coverage  still  is  pretty 
meager.  At  present,  only  40%  of 
U.  S.  tv  homes  may  be  reached  by 
tape-equipped  stations.  By  January, 
1960,  this  will  increase  to  an  esti- 
mated 70%.  A  hidden  factor  in  these 
coverage  figures  is  that  station  choice 
is  limited  until  all  the  outlets  in  a 
videotape  market  install  facilities. 

•  Handling  of  prints  still  offers 
some  troubles.  Copying  in  quanti- 
ties,   ready    identification    of    prints, 


can  be  achieved  only  when  a  number 
of  pieces  of  equipment  are  grouped 
for  mass  production.  Actually,  rock- 
bottom  costs  aren't  possible  until  sev- 
eral millions  have  been  put  into  a 
round-the-clock  operation.  I  Natural- 
ly, these  figures  don't  apply  to  sta- 
tions and  others  with  going  studio  fa- 
cilities.) 

But.  in  all.  here's  the  point  to  re- 
member: 

The  implications  of  tape  on  the 
commercials  production  field  are 
greater  than  anything  else  that's  hap- 
pened since  the  introduction  of  tv  it- 


rangement  made  between  a  commer- 
cials producer  and  a  local  station, 
with  the  latter  providing  existing  stu- 
dio space  and  facilities. 

Because  of  the  high  investment, 
producers  must  either  jump  in — or 
wait  and  see.  And  if  tape  proves  a 
commercial  success,  the  producers 
who  took  the  wait  and  see  attitude 
will  find  themselves  a  year  or  more 
advantage.  Meanwhile,  admen  will 
be  keeping  a  sharp  watch  on  tape 
pioneers,  learning  from  their  success 
and  troubles. 


"Squeeze"  motion  commercial  for  Aero  Shave  is  planned  at 
JWT  by  producer  Lew  Schwartz  (center)  with  co-art  directors  Jack 
Wohl    (standing)   and  Art  Koch.  Follow  next  step;   shown  at  right 


Still  photographs — '500  of  them — are  shot  by  photographer  Howard 
Zieff  using  models  Stan  Sherwin  and  Pamela  Curran;  selected  shots 
got  "action"  and  sound  on  Transfilm  animation  stand.  See  top  p.  51 


trafficking  copies  to  stations,  etc.,  still 
must  be  smoothed  out. 

•  High  cost  of  installation  of 
videotape  equipment  must  be  re- 
couped by  diversified  activities.  With 
a  single  piece  of  apparatus  (such  as 
the  Ampex  VTR-1000  costing  $45,- 
000 1  continuous  use  is  necessary  if 
the  investment  is  to  be  written  off. 
Moreover,   real   long-range   efficiency 
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self.  Because  of  the  tremendous  in- 
itial costs,  smaller  producers  who 
don't  have  the  big  investment  capital 
will  experience  a  certain  amount  of 
headaches.  One  way  of  getting 
around  this  formidable  obstacle,  yet 
to  be  tested,  is  the  idea  of  a  "com- 
munity pool"  financed  jointly  by  a 
number  of  producers  in  major  cities. 
Still  another  solution  is  a  mutual  ar- 


Who's  Using  Tape? 

In  addition  to  the  commercials  be- 
ing taped  by  the  networks  for  their 
clients,  a  few  videotape  producers  de- 
livered commercials  last  fall.  A  sam- 
pling of  who  is  active  with  tape  may 
be  seen  in  this  listing  of  December 
1958  production  by  Telestudios  in 
New  York : 
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Advertiser: 

Kellogg 
Gillette 
Sealtest 
Johnson  & 
Johnson 
Noxzema 
Newport 
Super  Suds 
Savarin 
Prudential  Ins. 
Breck 


Agency: 
Leo  Burnett 
Maxon 
N.  W.  Ayer 


N.  W.  Aver 

DCSXS 

L&N 

<:\\\ 

FC&B 

Reach,  McClinton 

Reach,  McClinton 

A  recent  survey  of  the  intentions  of 
■  limis  and  agencies  representing 
id'  i  of  current  tv  spending — a  pretty 
sizable  sample — shows  tremendous 
variations  of  attitude  toward  tape, 
ganging  from  cautious  experimenta- 
tion to  enthusiastic  hacking.  Whether 
or  not  there  are  widespread  switches 
to  tape  by  "live*'  and  film  devotees 
remains  to  be  seen,  but  almost  every- 
one appears  to  want  intensely  to  get 
some  experience  in  the  tape  field. 

Film's  changing  status 

Certainly  the  introduction  of  tape 
is  acting  as  a  spur  to  new  develop- 
ments in  film  techniques  and  creativ- 
ity. Under  the  spur  of  competition, 
film  men  such  as  Marvin  Rothenberg 
of  MPO  Productions  foresee  a  flower- 
ing of  strictly  visual  and  cinematic 
creativity  in  film  once  it  is  freed  from 
the  aural  and  talking  tradition  that  tv 
inherited  from  radio. 

The  harmonious  co-existence  of 
film  and  tape  is  already  being  dem- 
onstrated by  some  film  producers. 
Martin  Ransohoff  of  Filmways  an- 
ticipates the  valuable  use  of  tape  as  a 
rehearsal  device  for  film  commercials 
production.   (See  photo,  page  48.) 

Many  film  producers  have  equipped 
themselves  for  videotape  and  have 
run  experiments  with  it.  William 
linger  of  Elliot,  Unger  &  Elliot  ac- 
quired the  former  Vidicam  facilities 
in  New  York  as  a  tape  studio  for 
EUE,  and  trials  with  tape  have  been 
in  progress  for  a  number  of  months. 

New  technical  developments  in  film 
production  such  as  the  infra-red 
process  have  received  widespread 
agenc)  and  client  approval.  The  new 
mlra-red  process,  perfected  by  the 
late  Bernard  Leonard  Pickley,  has 
been  franchised  on  an  exclusive  basis 
to  MPO  in  the  East  and  Cascade  in 
■the  West.  It  involves  an  automatic 
traveling  matte  which  eliminates  ex- 
pensive and  tedious  hand  operations  in 
combining  separate  foregrounds  and 


Freeze-effecl  in  commercials  begins  with  sound-voice  track;  animation  of  stills  is 
added  later.  Typical  of  vogue  towards  surprising  visuals  and  brief,  hard-hitting 
copy   is   scene    (above)    from   Transfilm's   network    Aero-Shave   commercial    just   made 


Arresting  results  in  these  '"squeeze"  motion  commercials  for  Ford  (above)  and  Tek 
(below)  have  started  one  major  bandwagon  for  Transfilm  and  other  film  producers 
that's  expected   to  mushroom   into   one  big   creative   trend   in   tv   commercials  of   1959 
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BOX 
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J\PO 


Television    Films 
Inc. 


Currently   Producing 
Television   Commercials 
For: 

N.  W.  Ayer  &  Son,  Inc. 

Batten,    Barton,    Durstine   &    Osborn,    Inc. 

Benton   &    Bowles,    Inc. 

D.  P.    Brother 

Leo  Burnett  &  Co.,  Inc. 
Campbell-Mithun,  Inc. 
Compton  Advertising,  Inc. 
D'Arcy  Advertising  Co.,  Inc. 
Dancer — Fitzgerald — Sample 
Donahue  &  Coe, Inc. 
Doyle  •  Dane  •  Bernbach,  Inc. 
William  Esty  &  Co. 
Clinton  E.  Frank,  Inc. 
Foote,  Cone  &  Belding,  Inc. 
Grey  Advertising  Agency,  Inc. 
Kenyon  &  Eckhardt,  Inc. 
Ketchum,  MacLeod  &  Grove,  Inc. 
Lennen  &  Newell,  Inc. 
Richard  K.  Manoff,  Inc. 
Maxon,  Inc. 
McCann,  Erickson,  Inc. 
McKim  Advertising  Ltd. 
Emil  Mogul  Co. 
Morse  International 

E.  W.  Reynolds  &  Co. 
Reach,  McClinton  &  Co. 

Sullivan,   Stauffer,  Colwell   &   Bayles,   Inc. 

Tatham-Laird,  Inc. 

J.  Walter  Thompson  Co. 

Edw.  H.  Weiss  Co. 

Young  &  Rubicam,  Inc. 

Offices — 

New  York   City 

15   EAST  53rd     STREET 

MUrrayhill    8-7830 

Hollywood 

4110   RADFORD  AVENUE 
POplar   6-9579 
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backgrounds.  (See  photo,  page  49.) 
(The  infra-red  process  basically  is 
this:  The  foreground  is  lighted  nor- 
mally, and  the  background  to  be 
matted  out  is  lighted  heavily  with 
special  infra-red  light.  Shooting  is 
done  via  two  of  the  three  film  sys- 
tems of  a  Technicolor  camera,  one 
loaded  with  conventional  film  and  the 
other  with  infra-red  sensitive  film. 
The  set  of  images  produced  on  this 
latter  film  is  a  perfect  and  complete 
set  of  mattes. ) 

Here  is  a  list  of  some  of  the  adver- 
tisers and  agencies  who  have  pro- 
duced commercials  at  MPO  in  the 
last  few  weeks  using  the  infra-red 
process : 

Advertiser:  Agency: 

Remington  Compton 

Rand 

Ponds'  JWT 

Ivorv  Flakes       Compton 

Campbell  Soup  BBDO 

Mott's  apple        SSC&B 
juice 

Chase  &  Compton 

Sanborn 

Bulova  Mc-E 

Glade  B&B 

Revlon  Satin       Emil  Mogul 
Set 

A  significant  fact  in  the  listing 
above  is  that  while  cosmetics  and  lux- 
ury goods  advertisers  are  heavy  users 
of  the  new  film  process,  it  is  catching 
on  in  other  categories,  too.  The 
infra-red  process,  which  opens  an  en- 
tirely new  world  of  imagination  in 
film  production,  is  one  more  of  the 
factors  in  the  fresh  creativity  of  com- 
mercials coming  in  1959. 

Some  of  the  film  companies  are  in- 
vesting heavily  and  with  confidence 
in  the  future  of  film  commercials. 
One  of  these,  Eastern  Effects,  which 
does  opticals  and  special  effects  in 
film  commercials,  is  now  installing  a 
complete  aerial  image  system,  includ- 
ing both  an  animation  stand  and 
printer.  (The  aerial  image  system 
makes  possible  the  simultaneous  com- 
bination of  half  a  dozen  different 
visual  sources.)  Its  advantage  over 
other  systems  is  that  it  combines  pro- 
jected images  with  opaque  art  work 
images  for  continuous  open  visual 
inspection  frame  by  frame  while  the 
work  is  in  progress.  Hitherto,  the  re- 
sults of  such  combinations  could  only 
be  checked  days  later  when  the  prints 
came  back  from  being  processed. 

A   major  creative  trend   for   1959 


tXPANDIN 


MOST  MODERN  FACILITIE 


VIDEO  TAP 
SERVICES 


TECHNICAL   CREW 


ENGINEERS 


IATSE  EXCLUSIVE 


ttRM/A// 


1 440  Broadway 

New  York  18,  New  York 

telephone:  PEnnsylvania  6-6323 


52 


SPONSOR 


17   JANUARY    1959 


T.l .  spot  editor 

A  column  sponsored   by   one  of  the   leading   film   producers   in   television 

S  A  RR  A 


NEW    YORK:    200    EAST    56TH    STREET 
CHICAGO:   16  EAST  ONTARIO  STREET 


STJOSEPH. 

♦  ASPIRIN* 
FOR  Cfti^EM 


Miss  Rheingold  of  1959,  Robbin  Bain,  has  been  selected  in  the  second  largest 
election  in  the  country.  The  five  minute  spectacular,  featuring  Marge  and 
Gower  Champion  and  introducing  the  six  contestants,  and  asking  the  public 
to  vote,  was  a  most  important  feature  in  this  campaign.  Produced  by  SARRA 
for  LIEBMANN  BREWERIES,  INC.  through  FOOTE,  CONE  &  BELDING. 

SARRA,  INC. 

New  York:  200  East  56th  Street 
Chicago:  16  East  Ontario  Street 


This  new  ST.  JOSEPH  ASPIRIN  FOR  CHILDREN  spot  combines  stop- 
motion,  animation  and  live  action.  It  stresses  the  fact  that  the  proper  dosage 
is  in  each  tablet  and  that  the  safety  cap  protects  them  from  busy  little  hands. 
The  Regular  ST.  JOSEPH  ASPIRIN  is  also  sold  with  dignity  to  make  ST. 
JOSEPH  the  "Family  Aspirin  Pair."  One  of  a  series  created  and  produced 
by  SARRA  for  PLOUGH,  INCORPORATED  through  LAKE-SPIRO- 
SHURMAN,  INC. 

SARRA,  INC. 

New  York:  200  East  56th  Street 
Chicago:   16  East  Ontario  Street 


"Nancy  has  a  boy  friend  .  .  ."  chants  little  sister  as  she  twirls  her  beautifully 
"ALL"  laundered  dress.  The  rhythm  of  her  motion  is  the  device  used  to 
show  the  rhythm  of  the  washing  machine  where  "ALL"  conquers  the  suds 
overloading  problem.  One  of  a  series  produced  bv  SARRA  for  LEVER 
BROTHERS  COMPANY  through  NEEDHAM,  LOUIS  and  BRORBY,  INC. 

SARRA,  INC. 

New  York:  200  East  56th  Street 
Chicago:   16  East  Ontario  Street 


SYRACUSE  CAREFREE  CHINA  is  all  that  the  name  implies.  Real  china 
that  is  dish  water  proof,  stain  proof  and  oven  proof.  The  tianslucency  shows 
the  fine  quality  of  the  china  and  an  amazing  demonstration  of  hammering 
a  nail  through  a  wooden  board  with  a  coffee  cup  shows  why  it  is  guaranteed 
lor  a  year  against  breaking,  chipping  or  cracking.  Produced  bv  SARRA  for 
SYRACUSE  CHINA  CORPORATION  through  REACH,  McCLINTON 
and  CO.,  INC. 
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SARRA,  INC. 

New  York:  200  East  56th  Street 

Chicago:  16  East  Ontario  Street 
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that  emerged  in  the  closing  weeks  of 
last  year  is  the  new  "squeeze"  or  slide 
motion  technique  in  film  commer- 
cials. Transfilm  and  several  other 
producers  led  off  the  movement  which 
combines  some  of  the  advantages  of 
live-action  with  a  number  of  anima- 
tion factors.  The  technique  is  in  it- 
self not  new;  it  was  known  as  "filmo- 
graph"  long  ago.  The  process  in- 
volves the  use  of  a  large  number  of 
still  photographs  or  items  of  art  work 
which  get  the  appearance  of  action 
under  the  animation  camera,  which 
zooms,  pans,  pops-on,  etc.  In  short, 
the  material  is  mainly  still  stuff;  the 
movement  is  in  the  camera.  (See 
photos  on  pages  50-51.) 

Two  important  uses  for  this  tech- 
nique are: 

•  To  achieve  compressed  impact 
in  a  high  quality  tv  commercial. 

•  To  obtain  economy  for  the  local 
or  regional  commercial  (and  in  in- 
dustrial films  not  intended  for  tv). 

Many  advertisers  saw  at  once  the 
creative  possibilities  of  "squeeze"  mo- 
tion and  started  an  impressive  band- 
wagon for  it.  Orders  for  this  new 
type  of  film  commercial  were  placed 
by   Ford  through  J.   Walter  Thomp- 


son, Chemstrand  nylon  through  Doyle 
Dane  Bernbach,  Aero  Shave  through 
J.  Walter  Thompson,  Instant  Sanka 
through  Young  &  Rubicam,  Tek 
Hughes  also  through  Young  &  Rubi- 
cam, and  Esso  through  McCann- 
Erickson.  A  total  of  about  25  com- 
mercials have  been  delivered  to  these 
clients  so  far  by  Transfilm  alone. 

According  to  Tom  Whitesell,  pro- 
duction v.p.  of  Transfilm,  the  advan- 
tage of  the  new  technique  is  that 
waste  motion  is  eliminated,  and  con- 
sequently "a  great  deal  more  of  the 
sponsor's  message  can  be  put  into 
one  of  these  commercials."  Economy 
can  be  an  important  factor,  too.  Rob- 
ert Bergmann,  tv  v.p.  of  Transfilm, 
pointed  out  that  no  technique  has 
caught  on  as  fast  as  this  one  in  his 
company's  entire  decade  of  experi- 
ence with  tv  film  commercials. 

The  theory  behind  the  slide  motion 
commerical  (or  "squeeze"  motion,  as 
it  is  also  called)  is  surprisingly  sim- 
ple. "The  viewer,"  says  Bergmann. 
"can  grasp  a  great  deal  more  from  a 
commercial  in  a  short  time  than  what 
many  might  expect."  He  cited  the 
training   devices   used   by   the  U.   S. 
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Armed  Forces  for  identification  train.| 
ing — the  tachistoscope,  which  pro-: 
duces  an  effective  image  although 
flashed  for  only  l/150th  of  a  second. 

Credit  for  the  new  technique  is 
ascribed  to  James  Manilla,  a  produc- 
er at  McCann-Erickson,  who  made  a 
pilot  film  some  seasons  ago  that  was 
screened  but  never  aired.  In  the  proc-: 
ess,  many  agency  producers  became 
familiar  with  it.  A  year  ago,  Young 
&  Rubicam  made  the  first  spot  of  this 
type  to  be  telecast.  The  client  wag 
Johnson  &  Johnson  on  behalf  ol 
Band-Aid  Sheer  Strips. 

Last  summer  Chemstrand  nylor 
tried  the  new  technique  and  won  oi 
recent  Venice  Advertising  Film  Festi 
val  award  for  it.  Since  getting  thd 
recognition,  the  new  technique  ha 
been  assured  of  widespread  creativi 
attention. 

Like  cartoon  animation,  th 
"squeeze"  motion  commercial  start 
with  a  sound  track  with  complet 
music,  voice,  and  effects.  Then  stii 
photographs  are  taken — usually  vary 
ing  from  150  to  500  in  number — an 
from  these  50  to  100  are  selected  b 
the  animation  department.  The  en 
tire  process  usually  takes  from  thre 
to  four  weeks  to  complete. 

Incidentally,  one  of  the  conse 
quences  of  using  the  visual-squeeze 
technique  is  that  agency  men  mus 
show  flexibility  in  taking  on  nev 
roles.  Within  Harry  Treleaven's  Fori 
account  section  at  J.  Walter  Thomr 
son  some  of  the  changes  that  too 
place  in  working  on  one  commercia 
were  these:  Jack  Wohl,  usually  a 
art  director,  became  the  producer  o 
one  Ford  spot  and  shared  copy  cred 
its  with  another  writer  in  addition  t 
his  usual  art  responsibilities. 

Because  of  its  adaptability  to  an 
graphic  technique,  the  visual-squeez 
commercial  may  well  have  flung  ope 
the  lid  of  a  Pandora's  box  of  net 
creativity  in  film  commercials  for  th 
coming  months. 

Film-tape  balance  sheet 

So  on  balance  it's  already  clea 
that  a  stampede  from  film  to  tape 
which  was  regarded  as  possible 
few  weeks  ago — is  now  regarded  a 
very  unlikely.  Two  principle  force 
are  at  work  which  will  make  am  trai 
sition  that  may  occur  in  the  directio 
of  tape  a  gradual  rather  than  a 
abrupt  one.  First,  agencies  and  cl 
ents  have  to  get  their  feet  wet  an 
find  out  how  and  when  they'll  want  t 
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TELESTUDIOS  IS  THE  INDUSTRY'S  LARGEST  CUS- 
TOM VIDEOTAPE  PRODUCER.  It's  all  yours  at 
NTA'S  TELESTUDIOS:  4  broadcast  camera 
chains  per  studio— 3  Ampex  Videotape  re- 
corders, with  more  on  the  way-high  quality 
16mm  Kinescope  recorder  — complete  re- 
mote facilities— 35mm  and  16mm  film 
chain— 1959  RCA  wipe  and  special  effects 
amplifier  — 70-circuit  dimmer  boards  — 
Zoomar  lenses  — matting  amplifiers  — and 
most  important,  top  level  camera  crews. 
CUSTOM  SERVICE  KEYNOTES  NTA'S  TELESTUDIOS 
OPERATION.  Every  member  of  the  NTA'S 
TELESTUDIOS  staff,  every  inch  of  space, 
every  iota  of  equipment  focuses  on  one 
objective:  your  production!  It's  the  kind  of 
red  carpet  treatment— the  "take  your  time 
and  do  it  right"  treatment-the  "custom 
service"  treatment  you  always  get  from  top 
to  bottom  with  tape  at  NTA's  Telestudios. 

NTA'S  TELESTUDIOS  IS  THE  MOST  EXPERIENCED 
PRODUCER  IN  THE  FIELD  OF  TAPE  COMMERCIALS. 

Leo  Burnett  for  Kellogg's,  D.C.  S.&S.  for 
Noxzema,  N.  W.  Ayer  for  Sealtest,  Norman, 
Craig  &  Kummel  for  Speidel  are  just  part 
of  the  great  and  growing  list  of  distin- 
guished advertisers  who  call  for  and  get 
more  with  tape  at  NTA'S  TELESTUDIOS. 
More's  the  reason  why  you  should  join  them. 
NTA'S  TELESTUDIOS   1481  B'way.N.Y.-LO  3-6333 


NTA'S  TELESTUDIOS: LEADING  THE  WAY  WITH  VIDEOTAPE! 


use  the  new  medium.  Widespread 
abandonment  of  film  commercials  is 
out  of  the  question.  Second,  the  pro- 
ducers themselves  are  a  conservative 
force.  For  varying  reasons,  many 
are  reluctant  to  give  up  their  usual 
film  income,  and  still  others  may  shy 
away  from  tape  entirely. 

Some  film  producers,  in  fact,  will 
flatly  ignore  tape  and  just  go  on  do- 
ing business  with  film  clients.  The 
philosophy  behind  this  point  of  view 
is  this:  at  the  moment  tape  business 
to  some  extent  represents  a  substitu- 
tion for  live  fare  on  network  pro- 
grams. The  film  producer  can  ration- 
alize that  he  isn't  losing  anything 
through  the  rise  of  tape  because 
much  tape  production  is  business  the 
film  producer  never  had  in  the  first 
place. 

Better  business  practices 

One  of  the  signs  of  the  new  status 
of  the  creative  side  of  tv  commer- 
cials is  a  guild-association  being 
formed  by  three  leading  factors  in 
musical  commercials  production.  The 
main  purpose  of  this  group  is  to  take 
a  lot  of  the  guesswork  out  of  the  use 
of  music  in  commercials.     One  of  the 


agency  problems  is  that  prices  some- 
times vary  tremendously,  and  thus 
it's  hard  to  find  out  which  song- 
writers, arrangers,  musical  effects 
specialists,  and  performers  are  avail- 
able. The  new  guild,  which  will  for- 
mally announce  its  formation  in  a  few 
weeks,  will  attempt  to  stabilize  and 
standardize  prices  and  to  simplify  the 
problem  of  negotiation  with  talent. 
Equally  important  is  its  presentation 
of  a  set  of  ethical  standards  for  the 
musical  commercials  industry,  with 
only  those  producers  meeting  the  re- 
quirements of  good  business  and  cre- 
ative practices  being  admitted  to  the 
guild. 

Another  aspect  of  the  maturity  of 
the  film  commercials  producers  may 
be  seen  in  the  activities  of  the  Film 
Producers  Assn.  This  organization, 
which  includes  approximately  three 
dozen  New  York  producers  (plus  a 
number  of  New  York  service  com- 
panies as  associate  members),  holds 
monthly  meetings  to  discuss  problems 
and  opportunities  of  the  film  indus- 
try. It  holds  "Showcases  of  Tv  Com- 
mercials and  Techniques"  for  agen- 
cies and  their  clients.  New  develop- 
ments and  questions  of  an  all-industry 


nature  are  discussed  regularly  at  open 
meetings.  Last  November,  for  exam- 
ple, the  FPA  stated  the  case  for  New 
York  as  a  production  center  at 
meeting  of  New  York  Chapter  of  the 
Television  Academy  of  Arts  &  Sci- 
ences. The  FPA  has  also  been  active 
in  helping  stabilize  industry-wide  la- 
bor relations. 

One  important  function  of  the  FPA 
has  been  its  public  relations  services 
for  the  film  producers.  While  some 
producers  such  as  MPO,  Filmways, 
and  Transfilm  have  public  relations 
departments  of  their  own  or  engage 
outside  public  relations  firms,  many 
of  the  smaller  producers  are  not  able 
to  budget  for  publicity  expenses.  In 
recent  months,  the  FPA's  public  rela- 
tions  council,  Wallace  A.  Ross  Enter- 
prises, has  been  a  liaison  between 
the  Eastern  producers  and  the  public. 

New  creative  look 

With  live-action  continuing  to 
dominate  film  commercials  produc- 
tion, there's  a  tendency  to  diversify 
by  using  more  location  shooting.  A 
number  of  new  commercials  "styles' 
that  have  moved  away  from  strict 
studio  realism  indicate  that  excellent 


A  new  name  in  New  York  film  production,  with  familiar  faces  and  familiar  places. 
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The  faces*  EDWIN  T.  KASPER,  former  presi- 
dent and  co-founder  of  FILMWAYS. 
INC. 

LEW  POLLACK,  founder  and  presi- 
dent of  LEW  POLLACK  PRODUC- 
TIONS, INC. 

PLUS  a  complete  staff  of  experi- 
enced   production    personnel. 


The  places:  The  Lew  Pollack  Production 
Studios  at  321  West  44  Street 
and  the  former  West  Coast  Sound 
Studios  at  510  West  57  Street. 


Two  completely  modernized  air-condi- 
tioned mid-town  stages  with  on-premise 
facilities  for  set  design  and  construction — 
editing,  sound  recording  with  RCA  and 
AMPEX  film  and  tape  channels. 

Twenty-thousand  square  feet  of  produc- 
tion area  to  provide  you  and  your  client 
with  the  utmost  in  quality  and  service. 

A   formula   for 

qualify   motion   picture 

production. 

PRODUCTIONS 

321     WEST     44     STREET 
N.  Y.  C.  JU  2-8082 
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CLIP  OUT  AND  SAVE  THIS  DIRECTORY  OF 
lOO  ACTIVE  TV  COMMERCIALS  PRODUCERS 

NEW   YORK 


Company 


Address 


Phone 


American   Film   Producers,    1600   Broadwa)  PL  7-591S 

iAudio  Productions,  630  Ninth  Ave.*.  PL  7-0760 

■John  Bransby  Productions,   I860  Broadway*  JU  6-2600 

Lars  Calonius  Productions,  45  West  45th  St.#...  ...PL  7-0350 

j~aravel  Films,  20  West  End  Ave*  CI  7-6110 

Cineffects,   115  West  45th  St.*#  ...CI  6-0951 

ihamus  Culhane  Productions,  207  Fast  37th  St.*#  MU  2-6812 

:raven  Film  Corp.,  330  East  56th  St.*  Ml!  8-1585 

lobert  Davis  Productions,  21  East  63rd  St.  TE  8-8410 

Igfene  Deitch  Associates,  43  West  61st  St.#  CI  7-1970 

Oynamic  Films,  405  Park  Avenue*  PL  1-7447 

Lstern  Effects,  333  West  52nd  St.*#....  CI   5-5280 

ilectra  Films,  33  West  46th  St.#  JU  2-3606 

I'eter  Elgar  Productions,  75  West  45th  St.*t  JU  6-1870 

illiott,  linger  &  Elliott,  414  West  54th  St.*?  JU  6-5582 

l:ilmways,  18  East  50th  St.*tl  PL  1-2500 

'•ilm  Opticals,  421  West  54th  St.#.~.  PL  7-7120 

i:CI  Productions,  66  Fifth  Avenue  CI  6-4127 

iordel  Films,  1187  llniversity  Ave.*.  WY  2-5000 

Villiam  J.  Gam  Co.,  40  East  49th  St.*  EL  5-1443 

herald  Productions,  421  West  54th  St.*.  ...PL  7-2125 

iJifford  Animation,  165  West  46th  St.#  ...JU  2-1591 

lioulding-Elliott-Graham,  420  Lexington  AveJ....  LE  2-9014 

iray-O'Reilly  Studio,  480  Lexington  Ave.*..  YU  6-4070 

HFH  Productions,  38  West  48th  St.. .  JU  2-5055 

Hankinson  Studios,  15  West  46th  St.  ...  ....JU  6-0133 

Hartley  Productions,  339  East  48th  St.  EL  5-7762 

am  Handy  Organization,   1775  Broadway   J U  2-4060 

laeger   Productions,   16  Broadway* JU  2-5730 

.obert  Lawrence  Productions,  418  West  54th  St.*t  JU  2-5242 

ames  Love  Productions,  115  West  45th  St.  ....JU  2-4633 

IcConnachie  Productions,  730  Fifth  Ave ..JU  2-0123 

1GM-TV,  1540  Broadwayt JU  2-2000 

IPO  TV  Films,  15  West  53rd  St.*t—      MU  8-7830 

)wen  Murphy  Productions,  723  Seventh  Ave.* ...  PL  7-8144 

lational  Screen  Service,  509  Madison  Ave.*t CI  6-5700 

)n  Film,    Inc.,    Princeton,  N.  J.t    (Tel.  Walnut   1-17001 

athescope,   10  Columbus  Circle*  ...PL  7-5200 

elican  Films,  46  West  46th  St.# ...  CI  6-1751 

I   avid  Piel  Productions,  562  Fifth  Avenue#  CO  5-3382 

intoff  Productions,  64  East  55th  St.# ...  EL  5-1431 

obert  Richie  Productions,  666  Fifth  Avenue*....  CI  6-0191 

ma,  200  East  56th  St.*...  MU  8-0085 

etcher  Smith  Studios,  321  East  44th  St.*..  MU  5-9010 

>und  Masters,  165  West  46th  St.*....  PL  7-6600 

enry  Strauss  &  Co.,  31  West  53rd  St.*. ...  ....PL  7-0651 

oryboard,  10  West  74th  St.# ....   TR  3-7207 

'ilbur  Streech  Productions,  135  West  52nd  St.  JU  2-3816 

'  :  II  Sturm  Studios,  49  West  45th  St.*#  JU  6-1650 

abert  Swanson  Productions,  1   East  54th  St.  ...  MU  8-4355 

I  Graphics,  369  Lexington  Ave.*#  PE  6-2923 


production    office;    some    sales   offices    not    listed 
specializes    in    animation    and  or    effects 


FPA    member 
t  equipped    for    tape 

Continued  on  following  page 


Contact 

Robert  Gross 
Peter  J.  Mooncy 
John  Campbell 
Lars  Calonius 
David  I.  Pincus 
Nat  Sobel 
Shamus   Culhane 
Thomas  Craven 
Robert  Davis 
Gene   Deitch 
Nathan  Zucker 
Maurice  Levy 
Abe  Liss 
Peter  Elgar 
Stephen  Elliott 
Martin  Ransohoff 
Leon  Levy 
Gino  Hollender 
Richard  Kent 
William  J.  Ganz 
Gerald  Auerbach 
Lewis  Gifford 
Edward  R.  Graham 
James  E.  Gray 
Howard  Henkin 
Fred  Hankinson 
Irving  Hartley 
Charles  Bell 
Robert  Klaeger 
R.  L.  Lawrence 
James  Love 
Morton  McConnachie 
J.  Bower,  P.  Frank 
Judd  Pollack 
Owen  Murphy 
Robert  Gruen 
Robert  Bell 
Edward  J.  Lamm 
Jack  Zander 
David  Piel 
Ernest  Pintoff 
Robert  Richie 
Morris   Behrend 
Fletcher  Smith 
F.  C.  Wood  Jr. 
Henry  Strauss 
John  Hubley 
Wilbur    Streech 
Albert  Hecht 
Robert  Swanson 
Lee  Blair 
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footage  l<>  suil  a  particular  mood  can 
be  achieved  when  a  talented  camera- 
man i>  >cnt  <ni  location.  Further, 
there's  ihc  advantage  thai  the  crew 
needn't  be  large  and  thai  nature  is 
both  free  and  available  to  all. 

Fantas)  in  its  varying  forms  is  an 
important  ingredient  in  man)  new 
creative  approaches.  While  advocates 
of  the  "hard  sell'"  have  had  an  un- 
deniable effect  in  moving  drugs  and 
certain  other  products,  fine  results 
have  been  obtained  through  the  use 
of  pleasureful,  "soli  sell"  elements. 
too.  In  addition  to  location  shoot- 
ing, a  major  approach  to  introducing 
pleasure  into  commercials  is  fantas) 
— with  live-action  shooting  plus  cine- 
matic tricks  of  editing,  special  effects, 
and  the  like.  What's  new  here  is  the 
use  of  these  elements  to  blend  to- 
gether gently — a  contrast  with  earliet 
uses  of  film  devices  to  spur  attentive- 
ness  via  irritating  gimmicks. 

A  major  contribution  to  the  fu- 
ture of  animation  in  film  production 
has  been  provided  l>v  the  introduc- 
tion of  new  "aerial  image"  equip- 
ment. While  "aerial  image"  systems 
were  used  in  the  past  by  Disnev  and 
other  motion  picture  animators,  the 
new  equipment  available  through  the 
Animation  Equipment  Co.  of  New 
Rochelle.  N.  Y.,  can  be  operated  in  a 
normally  lighted  room;  formerly, 
darkness  was  necessary.  Animation 
stands  and  printers  of  this  type  have 
already  been  delivered  to  Eastern 
Effects. 

There  are  two  obvious  advantages 
to  the  new  system:  it  makes  produc- 
tion of  new  commercials  easier  and 
with  better  quality,  and  it  also  makes 
possible  revision  of  existing  commer- 
cials at  low  cost  and  with  good  re- 
sults. I  Additional  details  on  the 
"aerial  image"  system  are  given  in 
other  parts  of  this  commercial  sec- 
tion, i 

Rundown   of  producers 

An  excellent  index  to  recent  accom- 
plishments and  coming  trends  in  film 
and  tape  commercials  mav  be  bad  b\ 
following  the  pulse  of  some  of  the 
leading  producers  in  both  fields. 

A  sampling  of  significant  activities 
at  the  studios  of  19  producer-  was 
obtained  bv  SPONSOR  for  this  special 
commercials  section.  And  pages  .">7- 
r>$>  list  100  producers  ol  commercials 
in  New  York,  Eos  Angeles,  and  Chi- 
cago— and  even  that  listing  docs  not 
comprehend    a    number    ol    industry 
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CARAVEL 

Produces  Commercials 
for 


RCA 
WHIRLPOOL 


Kenyon  &  Eckhardt,  Inc. 

CARAVEL 

Produces  Commercials 
for 


GENERAL 
ELECTIC 


Batten,  Barton,  Durstine  &  Osborn,  Inc. 
Young  &  Rubicam,  Inc. 

CARAVEL 

Produces  Commercials 
for 


GULF  OIL 


Young  &  Rubicam,  Inc. 

For  your  next  commercial 
call  — 


Caravel   Films 

INCORPORATED 
20     WEST     END    AVENUE 

NEW  YORK 


Circle  7-6110 


IOO  COMMERCIALS  PRODUCERS— Cont. 
NEW  YORK  CONTINUED 

Company  Address  Phone 

Telestudios  (NTA),  1481  Broadway!  ...  _.LO  3-6333 

Terrytoons  (CBS),  501  Madison  Ave.#  PL  1-2345 

Termini  Video  Tape,  1440  Broadway*!  PE  6-6323 

Transfilm,  35  West  45th  St.* _ JU  2-1400 

Universal  Pictures,  445  Park  Avenuet  PL  9-8000 

United  States  Productions,  5  East  57th  St.  PL  1-1710 

UPA  Pictures,  60  East  56th  St.#t~ — -- PL  8-1405 

Van  Praag   Productions,   1600  Broadway*!  PL  7-2687 

VPI  Productions,  325  West  44th  St.  JL>  2-8082 

Videotape  Productions,  205  West  58th  St.t  ...  __JU  2-3300 

Roger  Wade  Productions,  15  West  46th  St.*....  ......CI  5-3040 

Warner  Bros.,  666  Fifth  Ave.t —CI  6-1000 

Wilding  TV  Pictures,  405  Park  Avenue _.PL  9-0854 

Wondsel,  Carlisle  &  Dunphy,  1600  Broadway*  .CI  7-1600 

CHICAGO 

Academy  Films,  123  West  Chestnut....... MI  2-5877 

Chicago  Film  Studios,  56  E.  Superior... WH  4-6971 

Filmaclc.  1327  S.  Wabash     HA  7-3395 

Dallas  Jones  Productions,  1725  N.  Wells.. MO  4-5525 

Robert  Lawrence  Productions,  230  N.  Michigan .FK  2-6431 

Fred  A.  Niles  Productions,  1058  W.  Washington!. . SE  8-4181 

Sarra,  16  East  Ontariot-- WH  4-5151 

Ross  Wetzel  Studios,  615  N.  Wabash  Ave.# _SU  7-2755 

Wilding  TV  Pictures,  1345  W.  Argyle  ...  LO  1-8410 

Jam  Handy  Organization,  230  N.  Michigan!  ......ST  2-6757 

LOS  ANGELES 

Animation,  Inc.,  736  N.  Seward# HO  4-1117 

Cascade  Pictures,  1027  N.  Sewardt  _   HO  2-6481 

Desilu  Productions,  780  Gower __ ...HO  9-5911 

Jerry  Fairbanks  Productions,  1330  Vine  HO  2-1101 

Filmways,  1040  Las  Palmast ...HO  5-9835 

Four  Star  Films,  1417  N.  Western HO  2-6231 

Stan  Freberg  Ltd.,  7781  Sunset HO  2-6973 

Harris-Tuchman  Productions,  751  N.  Highland  ...  WE  6-7189 

Grantray-Lawrence  Prodns,  716  N.  LaBrea#t  WE  6-8158 

Sherman  Glas  Prodns,  7015  Sunset#  ...  ...HO  7-8151 

Lawrence-Schnitzer  Prodns.,  1040  N.  Las  Palmast HO  7-3111 

Lou  Lilly  Prodns,  5746  Sunset HO  5-6325 

MGM-TV,  Culver  Cityt- - _ - -TE  0-3311 

MPO  TV  Films,  4024  Radfordt-- - -PO  3-8411 

National  Screen  Service,  7026  Santa  Monicat HO  5-3136 

Playhouse  Pictures,   1401  N.  LaBrea# ...HO  5-2193 

Hal  Roach  Studios,  8822  W.  Washington  ....TE  0-3361 

TV  Spots,  Inc.,  1037  N.  Cole _... -..HO  5-5171 

TCF  Prodns,  1417  N.  Western.... _ _HO  2-6231 

Universal   Pictures,  Universal  City ST  7-1212 

UPA  Pictures,  4440  Lakeside,  Burbank# TH  2-7171 

Van  Praag  Productions,  1040  N.  Las  Palmast  ...  HO  2-1141 

Warner  Bros.,  4000  Warner,  Burbankt ....  HO  9-1251 


t   production    office;    some    sales   offices    not    listed 
#  specializes    in    animation    and/or    effects 


FPA    member 
t  equipped    for    tape 


Contact 

George  Gould 
William  Weiss 
Anthony  Termini 
Robert  Bergmann 
Norman  Gluck 
Francis  Thayer 
Jack  Silverman 
William  Van  Praag 
Lew  Pollack 
Howard  Meighan 
Roger  Wade 
Joseph  Lamneck 
Russ  Raycroft 
Harold  Wondsel 


Bernard  Howard 
Robert  Casterhue 
Irving  Mack 
Dallas  Jones 
Len  Levy 
Fred  Niles 
Robert  L.  Foster 
Ross  Wetzel 
Michael   Stehney 
Harold  Dash 


Earl   Klein 
Barney  Carr 
Lee  Savin 
Jerry  Fairbanks 
Tom  Connors 
Walter  Bien 
Bob  Klein 
Ralph  Tuchman 
Grant  Simmons 
Sherman  Glas 
Gerald  Schnitzer 
Lou  Lilly 
William  Gibbs 
Melvin  Dellar 
Lou  Harris 
Adrian  Woolery 
Jack  Reynolds 
Shun  Bonsall 
Irving  Asher 
George  Bole 
Stephen  Bosustow 
Donald  Kraatz 
David  DePatie 
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factors,  nor  did  space  considerations 
make    a    complete    listing    of    sales 
I  branches  possible. 

However,  when  used  together  with 
that  directory — which  may  he  clipped 
out  for  permanent  reference; — the  fol- 
lowing will  provide  significant  de- 
tails and  information  on  film  and  tape 
producer  activities  and  topics. 

Tape  era  begins 

While  more  than  half  a  dozen  com- 
mercials producers  have  installed  tape 
facilities,  only  a  few  delivered  that 
t\pe  of  product  to  clients  in  1958.  In 
New  York,  NTA's  Telestudios,  Film- 
uavs.  Elliot,  Unger  &  Eliot,  Howard 
Meighan's  Videotape  Productions, 
and  Termini  Video  Tape  Services 
purchased  recorders  and  put  them  in 
operation.  On  the  West  Coast,  Cas- 
cade  Pictures  was  among  the  pro- 
ducers that  went  into  tape.  And  all 
i>\cr  the  country,  networks,  stations 
and  other  broadcasting  groups  offered 
tape  commercials  services. 

Telestudios  produced  tape  com- 
mercials with  several  agencies: 
through  Leo  Burnett  for  Kellogg; 
through  N.  W.  Ayer  for  Sealtest  and 
Johnson  &  Johnson;   through  Reach, 


for  the  finest  in  .  .  . 

I      ANIMATION  STANDS 
OPTICAL  PRINTERS 


the  leading  developer 

of  animation   stands 

and   optical 

printing  equipment: 

the  new 

OXBERRY   35/  16mm 

process  camera   and 

new   "Standard"   Series 

Animation   Stand 


Write    for    free 


OF   NEW    YC 

illustrated     brochure 


THE 


ANIMATION  EQUIPMENT 


CORP 


18     HUDSON     STREET 
^EWROCHELLE,     N.Y. 


McClinton  &  Co.  for  Prudential  and 
Breck;  through  Maxon  for  Gillette; 
through  DCSS  for  Noxzema;  through 
Lennen  &  Newell  for  Newport; 
through  Foote,  Cone  &  Belding  for 
Savarin;  and  through  Cunningham  & 
Walsh  for  Super  Suds.  Telestudios  is 
now  expanding  facilities,  installing  a 
second  large  studio  in  addition  to  a 
third  smaller  one  for  special  require- 
ments. 

Filmways  delivered  several  tape 
commercials  to  clients  in  1958,  and 
has  orders  for  more  tape  work  this 
year.  They  are  using  tape  extensively 
as  a  rehearsal  device  for  film,  per- 
mitting clients  to  see  exactly  what 
they'll  get  on  film  days  in  advance 
of  the  completion  of  film  processing. 
Among  the  advertisers  that  have  had 
their  commercials  produced  in  this 
film-plus-tape  studio  are  Ford  and 
Eastman  Kodak. 

Elliot,  Unger  &  Elliot  has  had 
tape  equipment  in  experimental  use 
for  several  months.  Videotape  Pro- 
ductions has  installed  a  massive  stu- 
dio for  tape,  and  Howard  Meighan 
has  embarked  on  an  ambitious  liaison 
campaign  to  educate  both  Ampex  and 
agencies  to  each  other's  needs  and 
problems.  Termini  also  has  facilities 
available  to  do  commercials  and  other 
work. 

Meanwhile  a  growing  number  of 
stations  also  have  been  active  in  pro- 
moting tape  for  local  commercials. 
It's  a  practical  way  for  them  to  write 
off  part  of  the  initial  cost  of  installing 
tape  recorders. 

Industry  developments 

National  advertisers  have  almost  all 
of  their  film  commercials  produced  in 
New  York,  Los  Angeles,  and  Chicago ; 
other  cities  do  occasional  national 
work  plus  a  good  deal  of  regional  and 
local  film  commercials  business. 

New  York  is  the  principal  center  of 
commercials  production.  It  has  at- 
tracted the  film  people  who  regard 
commercials  as  their  main  work.  One 
problem  sometimes  voiced  about  West 
Coast  production  is  that  some  com- 
panies regard  programs  as  their  im- 
portant business  and  commercials  as 
secondary.  Several  active  companies 
operate  in  Chicago,  although  that  city- 
is  the  least  productive  of  the  three 
major  commercial  centers. 

Here  are  highlights  of  late  develop- 
ments, outlooks,  and  results  among 
film    producers    across    the    countrv. 
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ROBERT 

SWANSON 

PRODUCTIONS 

Musical   commercials 

to   cover 

the   whole   scale 

of  your 

advertising   needs. 

689  Fifth  Avenue 

New  York,  N.  Y. 

Murray  Hill  8-4355 
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ABOUT 


TV  FILM 

COMMERCIAL 

PRODUCTION 


Telephone:  JUdson  2-1400 
35  WEST  45th   STREET,    NEW  YORK   36,    N.  Y. 


■  LTfojRODUCERS 

■  llroWSOCIMIOH 


Naturally,  every  film  studio  promises  the 
finest  production  and  the  finest  service  — 
and  certainly  there's  no  reason  to  doubt 
their  intentions. 

But  Transfilm  is  in  a  better  position  than 
most  others  to  back  up  its  promises.  You're 
entitled  to  know  why. 

1.  Top  personnel.  Many  studios  at- 
tempt to  assemble  crews  of  first  class  free- 
lance craftsmen.  But,  Transfilm  already  has 
a  permanent  team  of  top  caliber  creative 
personnel  that  clients  say  looks  like  a 
"Who's  Who"  of  TV  film  production.  And, 
it's  a  championship  team  because  they've 
been  working  together  for  years.  Look  it  over 
and  judge  for  yourself. 

2.  Completely   integrated   facilities. 

Most  studios  offer  adequate  facilities.  But 
Transfilm  offers  complete  facilities  all  un- 
der one  roof.  For  example: 

•  a  fully  equipped,  air-conditioned  sound 

studio 

•  a  complete  animation  department 

•  a  complete  art  service 

•  the    latest    in    animation    cameras   and 

optical  cameras 

•  a  distinguished  editorial  service 

•  a   modern,  air-conditioned    16   mm  and 

35  mm  projection  room 
Thus  we  take  complete   responsibility  for 
the  whole  job. 

3.  Systematized  service.  Transfilm 
has  evolved  a  system  of  organization  that 
enables  us  to  give  superior  personal  service. 
Each  job  force  has  a  producer,  who  heads 
the  production  team,  and  a  production 
supervisor  who  is  directly  responsible  to  the 
client.  Thus  the  client  keeps  on  top  of  the 
job  at  all  times. 

This  way  of  doing  business  has  made 
sense  to  an  impressive  list  of  clients.  If  it 
makes  sense  to  you,  too,  please  let  us  talk 
to  you  about  your  next  film  job. 


TRANSFILM 

INCORPORATED 


PRODUCERS    OF    QUALITY    FILMS    TO    FIT    EVERY    BUDGET 


fREB!  GIGANTIC  CATALOG 


176  pages;  more  than  8000 
different  items  with  prices 
and  over  500  illustrations.  For 
Producers,  TV  Stations,  Film 
Labs.,  Industrial  Organiza- 
tions, Educational  Institu-, 
tions,  etc.  I 
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S.O.S.  CINEMA  SUPPLY  CORP.,  602  West  52nd  St.,  N.Y.C.  19 
WESTERN   BRANCH:   6331    Hollywood   Boulevard,   Hollywood,   Calif. 

•    Make  Request  for  this  Comprehensive  Catalog  on  Your  Company  Letterhead. 


•  Audio  Productions,  with  an 
eye  toward  bolstering  its  share  of  the 
business,  has  named  Tom  Farrell  as 
account  executive  covering  New  York 
agencies. 

•  Caravel  Films  has  been  pro- 
ducing commercials  "spectaculars"  in 
its  new  $1  million*  studio  facilities; 
clients  recently  have  included  RCA 
Whirlpool.  General  Electric,  U.  S. 
Steel,  and  Gulf  Oil. 

•  Craven  Film  Corp.  has  added 
two  new  studios  and  opened  new 
offices  in  Los  Angeles,  New  Delhi,  and 
Ottawa.  Gross  volume  was  up  22% 
in  the  last  quarter  of  1958. 

•  Shamus  Culhane  reports  a 
heavy  influx  of  new  business  and  has 
consolidated  its  production  facilities 
in  New  York  where  work  is  under  the 
personal  supervision  of  Culhane  him- 
self. Outside  the  commercials  field, 
recent  productions  include  a  tv  comic 
strip  for  Interstate  TV,  Showdown  at 
Ulcer  Gulch — a  promotional  film  for 
the  Saturday  Evening  Post,  and  an 
astronautic  series  for  the  AVCO  Man- 
ufacturing Co. 

•  Peter  Elgar  Productions,  now 
shooting  a  third  series  of  tv  commer- 
cials for  Zest,  also  has  been  filming 
full-scale  production  assignments  at 
its  Cypress  Gardens  facilities. 

•  Elliot,  Unger  &  Elliot,  which 
bears  down  hard  in  the  creative  end, 
entered  the  business  originally  as  a 
still-photography  organization  and 
represents  a  force  for  high  style-fash- 
ions in  commercials.  Last  fall,  EUE 
acquired  the  old  Vidicam  studio  in 
New  York  as  a  tape  studio  and  has 
invested  several  hundred  thousand 
dollars  in  tape  equipment  and  experi- 
mentation. 

•  Filmways  has  recently  expand- 
ed both  its  film  and  tape  facilities  in 
New  York,  including  recent  purchase 
of  three  image  orthicon  tv  cameras 
for  its  tape  operation.  One  utilization 
for  tape  at  its  studios  is  as  a  rehearsal 
device  for  commercials  being  filmed. 
Filmways  made  an  offering  of  154,000 
shares  of  public  stock,  now  being 
traded  actively. 

•  HFH  Productions  is  an  ag- 
gressive and  young  organization 
which  was  formed  last  year.  In  ad- 
dition to  its  animation  and  live- 
action  services,  HFH  publishes  an 
interesting  newsletter  to  the  trade, 
called  Between  Takes. 

•  Robert  Lawrence  of  New  York 
has  established  a  number  of  affiliates 
in  other  principal  cities.    New  York 
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DIO  PRODUCTIONS,  INC. 

HN  BRANSBY  PRODUCTIONS 

RAVEL  FILMS.  INC. 

AVEN  FILM  CORP. 

AMUS  CULHANE  PRODUCTIONS.  INC. 

NAMIC  FILMS,  INC. 

TER  ELCAR  PRODUCT'ONS.  INC. 

JOT,   UNCER   &    ELLIOT,   INC. 

MWAYS,  INC. 

RDEL  FILMS,  INC. 

LLIAM  J.  CANZ  &  CO.,  INC. 
.RALD  PRODUCTIONS,  INC. 
■  AY-O'REILLY  STUDIO 
IBERT  LAWRENCE  PRODUCTIONS.   INC. 
iO  PRODUCTIONS,  INC. 
ITIONAL  SCREEN  SERVICE  CORP. 
"EN  MURPHY  PRODUCTIONS.   INC. 
ITHESCOPE  COMPANY  OF  AMERICA,  INC. 
IBERT  YARNALL  RICHIE  PRODUCTIONS,  INC. 
:*RA,  INC. 

IITCHER  SMITH  STUDIOS.  INC. 
•JND  MASTERS.   INC. 
INRY  STRAUSS  &  CO..  INC. 
I  L  STURM  STUDIOS.  INC. 
"  &  FILM  CRAPHICS,   INC. 
'4NSFILM.  INC. 

'N  PRAAC  PRODUCTIONS.  INC 
'    PRODUCTIONS.  INC. 
ICER  WADE  PRODUCTIONS.   INC 
MNDSEL.  CARLISLE  &  DUNPHY,  INC. 

SOCIATE  MEMBERS 

"E  ANIMATION  EQUIPMENT  CORP. 
I     BARNES  &  CO.,  INC. 
"E  CAMERA  MART,  INC. 
(MERA  EQUIPMENT  CO.,  INC. 
HEFFECTS,   INC. 
(LOR  SERVICE  CO. 
(NSOLIDATED  FILM  INDUSTRIES 
I  ART  FILM  LABS,  INC. 
hTERN  EFFECTS,  INC. 
DRMAN  &  BABB,   INC. 
<LD  MEDAL  STUDIOS.  INC. 
I  CCA  FILM  LABS,  INC. 
t  VIELAB  FILM  LABS,  INC. 
I  THE  LABORATORIES,   INC. 
IICISION  FILM  LABORATORIES 
liVIEW  THEATRE,  INC. 
DDUCTION  CENTER,  INC. 
IVES  SOUND  STUDIOS,    INC. 
I.S.  CINEMA  SUPPLY  CORP. 
"IMINI  VIDEOTAPE  SERVICE 
"  RA  FILM  LABS.  INC. 
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Facilities  include  its  lake-over  <>l  the 
animation  stand  formerly  used  l>\ 
UPA.  One  of  the  first  firms  to  go  into 
tv  commercials  production.  Lawrence 
makes   nothing   but  commercials  and 

also  maintains  facilities  in  Hollyw I 

(Lawrence-Schnitzer  Productions  i 
and  in  Canada. 

•  MPO,  which  increased  its  vol- 
ume by  7.V  <  in  1958,  now  has  use  of 
Republic  Picture  stages  in  Hollywood 
as  well  as  its  five  sound  stages  in  New 
York.  An  important  technical  inno- 
vation introduced  by  MPO  is  the 
infra-red  process  of  automatic  travel- 
ing matting  with  an  exclusive  license 
for  the  Pickney  process  in  the  East. 
( Cascade  has  it  in  the  West.  I  Last 
year  MPO  increased  its  roster  of  di- 
rectors to  eight,  and  established  a  live 
presentations  division  under  Bert  G. 
Shevelove.  MPO  has  not  yet  made 
anv  commitments  to  use  tape. 

•  National  Screen  Service,  one 
of  the  oldest  companies  in  the  busi- 
ness of  producing  films  for  advertis- 
ing and  best  known  for  its  theatrical 
trailers,  is  making  a  coast-to-coast 
push  for  commercials  business  in 
1959  under  industrial  and  commer- 
cials division  manager  Robert  Gruen. 

•  Fred  Niles  productions  of  Chi- 
cago has  acquired  the  facilities  for- 
merly occupied  by  Kling.  It  reports 
its  annual  volume  to  be  $2  million, 
which  is  approximately  70%  of  com- 
mercials business  placed  in  Chicago. 
Late  in  1958,  Niles  established  an  im- 
portant liaison  with  the  French  pro- 
ducer. Andre  Sarrut.  Although  much 
of  Niles'  income  is  from  Midwest 
spenders.  East  and  West  coast  orders 
also  are  important.  Niles  intends  to 
enter  tape  production. 

•  Playhouse  Pictures,  Holly- 
wood animation  specialists,  was 
founded  in  1952  by  Adrian  Woolery, 
current  owner  and  president  of  the 
firm.  His  animation  facilities  are 
claimed  to  be  the  newest  in  Holly- 
wood, with  sp?ce  for  a  staff  of  25 
for  complete  animation  production 
services. 

•  Sarra  of  New  York  and  Chicago 
also  entered  the  tv  commercials  field 
via  the  still-photography  route.  Sarra 
anticipates  a  considerable  business  in- 
crease in  1959  and  is  acquiring  addi- 
tional space  and  facilities  in  New 
York.  The  Chicago  office  reports  an 
increase  of  business  formerly  assigned 
to  the  West  Coast,  and  the  appoint- 
ment of  two  additional  staff  members: 
Bill  Newtoti  as  producer-director  and 
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Chuck  Zornig  as  a  director. 

•  Sound  Masters,  which  prepared 
sales  films  for  New  York  Central  Rail- 
road. Republic,  Lockheed,  and  other 
companies,  anticipates  an  increase  in 
"hard  sell  '  commercials  using  a  hold, 
direct  style  with  simple  graphics. 

•  Bill  Sturm  Studios  has  ex- 
panded its  New  York  facilities  and 
has  appointed  Don  McCormick  as 
studio  supervisor.  They  also  have  ac- 
quired exclusive  stop-motion  and  pup- 
pet equipment  for  general  animation 
use  and  in  conjunction  with  live  film- 
ing. Jacques  Dufour,  winner  of  a  re- 
cent Art  Director's  Award  has  been 
appointed  head  designer. 

•  TV  &  Film  Graphics  moved  to 
larger  studios  and  offices  on  1  Janu- 
ary so  it  could  offer  a  variety  of  spe- 
cial techniques  such  as  live-animation 
combinations,  rear  screen  process, 
stop-motion,  and  other  devices;  a  vol- 
ume increase  of  15-20%  is  reported 
for  1958  over  the  previous  year. 

•  Termini  Video  Tape  Services 
is  offering  tape  services  to  producers 


and  plans  to  acquire  a  mobile  tape 
unit  in  addition  to  its  present  studio 
equipment. 

•  Transfilm,  which  has  spear- 
headed the  creative  vogue  of  "squeeze" 
or  slide-motion  in  commercials,  now 
has  two  separate  tv  commercials  staffs, 
an  account  and  creative  division  un- 
der v.p.  Robert  Bergmann  and  a  pro- 
duction division  under  v.p.  Thomas 
Whitesell.  Transfilm's  participation 
with  Doyle  Dane  Bernbach  in  produc- 
tion of  the  Chemstrand  nylon  com- 
mercials won  the  recent  Venice  Ad- 
vertising Film  Festival  award. 

•  Van  Praag  Productions  has 
appointed  Hal  Persons  as  account  su- 
pervisor. Last  year  Van  Praag 
branched  out  from  auto  clients  into 
the  wider  fields  of  cosmetic,  soap,  and 
insurance  commercials.  Offices  are  in 
New  York.  Detroit,  Miami,  and  Holly- 
wood. 

•  Roger  Wade  Productions  es- 
tablished a  new  animation  and  art 
department  under  Marvin  Friedman, 
and  expanded  editing  services  under 


Howard  Mann  and  the  live  action  de-l 
partment  under  Philip  Donohue  and 
Bill  Buckley. 

•  Wilding  has  formed  Wilding- 
TV,  a  new  Chicago  branch  managed 
by  Joseph  Morton.  Production  facili- 
ties are  now  operated  through  its  New 
York,  Los  Angeles,  and  Detroit 
branches  as  well.  Wilding  claims  35- 
40%  increased  in  gross  business  last 
year. 

Among  developments  in  the  special- 
effects  field  are  the  following: 

•  Eastern  Effects  has  installed  a 
new  aerial-image  animation  stand  and 
printer,  a  technical  advance  for  film 
in  1959  which  makes  possible  contin- 
uous visual  inspection  of  a  variety  of 
live  and  animation  sources  while  they 
are  being  combined. 

•  S.O.S.  Cinema  Supply  has  de- 
veloped an  electronic  TEL-Anima 
print  hot  press  titling  machine  with 
automatic  quality  controls  and  has 
motorized  a  TEL-Animastand  for  im 
proved  special  effects  and  animation 
results.  ^ 
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STILL  ANOTHER  ARB  SURVEY  SHOWS 


holds  the 


■ 


test  snare 


of  audience  sign-on  to  sign-off 
in  the 


x/V        -       .       ,        . 


area 


What  a  record — "tops"  in  every  ARB  survey  of  the  Raleigh-Durham 
area  since  WRAL-TV  began  operations! 

This  latest  report  (Oct. -Nov.   1958)  shows  one-week  49.6%  ar>d 
four-week  48.1%  SHARE  OF  AUDIENCE,  sign-on  to  sign-off. 

Get  your  share  of  the  sales-building  opportunities  on  Carolina's 
colorful  Capital  Station — check  the  availabilities  today! 

4-CAMERA  MOBILE  UNIT  •  VIDEOTAPE  RECORDER  •  LARGE  NEW  STUDIOS 


WRAL-TV 


TOP  POWER  CHANNEL  5,  NBC,  RALEIGH,  N.  C. 

covering  North  Carolina  from  Greensboro  to  the  coast 
from  Virginia  to  the  South  Carolina  line 

REPRESENTED  BY  H-R,  INC. 
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4 

MAX  SHULMAN'S 
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affiliate  of  GENERAL  ARTISTS  CORPORATION 

640  FIFTH  AVENUE     •     NEW  YORK   19,  N.  Y. 
CIRCLE  7-7543 
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Latest  among  the  national  advertisers  joining  the  trend  into  syndication  is 
Lucky  Strike  with  a  regional  buy  to  bolster  its  network  schedules. 

The  American  Tobacco  brand  took  alternate  week  sponsorship  of  MCA's  Secret  Agent  7 
in  34  Eastern  markets  for  26  weeks;  agency  is  BBDO. 

A  quick  rundown  of  other  cigarette  money  in  syndication  has  American  Tobacco  on  the 
NTA  Film  Network  for  Pall  Mall  cigarettes  and  Brown  &  Williamson  in  a  regional  with  Mac- 
Kenzie's  Raiders.  Other  brands  such  as  Camels,  Marlboro  and  L&M  buying  alternate  week 
sponsorships  in  certain  markets. 


There  are  three  important  contingencies  upon  which  Ballantine's  buy  of  Bold 
Venture  in  addition  to  Highway  Patrol  in  up  to  22  markets  is  understood  to  hinge. 

These  are:  (1)  a  satisfactory  alternate  week  advertiser  can  be  found  so  that  half  of  High- 
way Patrol  can  be  sold  off,  (2)  choice  time  periods  can  be  cleared  in  each  market  and  (3) 
someone  to  split  the  costs  of  Bold  Venture  can  be  brought  in — possibly  the  same  buyer  that 
takes  Highway  Patrol  alternate  weeks. 

The  advantages  of  such  a  deal  as  this  is  that  it  doubles  the  advertiser's  audience 
without  increasing  his  program  or  time  costs. 


A  new  combination  of  using  video  tape  in  equipped  markets  and  kinescopes 
in  other  cities,  now  being  tried  by  the  Union  Oil  Co.,  could  easily  touch  off  a  chain 
reaction  of  major  importance. 

This  solution  of  tape-plus-kinescope  as  a  two-fold  approach  to  get  around  coverage  prob- 
lems has  been  suggested  for  a  while  by  the  tape  men. 

But  Union  Oil's  action  in  setting  the  example  by  striking  out  into  this  unexplored  terri- 
tory is  bound  to  find  others  of  a  similar  disposition. 


Chicago  this  week  entered  the  programing  sweepstakes  of  the  new  year  with 
two  entries  based  on  pastimes. 

They  are:    (1)  Walter  Schwimmer's  Championship  Bridge  on  film  with  Charles  Goren 
and  Alex  Drier  as  m.c.  and  (2)  Max  Cooper's  Winter  Baseball  on  videotape  from  Havana. 
(For  details,  see  Film  Wrap-Up,  page  74.) 


Another  listing  for  FILM-SCOPE's  occasional  additions  to  the  Department  of 
Missing  Syndication  Buyers  is  this:    the  airlines. 

Since  some  airlines  have  regional  service  and  virtually  all  of  them  do  the  majority  of 
their  business  in  the  30  largest  cities,  airlines  have  always  seemed  to  be  a  logical  nominee 
for  the  list  of  syndication  buyers. 


One  reason  that  airlines  have  generally  stayed  away  from  spot  programs  is  they  have 
been  able  to  barter  airline  tickets  for  time  with  both  network  producers  and  indi- 
vidual stations. 


PONSOR      •       17   JANUARY    1959 


65 


FILM-SCOPE  continued 


JNBC  is  taking  the  color  potential  of  tape  quite  seriously. 

The  network  ordered  16  color  conversion  kits  from  Ampex  at  an  estimated  total  cost  of 
$300  thousand;  NBC  previously  put  $1.2  million  into  27  black-and-white  Ampex 
recorders. 

On  the  other  hand,  CBS  and  ABC  are  regarding  color  for  tape  with  indifference. 

CBS  ordered  just  two  machines,  one  for  New  York  and  one  for  Los  Angeles,  and  ABC 
has  none. 

In  comparison  with  NBC's  27  monochrome  tape  recorders,  by  the  way,  Ampex  is  deliver- 
ing 22  to  CBS  and  17  to  ABC. 

Price  tag  of  the  VTR-1000  is  845,000,  while  color  kits  are  $19,000. 


A  new  status  for  three  or  more  companies   is   in   the   cards   with   Bud   Barry's 
resignation  as  tv  v.p.  of  Loew's. 

Barry  is  understood  to  have  accepted  a  five-year  offer  to  head  up  the  NTA  Film  Network. 
Meanwhile,  Loew's  is  considering  offering  the  vacated  post  to  the  head  of  an  active  svn- 
dication  company. 


ITC's  production  plans  for  1959  continue  to  have  a  strong  literary  flavor. 

In  addition  to  going  ahead  with  an  anthology  based  on  Post  stories  which  will  have  pro- 
duction divided  between  Hollywood  and  London,  ITC  will  shoot  39  episodes  of  Treasury 
Agent,  based  on  a  book  by  a  Washington  correspondent. 


COMMERCIALS:  Credit  for  introducing  the  new  visual-squeeze  or  slide  mo- 
tion technique  to  agency  circles,  a  process  that's  now  creating  quite  a  stylistic 
vogue,  has  been  given  to  James  Manilla,  a  producer  at  McCann-Erickson. 

Manilla  did  this  several  season  ago,  but  the  fruits  have  sprung  up  just  in  the  last  few 
weeks. 

(For  more  on  this  process  and  other  commercials  news  and  trends,  see  the  special  sec- 
tion on  tv  commercials,  pages  47-62.) 

Gallo  wine  is  trying  something  new  (like  Union  Oil)  in  using  a  combination 
of  videotape  and  kinescope  for  its  commercials. 

Spots  were  produced  at  KTTV  on  tape  and  will  be  offered  to  tape-equipped  stations  in 
that  form  with  other  outlets  getting  kinescopes. 

Film  and  commercials  flashes:  Hal  Persons  is  new  account  supervisor  for  Van 
Praag  Productions  .  .  .  Harry  McMahan,  former  tv  commercials  v.p.  at  Leo  Burnett,  is  ex- 
hibiting some  50  Venice  Festival  commercials  of  which  four  U.  S.  entries  are  Calo  Cat  Food, 
Duncan  Hines  Pancakes,  Purina  Dog  Chow  and  Chemstrand  Nylon  .  .  .  Eugene  C.  Wyatt 
becomes  network  sales  v.p.  of  Bernard  L.  Schubert,  Inc.  .  .  .  Arthur  Spirt  named  midwest  - 
ern  sales  manager  and  v.p.  for  Gross-Krasne-Sillerman  .  .  .  CBS  Television  Stations  division 
appointed  Robert  Fuller  publicity  director  for  CBS  Films  and  Howard  Berk  as  owned 
stations  and  spot  sales  director  of  publicity  .  .  .  Correction:  the  name  of  William  Holden 
appeared  in  this  column  erroneously  last  week  as  the  star  of  Ziv's  Moon  Probe  series;  Wil- 
liam Lundigan  is  the  star. 
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House  Committee  chairman  Oren  Harris  pulled  another  one  of  his  surprises  this 
week:  he  introduced  a  bill  that  would  permit  more  limited  tests  than  the  FCC  has  al- 
ready proposed. 

Harris  heretofore  had  gone  along  with  the  Congressional  trend  to  ban  pay-tv. 
The  substance  of  the  Harris  bill: 

•  Bans  pay-tv  either  by  air  or  wire  until  Congress — not  the  FCC — specifically  sets  up 
ground  rules  for  such  a  system. 

•  The  FCC  would  be  required  to  go  to  court  to  stop  any  wired  or  air  pay-tv  system,  if  any 
entrepreneur  persisted. 

•  Technical  tests  would  get  the  green  light  and  there  would  be  a  limitation  of  no  more 
than  one  market  for  any  one  system  or  any  one  interest.  (Harris  interpreted  this  provision  as 
meaning  actual  "trial  runs"  would  be  permitted.  To  him  "technical  test"  is  tantamount  to 
"commercial  test".) 

Harris,  however,  said  the  FCC  would  have  the  power  to  prescribe  limitations,  which 
system  in  which  city,  how  many  homes  might  be  served,  how  long  the  test  would  run,  etc. 

Where  the  rub  for  commercial  tv  lies;  It  permits  a  loophole  for  permitting  pay-tv  to 
build  up  heavy  public  demand  in  the  largest  population  centers.  On  the  other  hand, 
pay-tv  advocates  will  roil  at  the  fact  they  must  still  wait  for  an  affirmative  act  of  Congress. 


Rep.  Harris  had  other  chilling  words  for  the  broadcasting  industry. 

In  a  statement  accompanying  his  pay-tv  bill,  he  expresed  strong  doubts  that  the  system 
would  do  what  its  backers  claim  in  the  line  of  program  improvement.  He  said  in  the  absence 
of  Federal  regulation,  pay-tv  might  merely  add  another  financial  burden  to  the  taxpay- 
ing  public. 

There  was  a  big  but.  It  went:  "In  my  opinion,  television  programs  available  to  the  Ameri- 
can people  have  become  highly  commercialized,  and  their  adequacy  in  the  public  interest,  with 
respect  to  both  their  quality  and  their  variety,  has  been  questioned." 

He  added,  "plans  are  now  under  study  for  better  enforcement  of  existing  legislation  and 
the  enactment  of  new  legislation  for  the  purpose  of  bringing  about  better  service  in  the  public 
interest  by  commercial  television  licensees." 

This  was  a  very  broad  threat,  not  modified  or  even  explained  elsewhere  in  the  Harris 
statement,  nor  did  Harris  care  to  elucidate  personally. 


The  staff  report  of  the  Senate  Commerce  Committee,  drawn  up  by  special  coun- 
sel Kenneth  Cox,  had  sharp  words  for  the  FCC,  which  my  now  must  be  developing  a 
thick  collective  hide. 

The  FCC  had  dawdled  about  getting  more  tv  service  to  rural  areas,  Cox  charged.  On- 
channel  vhf  boosters,  now  illegal  and  recently  ruled  against  anew  by  the  FCC,  should  be  per- 
mitted, he  added. 

Cox  said  a  local  tv  station  should  be  preferred,  second  in  priority  a  half  local-half 
satellite,  third  a  full  satellite,  fourth  devices  such  as  translators  and  boosters,  and  last,  the 
community  antenna  systems. 

He  acknowledged  that  when  a  local  station  can  provide  only  one  network,  and  a  lesser 
service  can  provide  more  services,  the  FCC  would  have  to  use  its  judgment  about  the  public 
interest  factors  involved. 
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A  round-up  of  trade  talk, 
trends  and  tips  for  admen 
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Madison  Avenue's  latest  self -kidding  goes  like  this: 

The  same  outfit  that  turns  out  copy  urging  smokers  to  be  non-conformist  and  think 
independently  is  hardly  a  model  of  those  characteristics. 


Beer  marketers  expect  1959  sales  to  show  a  margin  of  between  2-4%  as  against 
the  previous  year. 

The  figures  could  go  either  way,  depending  on  the  effect  that  the  usually  cold  win 
ter  will  have  on  suds  consumption. 

Smaller  advertisers  whose  growth  doesn't  show  prospects  of  improving  will  find  a 
cooler  climate  among  agencies  in  1959. 

The  attitude  among  agencies  is  this:  If  after  a  year  or  year-and-a-half  the  account 
doesn't  look  Like  a  money-maker,  ask  it  to  move  elsewhere. 


The  latest  saturation  splurge  by  L&M  in  spot  tv  is  of  such  broad  dimensions  that 
competitive  cigarette  brands  are  having  trouble   getting   into    some   of   the   same  , 
markets. 

L&M  apparently  is  hedging  its  network  bets  with  huge  doses  of  spot. 

Pete  Levathes,  who  just  took  over  the  administration  of  Y&R's  tv/radio  department  t 
actually  got  his  start  in  the  business  as  a  show  producer  and  saleman. 

He  produced  (via  20th  Century -Fox)  the  first  regularly  scheduled  tv  film  news  sej  I 
ries,  which  evolved  into  the  Camel  News  Caravan,  and  sold  Crusade  in  Europe  to  Y&Bj 

for  Life  Magazine. 
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Stations  henceforth  may  do  a  little  more  research  before  changing  their  call 
letters  as  the  result  of  the  embarrassment  experienced  by  a  Southwest  station. 

Its  new  call  letters  befit  the  military  installations  in  that  area,  but  to  bi-lingual  listener! 
they  have  a  questionable  connotation. 


J 


Take  this  occurrence  of  the  past  week  on  Madison  Avenue  as  an  example  of  how 
formula  buying  system  may  trap  you: 

Told  to  buy  the  highest-rated  stations  between  7-9  a.m.,  a  timebuyer  rejected  a  3.2 
station  in  favor  of  a  3.6  station — even  though  the  former  had  a  50%  less  cost-peri 
thousand. 

Explained  the  timebuyer:  "We're  buying  ratings,  not  top  cost-pers." 

A  Park  Avenue  agency  was  able  to  buy  radio  spots  for  a  continental  carrier  a 
local  rates  by  reminding  stations  of  this: 

Not  so  long  ago  the  same  stations  granted  the  local  rate  directly  to  a  cleanse! 
account  which  likewise  was  on  a  national  basis. 

Added  the  agency:  "We  can't  be  put  in  the  position  of  letting  you  discriminati 
against  any  of  our  accounts.  It's  either  the  local  rate  for  all  or  none." 

SPONSOR      •      17  JANUARY   195! 


%e 


GrueaL 
i£bun 

MuALC 


«&  ft 


*% 


.       t    ; 


Sa 


of 


X/VV, 


y y / / /  /  / 

S  s   y    y    y     y 


y 


y     y* 


Hothing  else  like  it 

in  Greater  New  York 

IN  PROGRAMMING:  The  voice  of  WVNJ  is 
unique.  It's  the  only  radio  station  in  the  entire 
Metropolitan  New  York  area  that  plays 
just  Great  Albums  of  Music  from  sign  on  to 
sign  off — 365  days  a  year. 

IN  AUDIENCE:  So  different,  too.  So  largely- 
adult —  so  able  to  buy  —  so  able  to  persuade 
others  to  buy.  And  in  Essex  County  alone 
(pop.  983,000)  WVNJ  dominates  in 
audience  —  in  quality  of  audience  — 
and  in  prestige. 

IN  VALUE:  It  delivers  the  greater  New  York 
audience  for  less  than  31c  per  thousand  homes  — 
by  far  the  lowest  cost  of  any  radio  station 
in  the  market. 
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RADIO  STATION  OF    '(The  &Ctt)«nk  ^CWS 

national   rep:   Broadca$t  Time  Sales    •    New  York,  N.  V.    •    MU  4-6740 
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Newark,  N.  J.—  covering  New  York  and  New  Jersey* 
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Small  space. 
Big  story. 


WMT-TV,  represented  nationally 
by  The  Katz  Agency,  covers  over 
half  of  the  tv  families  in  Iowa, 
dominates  Cedar  Rapids,  Waterloo 
and  Dubuque,  three  of  Iowa's  six 
largest  cities. 


,L 


5000  WATTS 

Arkansas'  ONLY  Negro  station  •  In' 
Little  Rock  -  the  87th  Market  —  33% 
Negro  •  Top-rated  consistently  by 
Hooper-O  Connor  •  The  ONLY  way 
to  the  114,000  Negroes  of  the  Little 
Rock-Pine   Bluff   Metropolitan   Area. 
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National  and  regional  spot  buys 
in  work  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

General  Mills,  Inc.,  Minneapolis,  is  preparing  schedules  in  top 
markets  for  its  Chocolate  Cake  Roll  Mix.  The  campaign  starts  2." 
January  for  four  weeks.  Minutes  during  daytime  slots  are  being 
lined  up;  frequency  depends  upon  the  market.  The  buyer  is  Ha 
Davis;  the  agency  is  Batten,  Barton,  Durstine  &  Osborn,  Inc.,  New 
York. 

The  Borden  Co.,  Inc.,  New  York,  is  initiating  a  campaign  in  majoi 
markets  for  its  Instant  Whip.  The  schedules  start  this  month,  rui 
for  eight  weeks.  Minutes  and  20's  during  both  daytime  and  night 
time  segments  are  being  placed;  frequency  varies  from  market  t< 
market.  The  buyer  is  Chips  Barrabee;  the  agency  is  Lennen  i 
Newell,  Inc.,  New  York. 

J.  A.  Folger  &  Co.,  Kansas  City,  is  going  into  45-50  markets  wit 
a  campaign  for  its  coffees.  Start  date  is  this  month,  with  a  52-wee 
run.  Ten-  and  20-second  announcements  are  being  used;  frequencie 
depend  upon  the  market.  The  buyer  is  Al  Randall;  the  agency  i 
Cunningham  &  Walsh,  Inc.,  New  York. 

Lever  Bros.  Co.,  New  York,  is  entering  markets  throughout  th 
country  for  its  Surf  detergent.  The  13-week  campaign  starts  thi 
month.  Minutes  and  20's  during  daytime  segments  are  being  sche< 
uled,  with  frequencies  varying  from  market  to  market.  The  buyer  i 
Hal  Davis;  the  agency  is  Batten,  Barton,  Durstine  &  Osborn,  Inc 
New  York. 


RADIO  BUYS 

Greyhound  Corp.,  Chicago,  is  going  into  various  markets  througl 
out  the  country  to  promote  its  bus  lines.    Schedules  this  month  an'; 
next   vary   in   length.    Minutes   during   daytime   periods   are   bein 
slotted;   frequencies  depend  upon  the  market.    The  buyer  is  Joa 
Rutman;  the  agency  is  Grey  Advertising  Agency,  New  York. 

Standard   Brands,  Inc.,  New  York,  is  kicking  off  a  campaign  i  ■ 
major  markets  for  its  Blue  Bonnett  Margarine.   The  four-week  schet 
ules  start  this  month.    Minutes  during   daytime  periods  are  beirj 
used;   frequencies  vary  from  market  to  market.    The  buyer  is  L 
Soglio;  the  agency  is  Ted  Bates  &  Co.,  New  York. 


::i 


General  Foods  Corp.,  Jello-0  Div.,  White  Plains,  N.  Y.,  is  us 
top  markets  for  its  Calumet  Baking  Powder  schedules.  The  car 
paign  starts  this  month  for  a  five-week  run;  frequencies  deper 
upon  the  market.  The  buyer  is  Bill  Croke;  the  agency  is  Foot 
Cone  &  Belding,  Inc..  New  York. 
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FIRST 


IN  PULSE! 


For  the  Fifth  Straight  Time  —  KJAY  Action  Radio 
has  captured  the  Pulse  of  Topeka  —  Again  KJAY 
LEADS  in  total  share-of -audience  all  day  long  from 
6  AM  to  6  PM! 

(Topeka  Metro  Pulse,  October  1958) 

KJAY  offers  TOPEKALAND  advertisers  the  BUYER 
ACTION  formula.  General  Manager  Ed  Schulz  can 
give  you  this  formula,  or  nationally,  contact  KJAY's 
NEW  National  Reps  — 


Gill  -  Perna 


NEW  YORK,    CHICAGO.    DETROIT.    LOS   ANGELES.    SAN    FRANCISCO 
IN   ST.    LOUIS:    JACK    H  EATH  ERINGTON 


rving  516,486  people  in 
'  rich  Kansas  Counties 
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TOPEKA,    Kansas 


5000  WATTS 
1440  on  your  dial 
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ADVERTISERS 


LestoiFs  saturation  tv  technique 
and  Nescafe's  saturation  radio 
techniques  were  scrutinized,  last 
week,  at  the  RTES  Seminar 
luncheon. 

"Ike"  Eskenasy.  v. p.  of  Adell 
Chemical  Co..  speaking  for  Lestoil, 
predicted  that  by  the  end  of  this  year 
its  advertising  hudget  will  exceed 
$14  million. 

The  basis  of  Lestoil's  campaign: 
1)  purchase  only  daytime  and  late 
evening  hours — no  prime  time,  2) 
buy  all  stations  in  a  market  and  3 ) 
buy  a  minimum  of  30  spots  per  week 
on  each  station  for  a  full  year.  "It  is 
preferable  to  reach  smaller  audiences 
with  many  impressions,"  said  Esken- 
asy. 

Speaking  for  Nescafe  and  satu- 
ration radio,  Joseph  Scheideler, 


executive  v.p.  at  Nescafe's  agen- 
cy, Bryan  Houston,  said: 

'"Saturation  radio  should  be  budg- 
eted within  an  over-all  product  budg- 
et ..  .  and  not  exist  as  a  result  of 
money  available  because  of  network 
preemption  or  because  some  maga- 
zine dollars  turned  up  when  you 
missed  a  closing  date." 

Scheideler  noted  that  Nescafe's 
saturation  radio  campaign  will  con- 
tinue this  year  on  an  expanded  major 
market  basis. 

Campaigns: 

•  Christmas  in  January  and  Feb- 
ruary: That's  the  theme  adopted  by 
Rainbow  Crafts,  Inc.,  Cincinnati, 
makers  of  "Play-Doh"  modeling  com- 
pound. The  assumption  is  that  toy 
retailers  need  advertising  support 
most  after  the  holidays,  so  Rainbow 
has  purchased  spot  announcements 
on  children's  tv  shows  in   15  major 


WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


Modern-day  Paul  Bunyans:  Results  of  a  Homelite-sponsored  contest  on  KVOO,  Tulsa, 
show  Southwestern  farmers  (967  entries)  prefer  chain  saws  to  the  traditional  woodsman's 
axe.  Winner  Leonard  A.  Vance  of  Skiatook,  Okla.,  receives  congratulations  from  (1  to 
r)  Carl  Meyerdirk  KVOO's  farm  director;  Wallace  Kelly,  local  Homelite  dealer;  C.  R. 
"Red"  Ellis,  the  company's  Oklahoma  branch  manager.  Sixty-second  commercials  tagged 
with    contest    mention    brought   response   from   five  states;    no   other   promotion   was   used 
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markets.    Schedules  call  for  eight  j 
20  spots  over  a  period  of  eight  week- 

•  Spreading  out:  V.  La  Rosa  <\ 
Sons  began  this  month,  to  set  up  J 
Florida  sales  force  for  its  macaroJ 
and  Italian  Food  specialties.  Tl 
campaign  includes  a  heavy  rack 
schedule. 

•  Buster  Brown  Textiles,  Int 
after  running  test  tv  spots  in  ttl 
cities,  has  decided  to  increase  1 
schedule  via  a  buy  of  spot  announcj 
ments  on  a  kiddie  show — The  Rom 
er  Room — in  nine  markets.  AgenoJ 
Arndt,  Preston,  Chapin,  Lamb  1 
Keen,  Philadelphia. 

•  The  Seabrook  Farms  CJ 
launches,  this  week,  a  spot  tv  caj 
paign  in  the  New  York  metropolis  i 
area,  via  three  stations,  to  introdu 
its   new   prepared   vegetables   in  tl 

liracle     Pack."     Agency:     SmitJ 
Greenland. 

Thisa   'n'    data:     Skippy   Peani* 
Butter  is  celebrating  its  eighth  cc 
secutive  year  of  sponsoring  ABC  TV 
You  Asked  For  It  .  .  .  Philip  M 
ris,   Inc.,   has   signed   up   four  ? 
York    Giants    football    members 


Back  home  again  in  Dayton,  O.,  are 
famous  McGuire  sisters,  who  appeared 
cently  on  WLW-D"s  Morning  Theater  v 
show's  host,  Andy  Marten  (above).  G 
launched  career  on  station  seven  years 


Closed  circuit  broadcast  to  ABC  T\  af 
ates  told  KETV,  Omaha  leadership  sti 
Participating:  ABC  TV's  Ollie  Treyz,  J 
gene    Thomas,    station   v.p.    and    gen.   tl 


ir  sales  force  during  the  off-season 
.  Donna  Reed,  star  of  her  own 
>w  on  ABC  TV,  was  taken  on  an 
pection  tour  of  Shulton's  (the 
>w's  sponsor)  plant  in  Clifton.  N.J. 

rictly    personnel:      Donald 

eene,  appointed  advertising  man- 

■r  of  Ra\co  Manufacturing  Co.  . .  . 

ibert  Kob,  elected  a  v. p.  of  B.  T. 

bbitt  .  .  .  W.  H.  Schomburg,  to 

istant    general    sales    manager    of 

na     Corp.,      Toledo  .  .  .  Walter 

Fiend,  to  v.p.   in  charge  of  adver- 

ng,    Friend   Bros.,   Melrose.   Mass. 

I  .  Harry  Carlson,  Southwestern 

Bision  supervisor  and  Mare  Jung- 

|fu    Virginia    district    manager    of 

(  nphell  Sales  Co. 


AGENCIES 


C  e  of  the  first  bigger  mergers 
in  the  new  year  has  taken  place 
h  ween  Fletcher  D.  Richards 
a  1  Calkins  &  Hohlen. 

INew  name:  Fletcher.  Richards, 
Ckins  &  Holden.  with  billings  at 
a  Toximately  $35  million. 


New  officers:  Fletcher  Richards 
remains  president  and  chief  executive 
officer;  Bradley  Walker,  chairman  of 
the  board;  Paul  Smith,  vice-chair- 
man; J.  Sherwood  Smith,  chairman 
of  the  executive  committee  and  Ed- 
mund Johnstone,  executive  v.p. 

Recently,  the  Richards  agency 
merged  with  two  smaller  groups — 
Harris,  Harlan  Wood,  on  the  Pacific 
Coast  and  the  Tandy  Agency,  of 
Canada. 

Incidentally,  the  first  account 
awarded  to  this  merged  agency  is 
Sofskin,  Inc.,  maker  of  hand  cream. 

A  sizable  chunk  of  new  business 
landed  in  the  John  W.  Shaw  shop 
this  week:  The  Red  Heart  Dog  Food 
portion  of  John  Morrell  &  Co.,  bill- 
ing around  SI. 5  million — and  heavy 
in   spot   radio. 

This  account  was  snagged  from 
Campbell-Mithun,  also  of  Chicago,  as 
was  Morrell  Pride  Meats  and  the  Red 
Heart  Cat  Food  which  Shaw  acquired 
last  spring. 

Other  agency  appointments:  How- 
ard Clothes,  Inc.,  to  Mogul,  Lewin, 


Williams  &  Savior  .  .  .  M.  J.  Mer- 
kin  Paint  Co.,  to  G.  T.  Stanley  Co., 
New  York  .  .  .  Lehn  &  Fink  Carib- 
bean Corp..  for  advertising  in  Mexico 
and  Venezuela,  to  Y&R  .  .  .  Napier 
Engines,  Inc.,  to  EWR&R  .  .  .  Mer- 
cury Records,  with  billings  at  $500,- 
000.  to  John  W.  Shaw,  Chicago  .  .  . 
Robert  Hall  Clothes  from  Frank  B. 
Sawdon  to  Arkwright  Advertising. 

Another  merger:  Frank  B.  Swan- 
don,  Inc.,  New  York,  has  acquired 
the  F.  B.  Stanley  Advertising  Co. 
Stan  Syman  becomes  executive  v.p. 
and  Ardien  Rodner,  v.p.  and  media 
director. 

New  agencies  formed :  J.  H.  Alt- 
man  &  Co.,  Detroit,  formed  by 
Jerome  H.  Altman,  formerly  presi- 
dent of  Altman-Yaffe,  Inc.  .  .  .  Gum- 
pertz,  Bentley  &  Dolan,  Los  An- 
geles, formed  by  Gordon  Gumpertz, 
to  be  president;  Phil  Bentley,  v.p. 
and  account  service  director  and  For- 
rest Dolan,  v.p.  and  creative  director. 
All  were  formerly  account  executives 
at  the  Edward  S.  Kellogg  Co.,  Los 
Angeles. 


I  like  it!  is  reaction  of  listeners  to  new  music  format  adopted 
r>  nily  by  WGMS,  Washington,  D.  C.  Here  Muriel  Sutton  displays 
BiO    letters,    5,000    requests    for    station's    new    program    guide 


I  •  >i>>  Birthday!  Detroit 
I  igsters'  favorite  clown, 
I  f,  celebrates  8th  tv  year, 
latulations  from  Alan 
1  ki«IT.  l\  radio  director  for 
Likoff    &    Wayburn    Agency 


Talking  it  over  are  Robert  W. 
Sarnoff,  (1)  chairman  of  the  board 
of  NBC  and  Dr.  Harvey  E.  White, 
prof,  of  physics  and  vice  chair- 
man of  U.  of  Cal..  who  conducts 
the    net's    Continental    Classroom 


It's  10  years  on  the  air  for  Hreadtime  Stories,  live  children's 
television  show  emanating  from  WRGB.  Schenectady.  Shown  at 
anniversary  get-together  are  (1  to  r)  Frank  Freihofer,  Jr.,  presi- 
dent of  baking  company  sponsor,  Jim  Fisk,  the  show's  storyteller 
and  cartoonist,  Robert  Reid,  mgr.  marketing,  WGY.  WRGB,  Jack 
Goldman,  president  Goldman  &  Walter,  ad  agency  for  the  sponsor 


data:  Samm  Sinclair 
Baker,  of  the  executive  staff  of 
Donahue  &  Coe,  has  started  writing 
a  business-advertising  book  for  Dou- 
bleday  &  Co.  .  .  .  News  from  over- 
seas: Robert  Douglass  Stuart, 
marketing  consultant,  began  conduct- 
ing, kst  week,  the  first  of  a  seven- 
week  seminar  in  Berlin  on  U.  S.  mar- 
keting techniques  .  .  .  Hameroff  Ad- 
vertising, Columbus.  Ohio,  an- 
nounced its  incorporation  last  week 
.  .  .  Winner:  Reg  Spurr,  media  buy- 
er at  Y&R.  copped  a  trip  to  Paris  as 
first  prize  in  the  KBIG.  Los  Angeles, 
copy-writing  contest. 

They  were  named  v.p.'s:  Gerald 
Light,  from  account  group  head  to 
v.p.  at  McCann-Erickson  .  .  .  Horace 
Curtis,  to  SSC&B  as  v.p.  on  the 
American  Tobacco  Co.  account  .  .  . 
Richard  Goebel,  to  v.p.  at  Comp- 
ton  .  .  .  Edward  Ritz,  v.p.  in  charge 
of  media,  Klau-Van  Pietersom-Dun- 
lap  .  .  .  Daniel  Duffin,  v.p.  in  charge 
of  client  public  relations  for  the  East- 
ern division  of  EWR&R  .  .  .  Lester 
Rounds  and  Ed  Spitzer,  v.p.'s  at 
Kudner  .  .  .  Arthur  Taylor,  v.p.  in 
charge  of  media  in  the  Chicago  office 


by  more  people! 

Nielsen  (Spring  '58)  shows  12.5% 
more  TV  homes.  Refigure  your  cost 
per  thousand!  Base  it  on  ratings  x 
Nielsen! 

KTBS-TV  is  seen  by  more  than  a 
million  people  with  more  than  1.5 
billion  dollars  to  spend  in  this  oil- 
rich  four-state  market. 
Channel  3  is  the  only  sin- 
gle TV  buy  that  can  give 
you  full  coverage  of  this 
rich  four-state  market. 
Ask  your  Petry  man  for  details 


E.  Newton  Wray.  Pres.  &  Gen.  Mgr. 


of  Reach,  McClinton  &  Pershall  .  .  . 
Darrell  Roberts,  administrative  v.p. 
of  MacManus,  John  &  Adams  .  .  .  Hal 
Dickens,  v.p.  in  charge  of  merchan- 
dising. Edward  H.  Weiss  &  Co.,  Chi- 
cago .  .  .  William  Finkle,  v.p.  at 
Ritter.  Sanford,  Price  &  Chalek,  New 
York. 


FILM 


As  the  new  year  got  under  way, 
film  companies  last  week  un- 
derwent a  number  of  forward- 
looking  expansions  and  reor- 
ganizations to  face  some  of  the 
problems  of  the  coming  months. 
Two   of  these  moves  were: 

•  ITC  named  three  division  man- 
agers to  its  syndication  sales  staff: 
Lee  Cannon  in  the  midwest,  Alton 
Whitehouse  in  the  southeast  and  Len 
Warager  in  the  northeast,  all  report- 
ing to  general  syndication  sales  chief 
Hardie  Frieberg.  ITC  also  put  on 
two  additional  members  of  its  New 
York  staff,  Jack  Kelley  and  George 
Stanford. 

•  NTA  named  David  Melamed  to 
be  v.p.  in  charge  of  business  affairs. 

Programing:  Screen  Gems  has  ac- 
quired tv  rights  to  properties  of 
James  Thurber  to  produce  The  Secret 
Life  of  James  Thurber.  Arthur 
O'Connell  with  a  female  lead  to  be 
announced  .  .  .  producer  W.  Lee 
Wilder  left  Hollywood  last  week  to 
scout  locations  for  filming  The  Ad- 
ventures of  Marco  Polo  to  be  distrib- 
uted by  Interstate  TV  .  .  .  Partly  as 
a  result  of  a  survey  that  there  are 
35  million  bridge  players  in  the  U.S., 
Walter  Schwimmer  will  produce 
Championship  Bridge,  which  like 
Schwimmer's  former  programs  of 
other  recreations,  will  involve  com- 
petition of  two  teams  plus  substan- 
tial prizes  for  the  winners  .  .  .  Also 
developing  in  Chicago  were  produc- 
er Max  Cooper's  plans  to  tape  base- 
ball in  Havana  during  the  winter 
and  syndicate  it  in  the  U.  S.;  Cooper 
points  out  that  there  is  no  other  base- 
ball in  U.  S.  during  the  winter  and 
that  many  U.  S.  major  league  names 
are  involved  with  Havana  teams. 
Winter  Tv  Baseball  will  be  a  nine- 
inning  game  edited  down  to  one  hour. 

Transfer  news:  Shareholders  of 
National  Theaters  voted  in  favor  of 


a  proposal  to  acquire   a  controlling'1 

interest   in   National   Telefilm   As  I 

I 
sociates. 

Miscellany:      Michael    M.    Siller | 
man,  president  of  Gross-Krasne-Si) 
lerman,  will  speak  before  the  Holly 
wood  Ad  Club  on  19  January  on  hoi 
to  merchandise  tv  programs  .  .  .  Zi 
has  prepared  a  special  kit  for  secon. 
year  sponsors  of  Sea  Hunt  .  .  .  Pai 
ticipants  in  ceremonies  to  mark  th 
opening  of  a  San  Francisco  office  el 
Bandelier     Films     included     Mayo 
George  Christopher  of  San  Francisc  I 
and  City  Commissioner  Maurice  Sar 
chez  of  Albuquerque,  N.  M.  .  .  .  Hei 
man  Edel  has  been  appointed  execi 
tive  v.p.  of  Music  Makers,  Inc. 

Sales:    New  regional  buys  on  Ziv  j 
Cisco  Kid  include  Dan-Dee  market  | 
Eddy    Bakeries    division    of    Gener; 
Baking,    Piggley    Wiggly    superma 
kets,  and  Interstate  Baking  .  .  .  All 
mour  Meats  and  P.  Ballantine  to  & 
sponsor  Bold  Venture  on  WRCV-T\ 
Philadelphia  .  .  .  UAA  sold  Warm  I 
Brothers  features  to  12  stations.  Po| 
eye  cartoons  to  6  stations  and  mac  I 
other  sales  in  the  first  week  of  195* 


NETWORKS 


Like  CBS  TV,  NBC  TV  has  pi 
an  end  to  the  "must-buy""  coi 
cept. 

The  old  system  which  required  tl 
purchase  of  all  57  basic  stations  h; 
been  replaced  by  this  policy: 

Orders   will   be    acceptable   if   tl 
lineup   includes   stations   totalling 
least    $95,000    in    nighttime    hour 
rates,    or    stations    with    $42,500 
hourly  rates  for  Class  C  time. 

The  above  amounts  are,  respecth 
ly,  74.6/4  of  the  present  Class  A  ra 
and  66.8%  of  the  present  C  rate  fi 
the  full  NBC  TV  network  of  2t 
stations. 

Programing  notes:  P.  Lorillar 
for  its  Old  Gold  Straights,  renew 
Rough  Riders,  via  ABC  TV,  for 
additional  26  weeks  .  .  .  Greyhoui 
Corp.  (Grey  Advertising)  will  spo 
sor  two  Jack  Benny  specials  ill 
spring,  via  CBS  TV  .  .  .  Continent 
Classroom,  NBC  TV's  early  a.i 
college  credit  course,  will  begin  i 
second  tv  semester  next  month,  bast 
on  atomic  physics. 
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Station    resignation:      WTAG, 
[Worcester,  Mass.,  from  its  affilia- 
ion  with  CBS  Radio. 

\\  TAG,  in  a  letter  to  the  network. 

haid :  "We  consider  the  barter  plan 
miliary  to  our  concepts  of  responsi- 
\v  broadcasting.  We  feel  we  have 
o  right  to  trade  away  control  of  the 

Nation's  policies,  programs,  or  prices. 

We  also  have  no  desire  to  do  so." 

Lietwork  affiliations:   To  ABC  Ra- 

lio,  KOME,  Tulsa  ...  To  the  Key- 
tone    Broadcasting     System: 

,;BVR,  Soda  Springs.  Idaho;  WLDS. 
Jacksonville,  111.;  WHLT,  Hunting- 
m.  Ind.;  WDOE,  Dunkirk,  N.  Y.; 
i'LSB,  Copperhill.  Tenn.;  KBCS. 
Irand  Prairie,  Tex.;  and  KRSC. 
Uhello.  Wash. 

m  the  personnel  front:  Albert 
iapstaff,  appointed  director  of  NBC 
adio  network  programs,  succeeding 
erry  Danzig,  who  v.p.,  participat- 
lg  programs,  NBC  TV  .  .  .  John 
ynch,  to  assistant  director  of  pub- 
ic affairs,  CBS  News  .  .  .  James 
tabile,  to  head  talent  and  program 
mtract  administration  for  NBC  .  .  . 
ohn  Downey,  to  the  program  de- 
art  ment  of  the  CBS  TV  stations. 


RADIO  STATIONS 


» estinghouse  Broadcasting  Co.'s 
•on  McGannon  last  week  warned 
!»me  700  sales  executives  against 
'tting  the  modern  complexities 
f  sales  planning  allow  them  to 
ecome  "desk-bound,  or  confer- 
nce  happy." 

,  The  occasion  was  a  Sales  Execu- 
tes luncheon  of  the  New  England 
ales  Management  Conference  in 
oston. 

McGannon  urged  his  listeners  to 
•ep  their  eyes  more  on  the  sales 
met  ion,  adding  "we  are  involved  in 
>  much  planning  that  we  are  likely 

forget  the  doing." 

CRB,  Boston,  has  bowed  to  the 
AB  radio  code  and  discontinued  its 
lird  liquor  advertising. 
I  The  station  was  in  the  middle  of  a 
>-week  contract  with  the  distributors 
Nuyens  Vodka. 

leas  at  work: 

I  •  Trying    to    break    the    record: 
iter  Tripp,  d.j.  on  WMGM,  New 


TAILOR  MADE 
FOR  NATIONAL 
TELEVISION 
ADVERTISERS! 


CKLW-TV  is  the  one  Detroit  Area  television  station 
"ready  made"  for  the  national  Spot  Advertiser  who  cannot  be 
troubled  by  network  clearances  and  who  needs  prime  time 
for  his  message.  This,  coupled  with  more  impressions,  more  total 
homes,  more  rating  points  for  the  advertiser's  dollar 
makes  channel  9  the  most  efficient  and  economical 
buy  in  the  nation's  fifth  market. 


GUARDIAN    BLDG.       DETROIT    26,    MICH. 

I.    t.    Comp«oi>,    Rrtlid»nl 

Young  Television  Corp.,    National  iepreitnioii>e 
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Problem  Solved 
by  a  Timebuyer 


Joe's  problem  was  spot  cost- 
per-thousand.  Too  high,  said 
the  client. 


Competitive    markets    made 
saturation  tough,  ratings  low. 


Take  a  look,  said  Blair  TV 
Associates,  at  the  WCTV 
market.  He  looked  and 
pondered. 


Joe  found  122,080  homes, 
largely  unduplicated,  (NCS 
#3) 


.  .  .  and  married  the  client's 
daughter  and  lived  wealthily 
ever  after. 


WCTV 


Tallahassee 
Thomasville 


for   North   Fla.    and    South   Ga. 

John  H.  Phipps 
Broadcasting  Stations 


York,  begins  his  stay-awake  mara- 
thon this  week,  for  the  March  of 
Dimes  campaign.  He  will  broadcast 
from  a  glass-enclosed  building  on 
Times  Square,  and  attempt  to  break 
the  stay-awake  record  of  seven  days, 
19  hours.  While  designed  to  raise 
funds,  this  marathon  will  be  observed 
by  scientists  studying  "Sleep  Dep- 
rivation" in  connection  with  missile 
travel. 

•  KXOK,  St.  Louis,  held  a  few 
contests  this  month:  A  top  30  letter 
writing  contest,  where  listeners  were 
to  make  up  a  letter  using  only  the 
titles  of  the  top  30  tunes;  a  best 
snowman  contest,  and  one  for  the 
best  drawing  of  "Alvin,"  star  of  "The 
Chipmunk  Song." 

•  Another  rescuer  for  Tom  Dooley : 
KOMA,  Oklahoma  City,  concluded 
its  recent  human  interest  campaign 
by  petitioning  for,  and  receiving  a 
reprieve  for  Dooley  from  the  state  of 
Oklahoma  —  with  the  signatures  of 
thousands  of  listeners. 

•  KGW,  Portland,  is  promoting 
its  new  "sound"  and  personalities  via 
on-the-air  giveaways  amounting  to 
$1,000  per  day.  Theme  of  promo- 
tion: "Sound  62,  4th  Dimension 
Radio." 

•  They're  not  taking  any  chances: 
WPEN,  Philadelphia,  has  set  up  a 
pre-monitor  system  for  its  two-way 
phone  conversation  between  the  lis- 
teners and  station  personalities.  The 
system  delays  transmission  over  the 
air  by  seven  seconds,  so  that  unwant- 
ed remarks  could  be  deleted. 

•  On  the  news  beat  front:  When 
K-NUZ,  Houston,  received  news  of 
Russia's  launching  a  satellite,  it 
placed  a  transatlantic  phone  call  to 
Moscow  radio  news,  contacted  a  news 
man  there,  and  taped  an  interview — 
then  put  it  on  the  air,  and  gave  the 
story  to  UPI. 

•  Another  transatlantic  call: 
WCKR,  Miami,  for  a  commercial' 
for  the  Florida  State  Theatres,  called 
the  British  picture  producer  of  "A 
Night  To  Remember,"  and  discussed 
the  film  with  him,  thus  adding  to  the 
peak  crowds  that  went  to  see  the 
movie. 

Station  staffers:  VanBuren  De 
Vries,  v.p.  of  the  Transcontinental 
Tv  Corp.,  named  general  manager  of 
WGR,  Buffalo  .  .  .  Boone  Nevin,  to 
general  manager  of  WHBQ,  Mem- 
phis .  .  .  Mort  Silverman,  general 
manager    of    WJBO    &    WBRL-FM, 
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Baton  Rouge  .  .  .  Harold  Waddell, 
named  general  manager  of  WKBZ, 
Muskegon,  Mich.  .  .  .  Joseph  Knose, 
to  local  sales  manager  for  WKJG,  Ft. 
Wayne  .  .  .  Edward  Neibling,  to 
local  sales  manager  and  Bud  Makin- 
ster,  to  the  news  staff  at  KTUL, 
Tulsa  .  .  .  George  Cromwell,  pro- 
gram director,  KFBI,  Wichita. 


TV  STATIONS 


WTVT,  Tampa,  claims  that  two 
of  its  staff  newsmen-cameramen 
were  the  first — and  that  includes 
networks — to  get  into  Cuba  fol- 
lowing Batista's  overthrow. 

Also,  that  these  newsmen,  Earl 
Wells  and  Marion  Scott,  were  the  first 
to  get  exclusive  interviews  with  Fidel 
Castro  and  provisional  president 
Manuel  Urritia  Lleo. 

They  got  in  by  flying  behind  a 
rebel  officer's  plane  out  of  Key  West. 

Ideas  at  work : 

•  In  search  of  identification: 
WTIC-TV,  Hartford,  is  offering  a< 
Rambler  station  wagon  and  $1,000  in 
cash  prizes  for  its  "Station  Identifica- 
tion" contest.  The  idea:  viewers  are 
asked  to  submit  an  identification  in- 1 
corporating  call  letters,  channel  num- 
ber, CBS  TV  affiliation,  station  loca- 
tion, a  symbol  of  the  station's  cover- 
age area  and  a  slogan — all  adaptable- 
for  use  as  a  station  identification! 
slide. 

•  It's  a  myth:  KETV,  Omaha,  is 
asking  viewers  to  find  a  mythicalj 
name  for  a  mythical  monster  tenta-i 
tively  dubbed  "Father  of  the  Thing." 
This  is  part  of  a  promotion  for  the 
station's  showing  of  the  movie,  "The! 
Thing."  The  winner  will  be  brought 
to  the  station  to  meet  the  monster.    I 

•  WICU-TV,  Erie,  Pa.,  had  a  girl 
dressed  in  a  football  outfit,  parade 
the  city  streets  to  call  attention  to  its 
NBC  Football  line-up. 

•  WFBM-TV,  Indianapolis,  orig 
inated  what  it  calls,  the  first  coverage 
in  the  history  of  the  opening  of  In- 
diana's General  Assembly.  Both  the 
radio  and  tv  outlets  fed  the  coverage 
to  10  other  Indiana  radio  station* 
and  four  tv  stations. 

Call  letters  change:  for  Triangle's 
station  in  the  Lebanon- York-Harris^ 
burg  area,  from  WLBR-TV  tcj 
WLYH-TV. 

{Please  turn  to  page  78) 
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VIDEOTAPE 


DYNAMIC 

NEW   DIMENSION 

IN   TV  ADVERTISING 


However  you  measure  it  —  quality,  convenience  or 
economy  —  tape  adds  new  dimensions  to  television 
advertising,  and  for  at  least  9  good  reasons: 

TAPE  OFFERS  THE  ADVANTAGES  OF  LIVE  TV 

•  Use  of  popular  local  personalities 

•  Conveys  a  sense  of  immediacy 

•  Permits  last  minute  copy  changes 


PLUS  THE  ADVANTAGES  OF  FILM 

•  Perfect  performance  every  time 

•  Accuracy  of  the  sponsor's  message 

•  Identical  commercials  in  all  markets 

AND  THE  ADVANTAGES  ONLY  TAPE  CAN  OFFER 

•  Immediate  viewing  of  the  recording 

•  Erasability  and  re-usability 

•  Change  audio  without  affecting  video 


REDWOOD     CITY,    CALIFORNIA 

Offices  and  representatives  in  principal 

cities  throughout  the  world 


Proudly  displayed  by  progressive 
stations  in  major  markets  everywhere 

*TM   AMPEX  CORP, 


I 


^\       ft- 
VIDEOTAPE 


AMPEX 


CORPORATION 


professional 
products  division 
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WRAP-UP 

[Cont'd  from  page  76  I 

Thisa  'n'  data:  WIS-TV,  Colum- 
bia. S.  C.  has  the  head  of  the  mar- 
keting department  at  the  I  niversity 
of  S.  C.  directing  a  survey  of  the 
area,  to  be  sent  to  advertisers  and 
their  agencies  .  .  .  KTTV,  Los  An- 
geles, says  it  was  the  tv  sweepstakes 
winner  in  the  Tournament  of  Roses 
Parade  New  Year's  Day.  capturing  a 
first  in  the  ratings  race. 


On  the  personnel  front:  D.  A. 
Noel,  named  general  manager  of 
WHBQ-TV,  Memphis  .  .  .  Claud 
O'Shields,  to  general  manager  of 
WECT,  Wilmington.  N.  C Rich- 
ard Foerster,  to  sales  manager  of 
WISN-TV,  Milwaukee  .  .  .  Alvin 
Flanagan,  elected  v.p.  and  general 
manager  of  KCOP  Tv  Corp.,  Los  An- 
geles .  .  .  George  Freeman,  to  news 
director  of  WNBF-AM-FM  &  TV, 
Binghamton,  N.  Y.  .  .  .  Paul  Mills 
has  resigned  as  Midwest  tv  sales  man- 
ager in  Westinghouse  Broadcasting 
Co.'s  Chicago  office.  ^ 


initial  order  of  2,750  cases  from  one 
of  the  largest  chains,  hitherto  a  non- 
Marv  Ellen's  distributor.  ^ 


SPOT  TV  STAR 

[Cont'd  from  page  33) 

Soon  Burrud  knew  some  facts  he 
might  brush  up  against:  the  usual 
practice  in  the  jam  and  jelly  business 
is  an  advertising  allowance  to  stores 
for  a  mention  in  their  advertising. 
Mary  Ellen's  was  offering  a  52-week 
campaign  instead  with  a  case  allow- 
ance for  point-of-sale  displays. 

Fortunately,  Los  Angeles  was  the 
practice  territory.  That  was  where  a 
26-week  tv  test  I  with  a  local  travel 
adventure  package,  Wonders  of  the 
World)  had  saved  Mary  Ellen's  dis- 
tribution and  made  good  friends  of 
the  very  chains  that  were  threatening 
to  drop  the  brand. 

But  during  the  test  all  deals,  coop- 
erative advertising,  in-store  promo- 
tions were  eliminated  so  that  all  sales 
would   reflect  tv  advertising  alone. 

Now  it  was  an  all-out  push  for  in- 
store   support. 

The  average  number  of  calls  was 
four  to  five  a  day.  But  Whitehead  re- 
ports that  in  Salt  Lake  six  out  of  10 
new  accounts  were  opened  in  one  day 
as  a  result  of  the  four-way  pitch. 

Elsewhere,  the  biggest  coup  was  an 


CHAMPALE 

[Cont'd  from  page  36) 

is  limited  to  brewery  products," 
Hertzberg  says.  "We  saw  a  golden 
opportunity  for  Champale  to  exert  its 
glamour  appeal.  So  copy  was  direct- 
ed to  the  tavern  crowd:  'the  perfect 
drink  for  your  evening  out'.  Our 
heaviest  merchandising  in  these  states 
was  to  taverns." 

Economy  was  the  keynote  in  New 
York  City  at  the  start.  At  first,  the 
schedule  was  confined  to  Negro  sta- 
tions. In  1955,  a  music  and  news 
station  was  added  with  a  conviviality 
and  party  aspect  featured.  Feelers  to 
the  Spanish  market  went  out  with  a 
schedule  on  a  Spanish-language  sta- 
tion. It  is  now  part  of  the  over-all 
schedule.  Late  last  year,  WQXR  was 
added  to  the  list.  Even  the  classical 
music  listener,  it  was  reasoned,  could 
be  reached  with  an  economy  story  if 
this  becomes  one  of  the  many  "spe- 
cial'" benefits  of  the  product. 

Standard  to  all  copy  is  the  empha- 
sis on  stemmed  glasses,  the  economy 
of  "four  generous  servings"  and, 
more  and  more,  the  young  married 
market.  No  single  copy  slant  is  ever 
pushed  too  far,  stresses  account  super- 
visor Sanford  L.  Hirschberg,  Don- 
er and  Peck  executive  v.p.  He  cites 
the  "party  corner"  as  one  trap  to  be 
avoided  in  order  to  keep  the  appeal 
as  broad  as  possible  to  the  specific 
targets  at  which  Champale  aims. 

A  jingle  was  devised  as  a  linking 
device  in  1956  by  Peck  (which 
merged  with  W.  B.  Doner  and  Co. 
in  September,  '58).  The  20-second 
jingle  is  used  as  standard  intro  for  a 
60-second  spot,  the  favored  length. 

Rapid  change  of  pace  will  also  sug- 
gest new  and  varied  uses.  The  ac- 
count's creative  director  Mike  Reese 
cites  a  recent  example:  Christmas 
copy  was  pulled  on  all  stations  on  25 
December  and  a  single  piece  of  "toast- 
the-New  Year"  copy  substituted  in 
all  markets  for  five  days  (26-31  De- 
cember ) . 

"Ratings  become  particularly  sig- 
nificant when  your  buys  are  pin- 
pointed to  this  extent,"  says  Hirsch- 
berg. "Since  we  know  what  market 
we're    after,    ratings    within    specific 


groups  become  more  meaningful.  We 
can  shift  schedules  on  a  station  itself 
to  take  advantage  of  better  ratings." 

Another  reason  for  shifting  sched- 
ules on  a  station,  according  to  Cham- 
pale admen,  is  to  reach  different  in- 
dividuals in  the  same  audience  group. 
"You  can  exhaust  a  nighttime  audi- 
ence, on  a  specialized  station  particu- 
larly," notes  Champale's  Benjamin 
Hertzberg.  "when  virtually  the  same 
tastes  are  being  overlooked  in  the 
afternoon.  Capturing  a  new  group  in 
the  same  audience  can  only  be  ac- 
complished in  a  broadcast  medium." 

"Saturation"  is  accomplished  in  an 
unusual  way  when  markets  are  ad- 
jacent and  tastes  are  similar.  A.e. 
David  A.  Neuman  points  to  a  recent 
Baltimore-Washington  campaign.  A 
Negro-appeal  station  in  Washington, 
a  Negro-appeal  and  music-and-news 
station  in  Baltimore  were  bought  with 
schedules  that  dovetailed.  Result  of 
a  six-months  test  was  a  20%  distribu- 
tion increase  in  the  area. 

"We  never  advertise  for  less  than 
six  months  in  a  market,"  says  Hertz- 
berg. "We  may  shift  the  schedules 
to  cut  costs,  increase  circulation  or 
find  new  members  in  the  same  audi- 
ence. But  we  rarely  pull  advertising 
till  it's  had  a  chance  to  take  hole 
and  show  a  distribution  gain." 

Following  this  pattern,  Champale 
has  expanded  its  distribution  from  31 
to  40  states,  its  distributors  from  300 
to  400  in  four  years. 

Because  the  product  "concept"  is 
so  important,  a  brewery  representa- 
tive works  in  a  new  territory  from 
the  beginning,  educating  the  distribu- 
tor and  the  sales  force. 

Hertzberg  was  no  stranger  to  broad- 
cast advertising  when  he  launched 
Champale  in  the  medium  in  195$, 
Metropolis  Brewery,  founded  in  1933 
by  his  father,  Louis  Hertzberg,  also 
produces  Regent  Beer  which  uses  ra- 
dio and  tv  in  Norfolk,  Va. 

The  Hertzbergs,  including  Benja- 
min's brother  Abraham,  also  own  Na- 
tional Brewery,  Ltd.  in  Nathanya,  Is- 
rael and  Old  Dutch  Brewery,  South 
Africa,  Ltd.  in  Johannesburg. 

Size  of  the  Hertzberg's  overseas  op- 
eration can  be  roughly  deduced  from 
the  fact  that  in  1954,  25,000  cases  ol 
Abir  brand  beer  were  brought  fror 
Israel  fur  -ale  through  Champale's 
distributors  throughout  the  U.S.  This 
is  reportedly  the  largest  single  ship! 
ment  of  imported  beer  ever  broughj 
into  this  country. 
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PERSONALITY 
PROGRAMMING 

KHJ-TV  with  its  outstanding  new 
roster  of  live  personalities  is  chang- 
ing the  television  buying  and  view- 
ing habits  of  Southern  California. 

Such  nationally  known  names  as 
Oscar  Levant,  Don  Sherwood  and 
John  J.  Anthony  plus  such  popular 
Los  Angeles  names  as  John  Willis, 
Walker  Edmiston  and  "Engineer 
Bill"  Stulla  are  selling  more  prod- 


uct for  more  advertisers  than  ever 


before.  Why?  Because  these  per- 
sonalities are  live  and  local... 


Southern  Californians  know  them 


and  respond  to  their  recommenda- 
tions in  a  way  that  makes  cash  reg- 
isters ring  as  never  before. 

When  buying  Los  Angeles  televi- 
sion, take  advantage  of  the  phe- 
nomenal selling  "plus"  that  comes 
with  Personality  Programming . . . 
on  the  Los  Angeles  station  with 
more  live  television  personalities 
than  any  other. 

KHJ^TV 

LOS    ANGELES 


Represented  by  H-R  Television,  Inc. 
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SPONSOR    ASKS 

{Cont'd  from  page  45) 

daily  with  a  circulation  of  approxi- 
mately 500,000.  Now  compare  what 
the  cost  of  a  full  page  will  buy  and 
what  the  same  money  will  buy  on  13. 
The  page  could  cost  approximately 
$3500  and  would  reach  (according  to 
Starch  I  about  40'^  of  the  paper's 
1,000,000  readers  or  400,000  people. 

Thirty-five  hundred  dollars  would 
buy  roughly  25  one-minute  spots  on 
WNTA-TV  and,  with  an  average  rat- 
ing of  just  3.0,  we  reach  135,000 
homes  per  spot  for  a  total  of  3,375,- 
000  homes.  This  is  17  times  more 
reach  than  the  newspaper  gives. 

To  magnify  the  comparison  fur- 
ther, S3,500  would  buy  140  I.D.'s  on 
our  R.O.S.  Plan  (just  to  make  a 
point,  not  that  we'd  sell  that  many  to 
one  advertiser)  giving  the  advertiser 
a  staggering  total  of  38,000,000  im- 
pressions. Putting  it  another  way,  a 
dollar  buys  10,800  people  on  our  tv 
station  whereas  a  dollar  buys  a  total 
of  114  people  in  the  newspaper.  Com- 
parison?   Hah!    There  just  ain't  any. 

Harry  Mooradian,  commercial  man- 
ager, KGBT  &  KGBT-TV,  Harlingen,  Texas 

The  best  way  I  can  think  of  to  sell 
against  newspapers  is  to  completely 
ignore  them  and  pitch  all  of  your 
own  media  advantages,  giving  strong 
points  where  only  television  can  qual- 
ify, or  in  the  case  of  radio,  where 
only  radio  can  qualify. 

Radio  has  many  advantages  over 
newspapers,  such  as:  a  personally 
delivered  message  which  is  alive;  it 
has  inflection,  action,  sound  and  au- 
thoritativeness  when  done  by  that 
favorite  local  personality.  Only  the 
sponsor's  message  can  be  heard  at 
any  one  time.  Changes  can  be  made 
as  easily  as  the  weather  and  where 
or  how  else  can  an  on-the-spot  broad- 


Tv  cost-per- 
1,000  low 
compared  to 
newspaper 


cast  be  done  as  easily  and  as  uncom- 
plicated as  with  radio! 

Television  has  many  advantages 
over  newspaper,  especially  in  my  par- 
ticular area,  the  Rio  Grande  Valley 


of  Texas.  It  has  over  twice  the  num- 
ber of  tv  sets  as  the  total  combined 
circulation  of  all  three  daily  papers. 
Television  is  also  more  versatile,  time- 
ly,  and    reaches   more   people. 

In  summary,  television  and  radio 
cost-per-1,000  is  so  low,  compared 
with  any  other  media  in  the  Rio 
Grande  Valley,  that  it  makes  selling 
against  newspapers  purely  economic 
— we  give  more  for  less! 

William  L.  Putnam,  pres.  and  general 

mgr.,    Springfield    Television    Bdcstg.    Co. 

[WW LP,   Springfield,    WRLP,    Greenfield, 

WWOR-TV,  Worcester,  Mass.) 


We  think 
we  sell  better, 
our  adver- 
tisers agree 


Not  having  the  good  fortune  to  op- 
erate in  a  city  in  which  the  newspa- 
pers and  the  tv  stations  get  along 
amicably,  we  sell  hard  and  fast 
against  our  local  press  and,  believe 
me,  its  a  cinch. 

All  of  the  newspapers  in  the  Con- 
necticut Valley,  our  viewing  area,  are 
linked  in  common  ownership  with 
our  local  competition  and  consequent- 
ly the  use  of  either  my  name,  the 
WWLP  call  letters  or  absolutely  any- 
thing to  do  with  the  station  from  a 
promotion  or  personality  standpoint 
is  strictly  verboten  .  .  .  and  I  mean 
verboten. 

The  local  newspaper  monopoly  has 
helped  rather  than  hindered  us  be- 
cause of  the  ridiculous  nature  of 
their  editorial  policies  and  their  ef- 
forts to  harm  our  operation  during 
its  early  stages.  Due  to  our  continu- 
ing campaign  to  provide  top  live  pro- 
grams concerning  the  growth  of  the 
community  and  the  importance  of  the 
various  local  industries  that  make  our 
economy  workable,  the  businessmen 
and  the  viewing  audience  in  our  area 
know  that  they  will  get  accurate  and  \ 
unbiased  news,  expert  weather  fore- 
casts, friendly  interviews  of  interest 
to  the  community,  editorials  that  the 
community  have  a  voice  in,  etc. 

We  feel  that  we  sell  better,  pro- 
gram better,  and  get  to  the  people 
better  than  any  other  medium  in  the 
Connecticut  River  Valley.  Our  adver- 
tisers think  so,  too. 
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To  sell  Indiana, 

you  need  both 

the  2nd  and  3rd 

ranking  markets. 


YOU  NEED  TWO  TO  REALLY  GO 

in  Indiana! 


Advertisers  anxious  to  gather  speed  in  Indiana,  ride  double 
into  this  lively  sales  place.  They  sweep  across  two  major 
markets  —  Fort  Wayne  and  South  Bend  -  Elkhart  —  on  one 
combination  fare  which  saves  10%.  They  thus  "cut  the  ice" 
in  a  rich  interurbia  of  340,000  TV  homes — bigger  than  T.  A.'s 
43rd  market*.  Over  1,688,000  people  —  more  than  Arizona, 
Colorado  or  Nebraska.  Effective  Buying  Income,  nearly  $3 
billion  —  and  it's  yours  with  just  one  budget-saving  buy! 

*Sources:    Television   Age,  May   19,  1958;   Sales   Management 
Survey  of  Buying  Power,  May  1958. 
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KOSI    put   the 
DARNDEST    SOCK 
in   Denver   Radio 


KOSI's  well-rounded  sound  appeals  to  every 
member  of  the  -family  .  .  .  keeps  KOSI's  huge 
adult  listening  audience  on  a  continuous  buying 
spree  in  Denver.  No  double  spotting  assures 
maximum  impact. 

Take  advantage  of  the  10%  combination  dis- 
count when  you  buy  both  KOBY  and   KOSI. 

5000  Watts 
Denver  is 

KOSI-land! 

See   Your    Petry    Man 

WGVM-Greenville,  Miss. 
KOBY  in  San  Francisco 

Mid -America   Broadcasting  Co. 
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where  he  served 


Tv  and  radio 
NEWSMAKERS 


Ceorge  Chatfield,  formerly  executive  v.p. 
of  William  Esty  Co.,  has  joined  Benton  & 
Bowles  as  senior  v.p.  and  member  of  the 
board  of  directors  and  plans  board,  accord- 
ing to  an  announcement  by  B&B  president. 
Robert  Lusk.  A  veteran  of  19  years  (1928- 
47)  with  Lever  Bros.,  Chatfield  had  been 
with  Esty  since  1952,  where  he  supervised 
the  Colgate,  Sun  Oil,  Chesebrough  Ponds 
to  that  he  was  associated  with  Kenyon  &  Eckhardt, 
as  v.p.  and  plans  board  member  from  1947  to  1950. 


Lloyd  B.  Taft  has  been  named  general 
manager  of  WBRC,  Birmingham,  Ala.  He 
was  formerly  in  management  and  sales  at 
WTVN,  Columbus.  0.  Both  stations  are 
owned  by  Radio  Cincinnati.  Taft,  son  of 
the  late  Sen.  Robert  Taft,  and  grandson  of 
the  late  president  William  Howard  Taft,  is 
a  graduate  of  Taft  School  and  Yale  Uni- 
versity. Prior  to  joining  Radio  Cincinnati, 
he  was  executive  v.p.  of  the  Cincinnati  Times-Star.  In  his  new  posi- 
tion, Taft  succeeds  R.  Bevington,  who  moves  to  WKRC,  Cincinnati. 

S.  B.  Tremble  has  been  appointed  station 
manager  of  KCM0-TV,  Kansas  City.  He 
has  been  with  the  station  since  1946,  start- 
ing there  as  program  director  for  KCM0 
radio.  When  Channel  5  went  on  the  air  in 
1953,  Tremble  was  named  program  direc- 
tor of  the  tv  station.  In  March,  1954,  he 
was  promoted  to  commercial  manager.  Also 
appointed,  was  Richard  W.  Evans.  He 
becomes  station  manager  of  KCM0.  KCM0-AM,  TV  &  FM  and 
Muzak,  are  affiliated  with  the  Meredith  Publishing  Co.,  Des  Moines. 

Edward  J.  Hennessy  has  been  appointed 
gen.  sales  manager  of  WAVY-TV,  Norfolk- 
Portsmouth.  His  radio/tv  career  began  14 
years  ago,  as  sports  announcer,  for  WRBL, 
Columbus,  Ga.  After  three  years,  he  moved 
to  WGBA,  Columbus  as  radio  sales  man- 
ager. Hennessy's  first  tv  experience  was  as 
gen.  sales  manager  of  WTVM,  Columbus. 
In  1954,  he  went  to  West  Palm  Beach, 
where  he  helped  put  WEAT-TV  on  the  air. 
sales  manager,  and  most  recently,  general  manager  of  that  station. 


He  later  became  gen. 
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TAMPA - 

ST.  PETERSBURG 
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Station  on  the  move . . . 


llfflfV 


Under  the  $22,000,000  Sunshine  Skyway  pass  huge  tankers 
that  supply  fuel  oil  to  TAMPA  -  ST.  PETERSBURG  industrial 
locations  ...  as  industry,  in  turn,  routes  truck  fleets  of 
products  across  the  Skyway  —  out  of  the  MARKET  ON  THE 
MOVE  to  points  throughout  Florida  and  the  nation 

The  fabulous  Sunshine  Skyway  .  .  .  over  15  miles  of 
bridge  and  causeway  connecting  the  Tampa  Bay  area  with 
South  Florida  .  .  .  signifies  another  giant  step  forward  in 
the  MARKET  ON  THE  MOVE  —TAMPA  -  ST.  PETERSBURG. 

And  in  the  heart  of  this  vibrant,  active  market  is  the 
station  on  the  move  — WTVT —  first  in  total  share  of  audi- 
ence* with  30  of  the  top  50  programs.*  WTVT,  with  highest- 
rated  CBS  and  local  shows,  blankets  and  penetrates  the 
MARKET  ON  THE  MOVE . . .  TAMPA  -  ST.  PETERSBURG. 

*fotest  ARB 


TAMPA  -  ST.  PETERSBURG 


The  WKY  Television  System/lnc. 


WKY-TV 

Oklahoma  City 


WKY- RADIO 

Oklahoma  City 


WSFA-TV 

Montgomery 
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The   Role  of  the   Station  Representative 

Agency  men  and  advertising  managers,  especially  those 
who  are  not  directly  concerned  with  time  buying,  will  do  well 
to  re-read  and  ponder  the  article  in  last  week's  sponsor  titled 
"How  stations  rate  'rep'  services." 

Outside  of  agency  media  departments,  too  little  is  known 
in  the  advertising  world  of  the  many  types  of  services  per- 
formed by  the  national  representatives  of  radio  and  tv  stations. 

These  services  (a  recent  sponsor  survey  showed  no  less 
than  42  of  them,  in  addition  to  straight  selling)  frequently 
enable  a  representative  to  make  valuable  contributions  to  the 
advertising  and  marketing  of  almost  any  type  of  product. 

Because,  today,  he  works  so  closely  with  his  station  clients, 
the  station  representative  has  a  far  more  detailed  and  thor- 
ough knowledge  of  markets  and  regional  conditions  than  he 
ever  had  in  years  past. 

To  account  men,  marketing  men,  and  advertising  managers, 
as  well  as  to  the  time  buyers  and  media  directors  with  whom 
he  is  in  more  constant  contact,  he  can  be  a  source  of  much 
valuable  help. 

One  penalty   of  leadership 

This  past  week  we  talked  with  the  tv  networks  about  the  re- 
actions of  drug  advertisers  to  the  new  NAB  code  ban  on  por- 
traying doctors  in  tv  commercials. 

According  to  network  officials,  the  principal  complaint  by 
these  advertisers  was  that  tv  had  set  up  a  code  that  was 
"stricter  than  that  of  magazines  or  newspapers." 

This  is  undoubtedly  true.  Despite  the  many  complaints 
about  tv  commercials,  the  fact  is  that  the  industry's  standards 
are  higher  than  those  of  95%  of  all  the  print  media. 

We  believe  that  this  difference  in  standards  is  entirely 
right,  and  entirely  justified.  It  is  not  merely  a  penalty  of 
leadership,  but  a  frank  admission  that  tv's  power  is  far  more 
personal  and  immediate  than  that  of  the  printed  page. 


THIS  WE  FIGHT  FOR:  A  recognition  by  the 
tv  industry  that,  as  America's  No.  1  national 
medium,  it  must  now  assume  the  burden  for  ad- 
vertising statesmanship,  that  was  once  held  by 
the   newspapers  and   later  by  the   magazines. 
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lO-SECOND  SPOTS 

Bedlam:  A  subscription  to  sponsor  I 
from  an  adman  came  in  carefully 
hi  In  I  out  with  name,  agency  and  ad- J 
dress.  Only  discordant  note  was  what  | 
the  adman  had  written  on  the  line  i 
designating  his  department:  "Psycho 
Ward." 

Pilgrims'  Progress:  H-R  Reps' Frank 
Pellegrin  and  family  made  a  "pil- 
grimage" to  Ireland,  highlights  of 
which  his  children  reported  diary- 
style  in  a  12-page  printed  brochure. 
Among  the  more  illuminating  pas- 
sages was  this  one  on  Blarney  Castle 
by  11-year-old  Danny  Pellegrin:  "We 
have  explored  Blanary  Castle  which 
is  a  mess  of  passages." 

Too  much:  WKY,  Oklahoma  City, 
inaugurates  a  new  daily  series,  Serv- 
ice for  Salesmen.  According  to  a 
WKY  release,  "This  public  service 
feature  will  permit  wives  of  Travel- 
ing Salesmen  to  reach  their  husbands 
with  emergency  messages."  Sounds 
more  like  a  disservice  to  us. 

Tv  freeze:  A  recent  letter  from  an 
ad  agency  media  department  to 
sponsor  Reader's  Service  requested 
the  total  population,  average  number 
of  persons  per  tv  home,  and  estimated 
number  of  tv  sets  for  Greenland.  No 
doubt  trying  to  figure  Cost-per -Igloo. 

Delayed  action:  Card  received  at 
Christmas  by  an  agencyman  from  a 
station — "It  isn't  everyone  who  can 
enjoy  Christmas  Day  twice  during 
the  same  season,  but  this  year  yoi 
can.  Because  of  its  very  special  fea- 
tures, the  Gift  which  we  selected  for 
you  is  still  in  the  process  of  being 
manufactured  .  .  ."  Do  your  Christ- 
mas shopping  earlier. 

Blend:  A  tv  news  program  endei 
with  these  words,  "The  dogs  brok 
away  and  raced  crazily  through  a 
field  of  tobacco."  Came  the  commer 
cial:  "Does  your  cigarette  taste  dif- 
ferent lately?" — Charles  V.  Mathis 

Erudite:  In  promoting  its  animate 
commercials  service,  Gene  Deitch  As- 
sociates,  New  York,  has  taken  tc 
parodies  on  a  print  ad  campaign — 
"Great  Ideas  of  the  Western  World.' 
Sample  thought:  "People  are  prett) 
much  the  same  the  world  over;  yoi 
can  sell  them  all  corn  flakes." 
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^y  f    WITH  THIS  EXCITING,  BIG         ^ 


WITH  THIS  EXCITING,  BIG 

7&V/M 1GM ContesK 

VACATION  TRIPS  TO 

LAS  VEGAS  or  NEW  YORK 

^\  First  Prizes  in    Q  Separate  Contests  —   ^J  Winner 


contest 


,,      kmBC  "Swing  Girl."  Show 
t-i„-:.!«„  and  Radio  in  Kansas  Uty 


Television  ar 


copy 
contest 


Suggest  a  campaign  theme  for  trade  advertising  to  s   i 
outstanding    leadership    of    KMBC    Television    and/or   VW 
Radio  in  Kansas  City.  Show  how  you'd  tell  the  story  in 
line,  slogan,  special  display  lines  and  body  copy. 


media 
contest 


Pr0ve  why  you'd  use  KMBC-KJRM  ^J$™X%£ 

^t:iT«%T^  recommendations  for  o 
Lodcast  campaign,  with  reasons  why. 


RULES.      1-   Everyone  is  eligible.      2.   Submit  your  entry  in   whatever  form 
There  are  no  special  physical  requirements.     3.  Mail  entry  to:  "Ad  Contest,  Ki 

6  Central,    Kansas    City   5,    Missouri."      4.    Get   your   entry   to    us    by    Feb. 
5.   Judges'   decisions   are   final.      6.    Duplicate   prizes   will   be   awarded   in  ca 

7  All   entries   become   property  of   KMBC   Broadcasting   Company       8.  Winne 
notified   March    1       9.   Prize  trips  are  to   be   made  this  year 

WIN  A  LUXURY  VAC  ATI 

. .  .in  the  City  or  in  the  Sun  - 

A   FULL   WEEK   AWAY   FOR    REST   AND 

kiriif  VODLf     _A  fu"  weel<  in  the  worlds  grea 

lid  I  I  UlllV         Your  vacation  includes  round-trip 

tation   by  air,  wonderful   meals,   and   deluxe  accommodation 
Hotel  New  Yorker  in  midtown  Manhattan. 


JUDGES: 

LIOYD  GRIFFIN,  Vice  President,  Peters,  Griffin  &  Woodward 
CLIFF  BRATTEN,  Advertising  Manager,  Cook  Paint  &  Varnish  Co 
DON  DAVIS,  President,  KMBC  Broadcasting  Company 


LAS  VEGAS 


C& 


r«j2J> 

Peters. Griffin, 
Woodward,  nc 

Extlulirt  NMthmml  Refrtunlalii 


OR 

—Plush  playing  for  7  debilitating  dc 
fabulous  Desert  Inn,  with  all  of  yoi  I 

drinks,   golf  and    pool    privileges   "on   the   house."   Vacation    j 

round-trip  transportation  by  air 


In  Kamas  C*»  the  Sm'"f/  is  "'    K  M  B  C  "T  V 

Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 


DON  DAVIS,  President 
JOHN  SCHILLING,  Executive  V 
GEORGE  HIGGINS,  Vice  Pres.  i 
MORI  GREINER,  Manager  of  Te 


and  in  Radio,  it's  KMBC  ^  Kansas  City— KFRM^  the  State  of  Kansas 
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MOVIE  ^ 
SPECTACULAR 

Paramount  •  MGM  •  Warner  Bros.  •  United  Artists 


STATION  B 

dSm  d£  m  ^7    /O 


December  ARB    10  PM  -  MIDNIGHT 


oi  Katz  man  for  further 
a  iating  Trendex  and 
occidental  ratings.  He 
la-omplete  information 
""•ling  minute  availabili- 
'  'jOvie  Spectacular." 


ABC-TV 


II 


wren-TV 


MINNEAPOLIS  -  ST.  PAUL 


$500  MILLION 
PLAN  FOR 
SPOT  RADIO 

sponsor  outlines  a 
new  over-all  plan  to 
build  spot  radio  vol- 
ume, FIRST  OF  A  SERIES 

Page  31 

Why  these  three 
companies  hitch 
couponing  to  tv 

Page  36 

K&E's  Bud  Sherak 
wants  the  figures 

on  markets  reache 

Page  38 

SPONSOR'S  semi- 
annual index- 
second  half,  1958 

Page  43 


DIGEST  ON  PAGE 


REACH 

MAKES  THE  DIFFERENCE 

Take  a  full-court  view  of  Omaha  tele- 
vision for  example.  Here,  the  Metro 
Area  Rating  gives  only  part  of  the 
score. 

A.  C.  Nielsen  and  Co.,  however,  com- 
piled total  audience  in  their  first  Oma- 
ha Nielsen  Station  Index  in  November. 
Nielsen  found   KMTV  has  plenty  of 

reach;  EN0U6H  jq  DELIVER  MORE 
TELEVISION  HOMES  IN  MORE 
QUARTER  HOURS  THAN  ANY  OTHER 
OMAHA  STATION! 

This  is  no  surprise.  NCS^:3  had 
shown  that  KMTV  has  more  total  set 
circulation  weekly,  daily,  day  and  night 
than  any  other  Omaha  station! 
Wise  advertisers  get  the  highest  scores 
and  the  lowest  cost-per-thousand  when 
they  buy  KMTV. 
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DIGEST  OF  ARTICLES 


SPONSOR'S  $500  million  spot  radio  plan 

31     I"   this   issue,   sponsor   begins   a   series   of  weekly   articles   outlining   a 
new.  over-all  plan  to  build  spot   radio  volume  to  $500  million  by   1963 


Clip  a  coupon  off  a  tv  screen? 

36    They  said  it  couldn't  be  done — and  it  can't;  but  here's  how  some  enter- 
esting  campaigns   used   tv   to  support   couponing  in  a  number  of  ways 

Parti-Day  test  sales  hit  new  peak 

38    After  slow  last  half  of  Dec,  Parti-Day  shows  largest  15-day  period  since 
Green  Bay  tv  test  began.    Milwaukee  broker  reports  1595,  cases  shipped 

What's  needed  in  broadcast  research? 

38     Bud    Sherak,    K&E   research   chief,   lists   three    problem    areas.    Among 
them:    percent   of  a   product's   market   represented   by   show's   audience 

Alcoa  solves  marketing  problems  with  radio 

40     Complex  radio  buys  are  designed  to  promote  products  of  Alcoa  customers 
with    dealer   tie-ins;    network,   regional   and   spot   pattern    will   be   used 

Radar  now  spicing  tv  weather  programs 

42  More  stations  reported  installing  radar  equipment  so  viewers  can  "see 
weather  in  the  making."    Radar  interpretation  brings  personnel  problem 

SPONSOR— the  second  half  of  1958 

43  The  semi-annual  index   of  personalities,  features,  case  histories  broken 
down   in   alphabetical   categories   for  easy   reading — and   easy  reference 


sponsor  asks:    What  are  the  latest  techniques  in  tv 
film? 

56    As  advertisers'  requirements  become  more  demanding,  film  men  report 
the   latest    production   methods   being   used   to   secure   viewer   attention 
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FARM  LAD  MAKES  HAY  WHILE  SUN  SHINES 
...  in  the  Land  of  Milk  and  Honey! 


5K 


L 


Our  Wisconsin  farm  families  are  distinguishable  today  only  by 
added  incomes!  This  is  truly  the  bountiful  Land  of  Milk  and  M 
Thousands  of  big  dairy  farms  .  .  .  scores  of  clean  small  cities 
400,000  TV  families  enjoying  CBS-ch.  2  television. 
We'll  do  a  hay-maker  of  a  job  for  you! 


Haydn  R.  Evans,  Gen.  Mgr.Rep.   Weed  Television 
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There's  WWtJ^L  1*    in  Jacksonville,  where  the  lookout 
on  the  beaches  isn't  even  as  exciting  as  the  business 

outlook.  Printers'  Ink  sums  it  up:  "An  economically 
balanced  community,  its  trends  point  to  one  direction 

only  and  that's  up."  Our  closest  competition  in  this 
booming  regional  center  reaches  less  than  half  the 
66  counties  covered  by  WJXT  in  South  Georgia  as  well 
as  Northeast  Florida.  Even  inside  Jacksonville  itself, 
WJXT  earns  a  thundering  lead  of  69%  mornings, 
90%  afternoons  and  71%  at  night!  In  terms  of 
TV  sets:  110,000  more!  In  terms  of  weekly  audience: 
llA  times  more!  In  terms  of  top  shows: 

33  out  of  40  (and  all  10  of  the  top  local  shows). 

In  any  terms,  there's  more,  much  more  to  .  .  . 


WJXT© 


JACKSONVILLE,    FLORIDA 


An  affiliate  of  the  CBS  Television  Network 
Represented  by  CBS  Television  Spot  Sales 

Operated  by  The  Washington  Post  Broadcast  Division: 

WJXT  Channel  4,  Jacksonville,  Florida       WTOP  Radio  Washington,  D.  C.       WTOP-TV  Channel  9,  Washington,  D. 


I 


Were  No.  1  in 
Jacksonville 

"but  that's  not 
enough!"  says 


Robert   R.   Feagin 
General  Manager 

WPDQ 
Jacksonville,  Fla. 


"For  over  two  years  the  two  major  rating 
services  have  found  WPDQ  Jacksonville's 
top  station.  This  is  gratifying  to  us  —  but 
we  know  agency  Time  Buyers  and  Adver- 
tisers want  to  know  more  than  the  rating 
story  before  placing  a  schedule  in  Jack- 
sonville. To  get  results  a  station  must 
have  listeners,  true — enough  to  get  good 
ratings  -but  those  listeners  must  be  alert, 
loyal,  and  active  in  the  community.  Alert 
to  catch  your  commercial  message — loyal 
enough  to  accept  the  station's  implied 
endorsement  of  your  product  and  act  on 
it. 

Here  at  WPDQ  we  consider  community 
stature  of  equal  importance  with  ratings. 
A  station  with  community  acceptance  at- 
tracts citizens  of  stature  as  listeners — 
alert  listeners — loyal  listeners — buying 
listeners!" 


COMMUNITY    STATURE    BUILDING 
FEATURES   AT   WPDQ    INCLUDE: 

•  Ten  times  daily  News  Director  Ed 
Grant  broadcasts  the  answers  to  im- 
portant community  questions  through 
the   actual    voice   of    local    authorities. 

•  WPDQ  News  Correspondents  report 
local,  state  and  national  news  direct- 
ly from  the  spot  where  news  is  hap- 
pening, while   it   is  happening. 

•  24  Hour  Service — Jacksonville  listen- 
ers keep  up  with  the  best  in  music, 
late  news  and  weather  anytime  of 
the  day  or  night  on  WPDQ,  Jackson- 
ville's  only   full    time    radio   station. 

•  WPDQ  is  owned,  operated  and 
staffed  by  mature,  professional  peo- 
ple—  leaders    in    community    affairs. 

Represented    by 
Venard,    Rintoul    and    McConnell 
James  S.  Ayers,  Southeast 


5000   Watts 


600   KC 


WPDQ 

Where  alert  listeners  tune  by  choice, 
not  by  chance  .... 


NEWSMAKER 
of  the  week 


The  Balaban  Stations  smashed  headlong  into  one  of  the  old- 
est and  knottiest  problems  of  radio  this  week.  Effective 
1  March,  advertisers  will  no  longer  have  to  worry  about  a 
competitor  getting  "it/io/esoZe"  what  they  pay  fidl  price  for 
— not  on  Balaban  stations.  From  now  on,  it's  one  rate  only! 

The  newsmaker:  Big,  dynamic  John  F.  Box,  41-year-old 
executive  vice  president  of  Balaban  Stations,  said  this  week,  "We 
feel  that  the  time  is  long  overdue  for  all  radio  stations  to  face  up 
to  the  fact  that  one  of  the  greatest  detriments  to  our  business  is 
the  existence  of  the  system  of  multiple  prices  for  similar  service. 
There  is  only  one  answer,  and  that  is  the  single  rate  card  for  all 
advertisers,  national,  local  and  regional." 

Making  the  answer  stick  could  cost  the  Balaban  Group  as  much  as 
$100,000  in  lost  billings  this  year.  But  the  big  stakes  are  never 
won  with  a  small  bet,  and  Box 
has  plunked  on  the  table  the 
integrity  of  three  strong  stations: 
WRIT,  Milwaukee;  WIL,  St. 
Louis,  and  his  own  namesake 
KBOX,  Dallas.  If  this,  the  first 
effort  by  a  station  group  to  smash 
the  wheeling-and-dealing  excesses 
of  unscrupulous  advertisers,  is  suc- 
cessful and  eventually  supported 
by  other  station  groups,  then  the 
whole  industry  stands  to  win. 

About  four  months  of  study  and 
agency  surveys  lie  behind  the 
decision  of  the  Balaban  operation 
to  set   up   a   single  rate  equitable 

to  all.  Some  advertisers,  accustomed  to  abusing  the  practice  of  local 
rates,  may  get  hurt,  but  the  majority  of  harrassed  media  buyers 
stand  to  gain.  This  is  demonstrated  by  a  conversation  Box  had  last 
week  with  a  top  agency  exec  representing  an  account  which  had 
been  one  of  the  big  ones  in  spot  radio  and  which  had  cut  back 
drastically.  "We  ran  into  so  many  inequities  and  complications  last 
year,"  he  said,  "that  we  just  don't  want  to  go  through  it  again." 

"I  don't  see,"  Box  told  sponsor,  "how  SRA,  RAB  and  NAB  can 
avoid  backing  up  this  move  to  make  spot  easier  to  buy." 

That  Box  is  the  logical  person  to  inaugurate  and  carry  through 
this  crackdown  on  chiseling  is  pretty  well  established  by  his  past 
record — not  only  at  Balaban  where  he  helped  move  WIL  (a  former 
net  affiliate)  to  Hooper  position  No.  1  in  less  than  a  year,  but  by  his 
spectacular  record  in  the  development  of  the  Bartell  stations  in  the 
five  years  from  1952  to  1957  when  he  was  exec  v.p.  there.  ^ 


John  F.  Box 
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NEWSMAKER  STATION  of  the  WEEK 

WZOfC  appoints    EASTMAN 


robert  e.  eastman  &  co., 


inc. 


national  representatives  of  radio  stations 


NEW  YORK: 

527  Madison  Avenue 
New  York  22,  N.  Y. 
PLaza  9-7760 


CHICAGO: 

333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-7640 


SAN  FRANCISCO: 

RussBldg. 

San  Francisco,  Cal. 

YUkon  2-9760 


DALLAS: 

211  North  Ervay  Bldg. 
Dallas,  Texas 
Riverside  7-2417 


ST.  LOUIS: 

Syndicate  Trust  Bldg. 
915  Olive  St. 
St.  Louis,  Missouri 
CEntral  1-6055 
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WGH  News  Satellites 
bring  the  news  as  it 
happens  where  It 
happens 


WGH  DJ's  broadcast 
from  all  over  Tide- 
water from  this  beau- 
tiful      mobile       studio 


WGH  is  radio  on  the 
Go  broadcasting  from 
one  of  Virginia's  largest 

shopping     centers 
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Nationally 
Represented 


JOHN 
BLAIR 

&    Company 


*  PULSE -TRENDEX 


Timebuyers 
at  work 


Bobbie  Landers,  John  \^ .  Shaw  Advertising.  Chicago,  feels  that 
the  broadcast  industry  should  initiate  a  public  relations  program  to 
elevate  its  prestige  and  standing  with  the  public.  "W  hen  I  tell  peo- 
ple I'm  connected  with  radio  and  television."  Bobbie  says,  "people 
regard  me  as  something  akin  to  a  two-headed  monster  and  ask  why 
I  can't  do  anything  to  eliminate 
all  the  commercials  on  the  air." 
Bobbie  points  out  that  no  other 
industry  has  ever  accepted  more 
fully  the  responsibility  of  being 
its  own  strict  censor,  and  that  the 
high  standards  maintained  are 
considered  its  heritage.  "But  is 
this  enough?"  she  asks.  "Other 
media  throw  rocks  at  broadcast- 
ing, editorial  and  otherwise,  and 
the  only  rebuttals  are  those  which 
appear  in  the  trade  press."  Bobbie 
thinks  one  way  the  industry  might  improve  the  public  attitude  would 
he  to  establish  education  scholarships  to  bring  young  people  into  the 
business  by  choice  rather  than  by  accident.  "Also,  if  more  stations 
would  take  editorial  stands  on  local  issues,  it  would  give  broad- 
casting the  same  kind  of  stature  and  prestige  of  the  newspapers."' 

Doug  Humm,  Charles  W.  Hoyt  Co..  Inc..  New  York,  points  to  the 
large  listening  potential  of  car  radio  as  just  one  indication  of  radios 
capacity  to  reach.  "Look  Magazine's  (May-June.  1957 1  National 
Automotive  Survey."  Doug  notes,  "reported  that  75*1-  of  the  cars 
on  the  road  have  radios.    Furthermore,  it  showed  that  73 %  of  I  .S. 

households  own  one  or  more  cars, 
which  means  that  of  the  50  mil- 
lion L  .  S.  homes.  36.5  own  cars. 
Single-car  households  come  to  83.1 
of  the  total,  multi-car  households 
come  to  17' f."  Travel  and  high- 
way figures  for  automobiles.  Doug 
says,  emphasize  the  listening  po- 
tential even  more.  In  1957,  ac- 
cording to  the  Automotive  Manu- 
gM  gfe||.  facturers     Assn.'s     report,     there 

were  3.5  million  miles  of  streets 
and  highways,  over  which  there 
were  525  billion  car  miles.  As  new  highways  are  built  over  the  next 
10  years,  Doug  feels  these  figures  will  increase  astronomically.  "Of 
course,  we  do  not  have  adequate  figures  on  radio  car  listening  even 
now."  Doug  says,  "but  even  a  conservative  estimate  would  indicate 
that  listeners  are  going  to  increase  in  proportion  to  the  car  miles.' 
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"Cannonball"  Mike  Malone 
one    of    the    rugged    men 
entrusted    to    maintain    the 
nation's  commercial  lifeline 
—  the  long-haul  truckers. 


•MOTION! 

tnse  moments  and  warm  hu 


IDENTIFICATION! 

The  empathy  of  real-life  people! 


Created  and  produced  by  Robert  Maxwell, 
famed  creator  of  Lassie, 

and  combining  for  the  first  time 
lynamic  action  adventure  and  intense  human  interest 
in  a  brand-new  series. 


INDEPENDENT 
TELEVISION 
CORPORATION 

488   Madison  Avenue  •   New  York  22  •    PLaza  5-2100 


Bartell  Family 


Radio 

Is 


Radio-Active 


It  is  not  a  background,  but  seeks  constantly  to  motivate 

participation,  response.  That's  why  the  alert  local 

news  coverage,  the  thoughtful  editorial  capsules,  the 

thorough  traffic  and  weather  services.  Activity  is  the 

essence  of  family  radio. 


Bartell  it  .  .  .  and  sell  it! 
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BARTELL 

FnmiLV 

RRDIO 

COAST  TO  COAST 
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AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 


12 


SPONSOR   •   24  JANUARY  1959 


Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 


SPONSOR-SCOPE 


24  JANUARY   1959 

Copyright   1958 

SPONSOR 

PUBLICATIONS  INC. 


It  begins  to  look  as  if  the  air  media  will  experience  one  of  their  healthiest 
summers. 

Some  of  the  top-rank  advertisers — according  to  agenc)  reports — are  toying  with  the  idea 
of  not  waiting  for  the  fall  to  step  up  their  commitments;  instead,  they'll  gel  off  a 
heavy  wave  or  two  during  the  summer. 

Note  this:  Budget-making — as  contrasted  with  a  year  ago — is  taking  place  in 
a  favorable  economic  climate. 


Here's  a  really  encouraging  sign  for  national  spot  radio:  MeCnnu-Eriekson  has 
recommended  to  Esso  that  it  resume  radio  in   15-20  markets. 

Esso  right  now  is  using  36  radio  stations  in  32  markets;  the  proposed  addition  would 
get  the  list  up  to  around  50. 

On  the  tv  side,  Esso  is  using  46  stations  in  46  markets.  The  program  format: 
37  stations,  news;  8  stations,  weather;  1  station,  half-hour  film. 

Principal  reason  for  the  radio-expansion  suggestion:  the  out-ol-homc  audience. 


Tv  reps  were  kept  on  the  hop  this  week  lining  up  availabilities  for  several  heft) 

pieces  of  new  business.    Among  them: 

NATIONAL  ASSOCIATION  OF  INSURANCE  AGENTS  (Doremus)  :  A  weekly  five- 
minute  program  of  news  or  weather,  starting  2  March  and  running  through  August  in  what 
could  well  be  over  150  markets. 

AVON  COSMETICS  (Breher)  :  A  flock  of  new  markets  are  being  added,  with 
schedules  averaging  10  spots  a  week.  Budgets  will  be  increased  in  February  and  much  of 
the  business  will  be  moved  back  into  prime  time. 

BISSELL  CARPET  SWEEPER  (Burnett)  :  Using  daj  and  night  minutes  in  80  mar- 
kets for  13  weeks,  stressing  the  Shampoo  Master. 


The  debate  over  the  single  rate  could  have  a  lot  to  do  with  the  present  lag  in 
new  business  for  national  spot  radio. 

Several  agency  media  directors  in  the  past  two  weeks  have  indicated  to  SPONSOR-SCOPE 
that  they  had  clients  who  were  holding  off  making  spot  radio  commitments  until  it 
became  clear  where  the  local  vs.  national  rate  situation — at  least  in  the  key  markets 
was  headed. 

Another  pertinent  observation  from  the  same  sources:  Clients  have  been  wondering 
about  the  impact  of  CBS  Radio's  Program  Consolidation  Plan. 

In  any  event,  the  general  impression  garnered  from  media  people  is  thai  the  slowdown 
in  spot  radio  is  basically  psychological  and  probabl)  will  turn  oul  to  be  of  short 
duration. 


National  spot  tv,  on  the  oilier  hand.  keeps  moving  along  at  a  bright  clip. 

A  cross-check  of  reps  this  week  brought  the  general  prediction  that  this  month  maj 
prove  to  be  a  record  January  in  new  business  hooked — and  perhaps  in  current  hill- 
ings, too. 

Rather  unusual  about  the  business  that's  been  coming  in  this  month:  The  starling 
dates  mostly  have  been  for  January. 
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SPONSOR-SCOPE  continued 


National  spot  radio  took  a  nice  spurt  this  week.  And  happily  a  couple  of  auto- 
motives  were  on  the  list  of  new  business. 

Among  the  week's  accounts — note  that  they're  all  using  flights — were: 

FORD:  A  three- week  campaign,  via  JWT,  in  the  top  100-or-so  markets,  with  schedules 
depending  on  local  requirements. 

OLDSMOBILE:  Upwards  of  12  one-minute  spots  a  week,  through  D.  P.  Brother,  for 
three  weeks  in  65  top  markets. 

TRIG  (Bristol-Myers)  :  Two  four-week  flights,  via  BBDO,  in  February  and  June  in  top 
10  markets  at  the  rate  of  12  one-minute  spots  a  week. 

RED  HEART  DOG  FOOD:  Around  30  spots  a  week  for  four  weeks  in  115  markets 
through  John  W.  Shaw,  Chicago. 

NORTHERN  TISSUE:   Another  eight-weeks  in  around  40  markets,  via  Chicago  Y&R. 

Following  flights  in  test  markets,  Clinton  E.  Frank,  Chicago,  is  buying  schedules  on  a 
general  plan  for  Toni's  Bobbi-Pin  Curl. 

Judging  from  the  October  and  November  figures,  the  gross  billings  of  the  three  tv 
networks  for  1958  should  total  around  $565  million — 10%  over  1957. 

LNA-BAR  calculations  of  gross  time  for  November  1958,  released  by  TvB:  ABC  TV, 
$10,338,126,  up  27.9%  over  Nov.  1957;  CBS  TV,  $21,853,592,  up  2.1%;  NBC  TV,  $19,817,- 
075,  up  7.1%.  (Incidentally,  as  a  result  of  the  introduction  of  a  new  contiguous  rate, 
CBS  and  NBC's  November  grosses  were  slightly  lower  than  the  October  figures.) 

Media  planners  in  top  agencies  report  that  the  current  crossfire  over  values  be- 
tween the  newspaper  and  tv  interests  has  been  of  constructive  use  to  them. 

The  deluge  of  research  material  they've  been  getting  the  past  several  weeks  from  both 
sides  has  provided  quite  an  education  for  them  not  only  in  relative  costs  but  the  basic 
thinking  of  the  two  media. 

One  thing,  they  say,  that  stands  out  like  a  sore  thumb  is  the  low  cost-per-1000-home- 
impressions  of  spot  tv,  in  particular. 

This  has  been  offbeat  week  for  network  radio,  if  only  in  regard  to  the  amount  of 
listening  and  newspaper  attention  it  drew  with  a  couple  documentaries. 

The  programs:  CBS'  saga  of  the  place  of  the  call  girl  in  American  business  and 
the  tee-off  on  NBC's  Image  Russia  series. 

CBS'  documentary,  particularly,  captured  more  lineage — the  N.  Y.  Times  and  Herald- 
Tribune  each  devoting  about  a  column — than  any  tv  broadcast  has  since  the  Khrushchev  inter- 
view. 

Comment  heard  along  Madison  Avenue:  The  blue-noses  may  complain  but  you  have  to 
admit  that  CBS  has  been  venturing  into  areas  that  surely  will  stimulate  interest  in 
the  medium. 

Watch  for  more  and  more  middle-sized  agencies  to  appoint  executives  whose 
prime  function  will  be  to  find  additional  uses  for  air  media  among  clients. 

The  trend  has  a  strong  economic  reason: 

The  ratio  of  net  income  from  air  media  runs  7-9%  as  against  1-2%  for  print.  In 
fact,  an  agency  with  30%  of  its  billings  in  air  media  can  account  for  75%  of  its  net  income 
from  tv  and  radio  alone. 

The  basic  requirement  for  such  executives :  An  analytical  mind  that  is  steeped  in 
media  values  and  can  figure  out  how  to  get  the  maximum  returns  out  of  the  various 
uses  of  radio/tv. 

Such  operators  often  make  the  best  sales  for  radio.  They  know,  for  instance,  just  what 
type  and  frequency  of  announcement  would  best  fit  the  advertiser's  message  and  cam- 
paign objective. 
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^  SPONSOR-SCOPE  continued 

If  you're  doing  any  cost-per-thousand  calculations  for  nighttime  network  tv,  you 
ought  to  find  out  beforehand  whether  the  advertiser  has  one  of  those  out-of-pocket 
arrangements  with  the  network  for  the  alternate  week. 

In  case  he  has,  his  cost-per  will  be  way  below  the  norm.    Here's  why  this  happens: 

Though  the  sponsor  is  getting  six  commercial  minutes  on  the  half-hour  program  over  two 
weeks,  his  charges  for  the  second  week  are  only  what  the  network  lays  out  for  fa- 
cilities  (plus  15%  commission  on  this  to  the  agency  of  record). 

Broadly  speaking,  his  bill  for  talent  and  time  the  first  week  would  be  $85-90,000  and 
somewhere  around  $25,000  for  the  alternate  week.  That  pulls  the  cost-per-commercial- 
minute  down  to  around  $19,000.    The  CPCM  under  normal  circumstances:  $30-35,000. 

Naturally,  this  windfall  disappears  in  the  event  the  network  is  able  to  find  a 
sponsor  for  the  alternate  week. 

Though  the  show  is  on  every  week,  ABC  TV  affiliates  will  he  getting  compensation 
for  Man  With  the  Camera  only  every  third  week. 

Reason:    That's  the  new  schedule  GE  has  set  for  the  program. 

The  arrangement  includes  a  cross-plug  for  the  same  sponsor  in  the  two  open  weeks. 

It's  the  first  time  that  a  network  has  had  this  type  of  commercial  continuity. 

The  jockeying  by  advertisers  for  position  on  the  tv  networks  in  fall  already  has 
begun. 

The  strategm  is  to  buy  short  term  in  key  spots  and  various  programs,  thereby  get- 
ting a  pretty  good  list  of  starters  for  the  new  season. 

ABC  TV,  for  instance,  reports  that  for  the  first  time  advertisers  are  "backing  up" 
their  orders  on  time  periods  and  programs  to  insure  choice  placements. 

Some  veteran  agency  showmen  have  fashioned  a  ready  answer  for  clients  that 
complain  there  are  too  many  westerns  on  tv. 

Their  argument  is  along  this  line : 

Popularity  in  entertainment  forms  has  always  traveled  in  cycles.  The  theme  and  back- 
ground aren't  the  only  things  that  catch  the  popular  fancy.  It's  the  quality  of  producing, 
writing,  and  pictorial  effort  applied  to  a  particular  form  that  makes  the  difference.  As 
it  happens,  much  of  the  topnotch  talent  in  the  entertainment  business  lately  has  been 
channeled  into  westerns — just  as  it  once  was  concentrated  into  the  boy-meets-girl  area. 

The  position  of  the  networks  as  middlemen  for  the  sale  of  Hollywood-made  tv 
film  is  more  prominent  than  ever  this  year. 

Of  the  79  films  now  on  the  evening  network  schedules,  49  have  been  bought  through 
the  networks,  while  the  remaining  30  were  brought  in  by  agencies. 

By  network,  the  instruments  of  responsibility  for  the  shows'  purchase  stack  up 

this  way: 

NETWORK  NO.  NETWORK  DELIVERED        NO.  AGENCY  DELIVERED 

ABC  TV  23  6 

CBS  TV  12  14 

NBC  TV  14  10 

Total  49  30 

In  terms  of  number  hours  per  week  of  programing,  the  ratio  is  27^4  hr9«  network- 
delivered  to  16  hrs.  agency-delivered.  By  individual  network,  the  same  comparison  looks 
like  this:  ABC,  12  hrs.  to  3l/2  hours;  CBS  TV,  7  hrs.  to  7V2  hours;  NBC  TV,  8y2  hrs.  to  5  hrs. 
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The  majority  of  night  tv  network  shows  delivered  over  10  million  tv  homes  in 
1958,  says  Nielsen  via  TvB.  Thus: 

NUMBER  OF  HOMES 
PER  EVENING  PROGRAM  I'CT.  OF  PROGRAMS 

Over  10,000,000  homes  54.4% 

5-10,000,000  homes  33.1 

3-5,000,000  homes  11.0 

Under  3,000,000  homes  ''  1.5 

Note:  The  actual  number  of  those  reaching  over  10  million  homes  is  69;  under 
3  million,  2. 

Judging  from  the  planning  going  on  in  bellwether  agencies  strong  in  durable  accounts, 
your  can  look  for  a  sharp  revival  of  the  corporate-image  sell. 

The  thinking: 

With  all  the  company  mergers  and  product  diversifications  that  have  been  taking 
place,  advertisers  will  find  it  necessary  to  acquaint  customers  down  the  line  with  the 
prestige  and  background  of  the  advertiser. 

Where  spot  will  benefit:  As  the  big  companies  tend  to  centralize  their  facilities, 
much  of  the  corporate-image  building  will  be  focused  in  regional  and  local  cam- 
paigns. 

Chicago  media  buyers  are  bent  on  making  Michigan  Avenue  aware  of  the  true 
status  of  their  roles:  As  a  first  step  they're  organizing  themselves  into  what  they  ten- 
tatively have  labeled  the  Chicago  Media  Buyers  Group. 

Their  activities  will  include  a  workshop  dealing  with  current  problems  and  trends;  and 
they'll  discuss  some  pressing  issue  at  a  monthly  meeting. 

The  February  get-together  will  deal  with  the  local  vs.  national  rate  in  air  media. 

What  probably  actuated  Lincoln  National  Insurance,  of  Fort  Wayne,  more  than 
anything  else  to  sponsor  Meet  Mr.  Lincolnfor  a  single  shot  11  February  was  this: 

The  telecast  on  NBC  TV  would  serve  as  a  showcase  for  a  film  whose  off-the-air 
right  it  wanted  in  behalf  of  its  local  agents. 

The  circuit  will  include  high-schools,  women's  clubs,  luncheon  clubs,  etc. 

Massey-Ferguson  has  resorted  to  a  cash  premium  device  not  only  to  spur  tractor 
sales  but  to  make  sure  dealers  themselves  are  taking  full  advantage  of  the  air  campaign. 

The  show:  U.  S.  Jubilee,  starring  Red  Foley,  on  ABC  TV. 

The  promotion :  The  dealer  submits  the  names  of  tractor  buyers  for  the  next  four  weeks, 
and  each  purchaser  gets  a  check  for  $100  signed  by  Foley. 

Note:  A  common  complaint  among  durable  goods  advertisers  is  that  their  biggest 
hitch  is  to  get  dealers  to  support  a  promotional  campaign. 

Sellers  of  air  media  may  have  a  source  of  revenue  in  the  various  products  that 
are  taking  advantage  of  the  Slenderella  name  image  by  tying  in  with  it  on  a  franchise 
basis. 

One  recent  franchiser  already  set  to  go  radio  saturation  is  Mason  &  Mason  rootbeer 
(I.  J.  Kosebloom,  Chicago,  is  the  agency). 

Others  with  recently  linked  brands  to  Slenderella:  Krim-Ko  skim  milk,  Chicago; 
IVliinsiiigwear,  nylon   hose,  Minneapolis. 

Slenderella's  twin  motive:    (!)  royalties;  (2)   recoup  some  of  its  good  will. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6; 
Spot  Buys,  page  58;  News  and  Idea  Wrap-Up,  page  70;  Washington  Week,  page  65;  sponsor 
Hears,  page  68;  Tv  and  Radio  Newsmakers,  page  82;  and  Film-Scope,  page  66. 
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Fidel  Castro and  friend 

\\  hether    you're    of    the    hard-boiled    school,      jjp 
which  views  Latin  and  Central  America  revolu- 
tions as  something  produced   by   the  Schuberts. 
with    music    by     Otto    Harbach,     whether    you 
shudder     at     the     bloodshedding,     or     whether 
you're  just  curious  to  find  out  what  manner  of 
man  is  this  Castro,  and  what  might  his  spectacu- 
lar win   portend   for  the  free   world   versus   the 
Commies — whichever  your  basic  interest,  tv  in  the  closing  days  of 
the  recent  Cuban  civil   war  did  a  right  handsome  job  of  throwing 
some  light  on  the  over-all  situation. 

The  newscasts,  one  and  all,  eventually  caught  up  with  the  vic- 
torious rebel  leader,  and  the  panelists  on  the  CBS  Face  the  Nation 
show  had  a  fascinating  set-to  with  Mr.  Castro.  He  came  off.  in  these 
serious  shows  as  a  soft-spoken,  dedicated  spearhead  for  a  demo- 
cratic Cuba,  with  no  squeamishness  whatsoever  when  it  came  to 
eliminating  in  the  most  final  manner  possible  the  enemies  of  the 
state,  and/or  Batista  followers. 

Unpressed  and  battle-weary 

For  those  who  preferred  a  slightly  lighter  approach,  there  was 
the  interview  Ed  Sullivan  did  with  young  Castro  on  his  Sunday 
night  stanza,  the  first  Sunday  after  Fidel  reached  Havana. 

But  the  operetta  touch  was  supplied  by  the  man  I  vote  the 
smartest  showman  in  video  today,  Jack  Paar.  Jack  didn't  have 
Castro  on  the  show,  but  the  day  after  the  New  York  papers  I  and  1 
guess  the  dailies  in  many  another  metropolitan  area)  were  front- 
paging Errol  Flynn's  gallant  participation  in  the  fight  against 
Batista.  Jack  came  up  with  none  other  than  dashing.  Errol.  himself. 

Canny  host  that  he  is.  Jack  tossed  off  a  few  teasers  about  the  fact 
that  Flynn  was  going  to  make  an  appearance,  before  the  actor 
finally  came  on.  Finally  came  the  moment.  In  that  incredible  way  he 
has  of  making  a  soft-spoken  introduction  seem  like  a  fanfare.  Jack 
introduced  the  one,  the  only,  the  battle-scarred-but-shucks-it-\\a>- 
nothing  soldier  of  fortune.  Errol.  yes,  Errol  Flynn,  direct  from  the 
hills  of  Oriente  province  with  a  short  stopover  in  Havana. 

"He  just  got  off  a  plane  a  few  hours  ago,"  Jack  explained,  "so 
forgive  him  if  he  hasn't  had  a  chance  to  clean  up." 

Flynn  had  obviously  not  had  a  chance  to  clean  up.  His  sport  coat 
looked  as  though  he  might  have  had  it  wrapped  around  the  cage  in 
which  he  carried  a  parakeet  all  the  wa\  from  Santiago.  His  trousers 
were  innocent  of  any  sustained  crease.  Around  his  neck  he  wore 
v.  hat  seemed  to  be  a  dashing,  dark  kerchief,  but  later  turned  out  to 
be  a  Castro  battle  flag.  In  the  hand  in  which  he  was  not  holding  the 
parakeet  cage,  he  held  a  virile-looking  walking  stick. 

Flynn  had  obviously  not  \et  regained  his  land  legs  either.  For  be 
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lurched  slightly  as  he  made  his  way  to  Paar's  desk,  upon  which  he 
placed  his  cage  and  stick.  He  was  gallantry  personified  as  he  bowed 
to  Genevieve,  and  took  a  seat  alongside  Paar,  who  was  seated  a 
this  point  beside  the  little  French  singer. 

"You  know  Genevieve,  of  course,"  Paar  said,  mindful  that  he  ha 
just  told  a  little  story  about  Flynn's  first  encounter  with  Genevieve. 

Flynn  rose  like  a  veritable  Rhett  Butler,  cleared  his  throat,  made 
a  sweeping  bow  in  the  general  direction  of  Genevieve,  and  mumbled: 

"I  don't  believe  I've  had  the  pleasure." 

Paar  gently  reminded  him  that  he  had,  indeed,  had  the  pleasure, 
and  Flynn  quickly  and  graciously  acknowledged  his  mistake. 

Jack  then  asked  Flynn  if  he  would  tell  how  he  managed  to  join 
Castro  in  the  hills.  Flynn  looked  around,  apparently  to  see  if  any 
Batista  men  were  eavesdropping,  then  said: 

"Well,  Jack,  it  was  very  difficult,  and  I'd  like  to  tell  you,  but  it's 
still  top  secret.  I'm  just  not  permitted  to  tell  you." 

Not  one  to  press,  Jack  segued  to: 

"Was  it  tough,  Errol,  in  the  hills  with  Castro?  Weren't  there 
many  hardships? 

"Oh,  yes,"  said  Errol,  "it  was  very  tough.  For  days  we  lived  on 
tangerines  and  water.  A  terrible  diet,  especially  for  me.  Especially 
the  water." 

Jack  was  quickly  sympathetic,  "Yes,"  he  said,  "I  understand  all 
the  bars  in  Havana  were  closed,  too." 

"Yes,  it  was  terrible,  terrible!"  said  Flynn. 

Who  is  this  Errol  Flynn? 

It  turned  out  eventually  that  the  reason  Flynn  had  brought  the 
caged  parakeet  was  for  the  purpose  of  presenting  it  to  an  American 
Boy  Scout.  The  bird,  it  seemed,  was  the  gift  of  a  high  Castro  official, 
who  has  assigned  Flynn  the  task  of  making  the  presentation  to  a 
Boy  Scout  in  America. 

Out  came  the  most  Boy  Scout-looking  Boy  Scout  since  this  vener- 
able organization  of  America's  young  males  was  invented.  He  had 
tortoise  shell-rimmed  glasses.  He  had  a  most  ingenious,  brave  ex- 
pression on  his  face. 

Flynn  stood  before  him,  reading  from  a  newspaper  clipping 
which  contained  a  story  which  somehow  related  to  the  presentation. 
The  Boy  stood  at  ramrod-backed,  courteous  attention.  Finally  Errol 
gave  him  the  bird,  and  patted  him  on  the  head : 

"And  don't  forget,"  he  admonished  the  lad,  "to  give  him  his 
vodka  every  morning.  ' 

Jack,  as  usual,  saved  the  day.  He  leaped  into  the  scene,  laughed 
heartily,  and  said : 

"Of  course,  Mr.  Flynn's  only  fooling.  We  all  know  you  don't  give 
a  parakeet  vodka,  don't  we?" 

A  day  or  so  later,  virtually  all  the  newscasts  carried  a  Castro 
press  conference. 

"What  about  Errol  Flynn?"  asked  a  reporter. 

"Who   is  this  Errol   Flynn?"   asked  the  puzzled   rebel   chieftain, 

They  don't  carry  the  Paar  show  in  Cuba.  ^ 
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sponsored  station  in  the  natil 

SECOND  MARK' 


I    I 


K  showmanship  and  LIVE  salesmanship 
Ct  the  finest  local  and  national 


advertisers  in  Chicago  to 

BBM  RADIO 


Chicago  \f  Showmanship  Station 


Bill  Connelly— WHitehall  4-6000  or  CBS  Radio  Spot  Sales 


in  Knoxville 

The  BIG  10 


is  now 


The  BIG  1 


NOV.,   58   ARB 

(4-WEEK   RATING) 

•  20  out  of  the  top  30  shows  in 
Knoxville  are  on  the  BIG  10,  WBIR-TV. 

•  In  the  daytime,  from  9:00  AM  to  6:00  PM, 
WBIR-TV  had  158  top  rated  quarter  hours; 
Station  B  had  93;  Station  C  had  none. 

•  In  the  evening,  from  6:00  PM  to  Midnight, 
WBIR-TV  had  89  top  rated  quarter  hours; 
Station  B  had  79;  Station  C  had  none. 

Ask  your  KATZ  man 

WBIR-TV,  Ctl.lO 

KNOXVILLE,  TENN.     •     CBS 
"Knoxville's  Number  1   Station" 


49th  am 
Madison 
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More  on   oil  controversy 

I  can  speak  only  for  my  company  and 
the  manner  in  which  our.  advertising.. 
is  conceived  and  executed  but  from 
conversations  with  my  counterparts 
and  friends  in  the  industry,  such  as 
Hattwick,  I  do  not  feel  that  we  oper- 
ate here  a  great  deal  differently  than 
they  do.  For  this  reason  there  are 
questions  in  our  minds  concerning 
the  position  of  your  column  Com- 
mercial Commentary  6  December  is- 
sue page  10  headed  "So  I  said  to  the 
Shiek  of  Bahrein". 

In  the  first  place  I  do  not  believe 
that  oil  company  board  members 
give  such  light  consideration  to  prob- 
lems presented  to  them  as  one  would 
interpret  from  your  column.  Sec- 
ondly, it  is  difficult  for  us  to  believe 
that  the  boards  themselves  actuallv 
give  consideration  to  the  individual 
ad  campaigns,  the  theme,  format, 
and  so  forth.  If  we  are  the  worst  ad- 
vertised big  industry  let's  not  alibi 
our  way  out  of  the  dilemma  by 
blaming  our  directors. 

K.  W.  Rugh 

Phillips  Petroleum  Co. 

Bartlesville,  Okla. 

Needed  comments 

Joe  Csida's  comments  in  your  Janu- 
ary 10th  issue  concerning  the  Blair 
newspaper  strike  survey  are  most  wel- 
come. Any  media  research  that  is 
without  a  positive  story  will  tend  to 
hurt  all  media.  There  is  a  need  for 
" — positive,  constructive,  believable 
selling,  and  with  becoming  dignity." 
We  at  the  Bureau  of  Advertising 
(ANPA)  evaluate  our  research  proj- 
ects on  two  points — (1)  Are  they 
good  for  advertising?  (2)  Do  they 
present  a  positive  story  for  our  me- 
dium? 

Our  thanks  to  Mr.  Csida  and  SPON- 
SOR— a  well-read  magazine  at  the 
Bureau. 

Howard  D.  Hadley 
research  vice  president 
Bureau  of  Advertising 
New  York 
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Radio  Basics 

Looking  over  your  Radio  Basics  (3 
January,  1959)  you  report  93  mil- 
lion radios  in  homes.  Since  there  are 
45  million  homes,  each  with  a  mini- 
mum of  3*4  radios — the  total  should 
read  157,500,000  sets.  In  our  own 
home,  we  have  11  radios  plus  two 
car  radios. 

1  think  a  realistic  appraisal  is  in 
order  to  properly  evaluate  the  force 
of  radio. 

Jack  Poppele 
Santa  s  Land 
Vermont 

•  SPONSOR  does  not  know  the  source  of 
Reader  Poppele's  figures,  but  ours  come  from 
RAR    and    Nielsen. 

Too    important 

Your  statement  that  SPONSOR  is  "much 
too  important  for  light  reading  on  a 
routing  list"  is  1000f    true. 

To  do  sponsor  justice,  it  is  neces- 
sary to  take  it  home  and  devote  an 
evening,  or  at  least  the  major  part 
of  one  to  it. 

Grand  reading  and  an  education! 

Ed  Boyd 

sales    promotion    co-ordinator 

Okanogan    Radio 

Kelowna,  B.  C,  Canada 

Elgin's  baby 

As  you  know,  75  copies  of  your 
20  December  issue  ("Elgin's  Amaz- 
ing Christmas  Baby"  page  23)  have 
already  been  shipped  to  Elgin  Na- 
tional Watch  Company  for  use  at 
their  recent  National  Sales  Meeting. 
Needless  to  say,  all  of  the  people 
at  Elgin,  as  well  as  people  on  our 
staff  were  most  flattered  with  your 
wonderful  story.  The  demand  for  this 
story  has  exceeded  the  number  of 
copies  they  have. 

Jack   Baity 

/.  Walter  Thompson 

Chicago 


W  ffl 


Any  Comments? 

sponsor  likes  to  hear  from 
its  readers.  Your  comments 
or  your  criticism  represents 
one  of  our  best  methods  of 
insuring  that  ive  are  accom- 
plishing our  purpose.  Letters 
should  be  addressed  to:  49th 
&  Madison  Editor  c/o  spon- 
sor, 40  East  49th  St.,  New 
York  17,  New  York. 


POPEYE  THEATRE 


* 


Popularity  like  this  caused  us  to  look  at  our  hole  card, 
so  now  we're  opening  up  11-12  a.m.,  Saturdays,  to 
accommodate  Popeye  participators.  May  we  serve  you? 
(Imagine  .  .  .  18.7  in  Class  "B"  time  .  .  .  the  little  guy 
doesn't  know  his  own  strength!) 

Whether  you  want  little  folks  or  big,  here  is  proof 
of  the  pulling  power  of  KOCO-TV  —  delivering  the 
biggest  area  of  unduplicated  coverage  in  Oklahoma. 
If  you  didn't  get  your  copy  of  our  market-and-station- 
data  file  folder,  pick  up  the  phone  and  we'll  rush  one 
to  you. 


Oklahoma  City,  Oklahoma 


Charlie  Keys,  General  Manager 


LAIR     TELEVISION     ASSOCIATES 

National  Representatives 
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's  a  proved  fact// 


Produced   by 
IRVING   BRECHER 


Written   by 
ALLAN    LIPSCOTT  & 
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7-COUNTY    PULSE    REPORT 

KALAMAZOO-BATTLE    CREEK    AREA  —  MARCH    1958 
SHARE   OF    AUDIENCE  —  MONDAY-FRIDAY 

6  A.M.-  12   NOON 
12   NOON  -  6  P.M. 
6  P.M.  -  12  MIDNIGHT 

WKZO  |  Station  "B" 

Station  "C" 

32 
29 
30 

22 
22 
20 

10 
10 
11 

BUT...  WKZO  Radio  Will  Put 

Wind  In  Your  Sails 

In  Kalamazoo  -  Battle  Creek! 

WKZO  Radio  can  "sail"  your  selling  message  into  more 
Kalamazoo-Battle  Creek  homes  each  day  than  any  other 
radio  station!     WKZO  gives  you  an  audience  43%  larger 
than  that  of  the  next  station  —  day  and  night. 

Pulse  (see  left)  points  to  WKZO  Radio  as  the  leader  in 
this  important  market  —  morning,  afternoon  and  night — 
every  day! 

Your  Avery-Knodel  man  has  the  proof  on  the  big  WKZO 
Radio  audience  in  Kalamazoo-Battle  Creek  and  Greater 
Western  Michigan.     Ask  him  for  it! 

*Columbia,  the  U.S.  entry,  won  the  1958  America's  Cup  from 
Britain's  Sceptre  in  four  straight  races. 


WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
WWTV  —  CADULAC,  MICHIGAN 
KOIN-TV  —  LINCOLN,   NEBRASKA 


WMBD  RADIO  —  PEORIA,   ILLINOIS 
WMBD-TV  —  PEORIA,   ILLINOIS 


WKZO 


CBS  RADIO  FOR  KALAMAZOO-BATTLE  CREEK 
AND    GREATER   WESTERN   MICHIGAN 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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*tT    ONE    OF    A    SPECIAL   SPONSOR    SERIES 


SPONSOR'S 


$500,000,000 


PLAN  FOR 
SPOT  RADIO 


^Jeginning  with  this  issue,  sponsor  presents  in  a 
series  of  weekly  articles  a  new  long-range  business 
plan  for  the  national  spot  radio  industry. 

sponsor  believes  (see  detailed  reasons  later  in 
this  article)  that  spot  radio  can  and  should  be  a  half- 
billion  dollar  industry  by  1963 — even  though  this 
would  mean  nearly  tripling  the  advertising  dollars 
spent  in  the  medium  in  1958. 

We  are  convinced,  however,  that  national  spot 
radio  can  never  achieve  its  proper  stature  in  the 
advertising  world  without  more  sound,  clear-headed 
over-all  business  planning  than  the  industry  has  seen 
to  date. 

Let's  be  completely  honest  about  the  facts. 

Spot  radio  business  last  year  has  been  variously 
estimated  at  $165  to  $190  million  and  neither  total 
was  satisfactory  to  anyone.  Both  were  far  short  of 
spot  radio's  real  potential  in  the  light  of  other  adver- 


tising developments  and  marketing  trends. 

Even  more  serious,  the  last  six  months  of  1958 
showed  a  progressive  softening  of  agency  and  adver- 
tiser enthusiasm  for  radio  spot.  This  was  reflected 
both  in  time  sales  and  in  many  conversations  spon- 
sor has  had  with  agency  men  and  advertisers  in 
recent  months. 

A  letter  received  last  week  from  John  Heverlv, 
v.p.  of  Botsford,  Constantine  &  Gardner,  Portland, 
Ore.  pretty  well  sums  up  what  is  becoming  almost 
a  standard  advertiser-agency  attitude. 

Mr.  Heverly  feels  that  spot  radio  must  be  made 
"easier  to  understand,  easier  to  buy,  and  more  effec- 
tive," and  that  ways  must  be  found  to  "save  sales 
expense,  and,  most  important,  stop  the  evil  practice 
of  each  station  in  a  market  selling  down  the  compe- 
tition to  a  point  where  all  radio  suffers  from  doubt, 
misinformation,  and  complete  confusion."" 
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WHO  SPONSOR'S  $500  MILLION,  5-YEAR 
SPOT     RADIO     PLAN     WAS     DEVELOPED 


Spot  radio  today  is  standing  at  a 
cross-roads.  If  it  continues  along  the 
dusty  path  it  has  been  following,  then 
SPONSOR  believes  that  this  "doubt, 
misinformation,  and  confusion"  will 
continue  to  grow,  and  that  spot 
radio's  identity,  reputation  and  bill- 
ings will  continue  to  diminish. 

But  if,  at  this  point,  radio  station 
owners  and  radio  station  representa- 
tives, acting  both  in  groups  and  indi- 
vidually, can  strike  out  boldly  along 
a  new  road  in  a  new  direction,  then 
we  believe  they  will  find  almost  un- 
dreamed of  rewards. 

It  is  in  this  belief,  and  with  this 
faith  that  sponsor  presents  its  new 
$500.00.000  business  plan  to  the  spot 
radio  industry. 

How  the  SPONSOR  plan  was 
developed 

Sponsor's  half-billion  dollar  spot 
radio  plan  represents  an  effort  to 
bring  together,  focus  and  give  organic 
structure  to  the  best  ideas  of  the  in- 
dustry on  spot  radio  problems. 

During  the  past  year  the  editors  of 
sponsor  have  talked  to  literally  hun- 
dreds of  advertisers,  agency  media 
men,  account  executives,  radio  station 
operators,  station  representatives,  and 
executives  of  various  trade  groups. 

We  have  in  our  files  scores  of 
letters  on  every  phase  of  spot  radio 
from  rates,  research,  and  programing 
down  to  the  need  for  establishing  and 
selling  a  new  spot  radio  "corporate 
image."    ( See  box  on  pages  34,  35. 1 

We  have  attended  meetings  and 
conferences  on  spot  radio  in  every 
part  of  the  country,  and  have  listened 
to  all  sorts  of  suggestions — from  time- 
buvers,  media  directors,  representa- 
tive-salesmen, and  even  the  presidents 
of  companies  spending  hundreds  of 
thousands  in  radio  spot. 

But  finally  we  got  a  little  weary  of 
all  the  meetings  and  talk. 

It  seemed  to  us  that  spot  radio 
today  needs  a  constructive  program 
more  than  it  needs  further  panel  dis- 
cussions. And  it  struck  us  that  spon- 
sor was  in  a  peculiarly  fortunate  posi- 
tion to  formulate  and  advance  such 
a  program. 

Because  of  our  closeness  to  agencies 


and  advertisers,  our  perspective  on 
spot  radio  is  necessarily  different,  and 
in  some  ways  it  may  be  more  objec- 
tive than  that  of  individual  stations 
or  industry  groups. 

Our  concern  is  simply  the  over-all 
health  of  the  medium  itself.  Our  goal 
is  only  that  spot  radio  as  a  whole 
should  achieve  its  proper  place  in  the 
advertising  sun. 

Naturally,  in  drawing  up  the  spon- 
sor $500  Million  Plan,  we  have  used 
valuable  ideas  and  information  from 
many  sources.  We  will  quote  these 
sources  as  we  explain  the  plan.  We 
are  particularly  indebted  to  SRA. 
RAB,  and  NAB,  as  well  as  to  individ- 
ual radio  and  advertising  executives. 

What  we  are  attempting  to  do  here 
is  to  bring  all  the  ideas  and  sugges- 
tions together,  in  one  organized  easy- 
to-understand  package  which  can 
serve  as  a  guide  and  a  challenge  to  the 


entire  spot  radio  industry. 

Steps  in  the  SPONSOR  Plan 

We  believe  spot  radio's  current 
dilemma  should  be  approached  as  a 
practical  business  problem.  It  should 
have  the  same  type  of  long-range  busi- 
ness planning  that  a  modern  executive 
gives  to  the  affairs  of  a  major  corpo- 
ration. 

In  our  opinion  it  will  take  at  least 
five  years  to  reach  spot  radio's 
potential  and  five  major  steps  are 
necessary : 

1)  Setting  up  new  sales  goals  for 
the  medium  based  on  a  more  honest 
and  realistic  appraisal  of  the  total 
advertising  picture,  and  of  spot 
radio's  true  power  and  potential. 

2)  Formulating  neiv  basic  business 
strategy  for  the  industry  to  be  fol- 
lowed by  both  individuals  and  groups. 
At  the  present  time,  many  of  the  ideas 
suggested  for  radio  spot  are  merely 
"tactical"  rather  than  "strategic." 
Before  the  industry  starts  worrying 
about  tactics,  it  needs  to  adopt  a  com- 
pletely new  over-all,  long-range  busi- 
ness strategy.  This  strategy  will  differ 
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RADIO'S  SHARE  OF  AD  DOLLARS 

(%  of  national  advertising  in  net  and  spot  combined) 


1943 
13.3% 


1948 
11.9% 


1963  (goal 
9.0% 


1953 
6.3% 


1958 

4.2% 


Figures  for  1943-1958  are  from  McCann-Erkkson-Printers'  Ink  reports,  SPON- 
SOR'S goal  of  9.0%  in  1963  is  based  on  an  estimated  $7.2  billion  total  expendi- 
tures by  national  advertisers  in  1963,  and  assumes  that  spot  radio  can  do  at 
least  $550  million  and  net  radio  $100  million  in  that  year.  See  text  for  an 
explanation  of  this  projection 
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SPOT  RADIO'S  RECORD— AND  ITS  POTENTIAL 
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575 
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450 

425 

400 

375 

350 

325 

300 

275 

250 

225 

200 

175 

150 

125 

100 

Note:  figures  for  1954-1957  are  from  McCann-Erickson-Printer's  Ink  report.  195S  estimate  (which  SPONSOR  believes  too  high)  is  from  same 
source,  based  on  projection  of  1st  6  months  of  1958.  Figures  for  1959-1963  are  totals  which  SPONSOR  feels  are  possible  for  spot  radio  if  $500 
Million  Plan  is  carried  out 
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from  that  currently  pursued  in  many 
quarters. 

3 1  Putting  spot  radio's  house  in 
order.  Once  both  goals  and  basic 
strategy  have  been  decided  on,  it  will 
be  increasingly  apparent  that  many 
of  spot  radio's  practices  will  have  to 
be  overhauled,  sponsor  will  point  out 
these  needs  and  suggest  corrections. 

4)  Building  up  spot  radio's 
strength.  In  addition  to  correcting 
abuses  and  mistakes,  spot  radio  must 
also  add  to  its  power  and  effective- 
ness. There  are  main  possible  ways 
to  do  this,  and  SPONSOR  will  present 
a  series  of  practical  suggestions. 

5)  Selling  spot  radio  s  image  and 
Power.  Finally,  the  spot  radio  indus- 
try needs  a  new  type  of  selling,  one 
that  more  accuratelv  reflects  its  true 
power  and  more  correctly  presents  its 
true  "corporate  image/'  In  this  area 
SPONSOR  will  explain  a  basic  selling 
philosophy  which  can  be  adapted  by 
individual  stations  and  representa- 
tives, as  well  as  by  industry  groups. 

These  five  steps  in  the  $500  Million 
Plan   will  be  presented  in  successive 


issues  of  sponsor.    Here  is  the  first 
one. 

STEP  ONE— New  Sales  Coals 
for  Spot  Radio 

In  the  10  years  since  tv  became  a 
major  factor  in  the  advertising  scene, 
many  radio  men  have  suffered  a  kind 
of  group  inferiority  complex  about 
their  medium. 

The  effect  of  this  inferiority  com- 
plex has  been  to  make  them  aim  too 
low  and  be  satisfied  with  too  little 
in  radio  incomes. 

During  1958  an  estimated  $10  bill- 
ion was  spent  for  advertising  in  the 
U.S.  Of  this  more  than  $6  billion  was 
spent  by  national  advertisers,  those 
in  whom  spot  radio  has  a  special 
interest. 

Yet  from  national  advertisers  all 
radio  I  network  and  spot  combined) 
received  only  4.2C<  of  total  appropri- 
ations. 

This  compares  with  totals  of  12'  \ 
to  15%  which  radio  once  received 
and  the  blame  cannot  all  be  placed 
on  tv. 


The  fact  is  that  radio,  as  a  national 
advertising  medium  has  suffered  out 
of  all  proportion  to  its  desserts  and 
merits. 

In  1958,  for  instance,  national  ad- 
vertisers spent  nearly  three  times  as 
much  Ian  estimated  $740  million) 
in  newspapers  as  they  did  in  radio. 

They  spent  an  estimated  $765  mil- 
lion in  magazines.  Even  outdoor,  an 
advertising  medium  than  cannot  be- 
gin to  show  radios  record  of  proven 
sales  power,  received  an  estimated 
$138  million. 

Radio — all  radio — has  been  getting 
far  fewer  national  advertising  dollars 
than  it  deserves.  And  sponsor  be- 
lieves that  this  is  particularly  true  of 
radio  spot. 

Today,  the  emphasis  in  radio  has 
swung  from  network  to  spot  radio 
and  roughly  three  out  of  even  four 
dollars  spent  b\  national  advertisers 
in  radio  is  spent  on  a  spot  basis. 

This  compares  with  such  years  as 
1943  and  1944  when  spot  radio  was 
getting  only  3(1-33',  of  national 
radio  appropriations. 
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FIRST  STEP— NEW  SALES  IMAGE  FOR 


SPOT    RADIO,    REEVALUATED    GOALS 


Yet  this  swing  to  spot  does  not, 
in  itself,  mean  very  much  in  light  of 
total  advertising  budgets,  or  in  light 
of  the  new  "marketing  revolutions." 
which  has  upset  most  old  theories  of 
advertising  planning. 

Today's  national  advertiser  (spon- 
sor is  filled  with  case  histories  of 
their  activities  I  is  swinging  more 
and  more  to  "market-by-market" 
selling  and  it  is  precisely  in  this  area 
of  pinpointed  effort  that  spot  radio 
should  be  enjoying  its  greatest  boom. 

Yet,  as  the  chart  on  page  33  shows, 
spot  radio's  progress  has  been  rela- 
tively slow.  It  has  not,  in  fact,  kept 
pace  with  newspapers  which  between 
1953  and  1957  jumped  from  $642  to 
$809  millions  in  national  advertising. 
It  has  not  seized  its  new  marketing 
opportunity. 

From  its  talks  with  advertising  ex- 
ecutives and  analysts,  sponsor  be- 
lieves it  is  not  unreasonable  for  radio 
to    set    as    its    goal    a    minimum    of 


9-10%    of  total   national   advertising 
budgets. 

We  base  this  goal  on  certain 
known   facts : 

1.  The  proven  power  of  radio  as  a 
selling  medium. 

2.  The  peculiar  flexibility  and 
adaptability  of  spot  radio  to  new 
"pinpoint '  marketing  strategies. 

3.  The  special  qualities  and  attri- 
butes possessed  by  spot  radio,  and 
b)  no  other  medium. 

During  the  next  five  years,  it  is 
conservatively  estimated  that  total  ex- 
penditures by  National  advertisers  in 
the  U.S.  will  increase  from  the  1958 
level  of  approximately  $6.2  billion  to 
at  least  $7.2  billion,  and  there  is  rea- 
son to  believe  they  will  be  even 
higher. 

If,  by  1963,  national  radio  (net 
and  national  spot  combined )  were  to 
achieve  a  minimum  9%  of  this  total, 
then  together  they  would  account  for 
approximately  $650  million  in  billings. 


sponsor  believes  that  this  can  be 
done,  and  we  further  believe  that,  in 
achieving  such  a  goal,  spot  radio  will 
have  to  assume  a  major  share  of  the 
burden,  and  will  reap  a  major  share 
of  the  reward. 

Specifically,  in  looking  toward 
1963,  we  see  national  radio's  sales 
goal  divided  up  as  follows: 

Network  radio  .  $100,000,000 

National  spot  radio     $550,000,000 

Our  estimate  for  the.  comparatively 
more  modest  goal  for  network  radio 
is  based  on  recent  talks  with  radio 
network  executives  as  well  as  on  an 
analysis  of  current  marketing  trends. 

Even  assuming  the  continued  exist- 
ence of  four  radio  networks  by  1963, 
there  seems  little  reason  to  believe 
that  network  business  can  possibly  in- 
crease by  much  more  than  50%  over 
current  levels  because  of  the  form 
and  structure  of  network  operations. 

Such  a  barrier,  however,  does  not 
exist  for  national  radio  spot.  On  the 
contrary,  spot's  real  opportunity  is 
probably  greater  than  sponsor's  9% 
goal  indicates,  providing  the  national 
radio  spot  industry  can  organize  and 
plan  its  activities  intelligently. 

Such  planning,  and  re-organization, 


IlllllllllllllllllllllllllJlllllllllllllllllllllllllllllllllllllllllll^ 


SPOT  RADIO'S  "CORPORATE  IMAGE" 


One  of  the  needs  to  be  discussed  in  SPON- 
SOR'S $500  Million  Plan  for  Spot  Radio  is  that 
of  rebuilding  the  "Corporate  Image"  of  the 
medium.  Here  are  some  recent,  significant  com- 
ments from  SPOISSOR  readers: 

"This  'corporate  image'  we  desire  should, 
first  and  foremost  show  dependability.  Radio 
operators  should  bend  over  backwards  to  keep 
their  promises  to  buyers  and  listeners.  ...  In 
addition,  they  should  show-  (not  just  tell)  listen- 
ers and  buyers  an  awareness  of  their  needs. 
Spot  radio's  flexibility  enables  it  to  provide  serv- 
ices to  audiences  that  no  other  medium  can 
match. 

"Commercially,  rate-cutting  is  the  biggest  and 
rottenest  sore  in  the  industry.  It  isn't  hard  to 
see  why  advertisers  put  their  big  bucks  into 
newspaper  and  tv,  and  squeeze  every  last  spot 


from  radio  with  the  remaining  dollars.  So  long 
as  radio  operators  keep  trying  to  undersell  each 
other,  and  trade  time  for  butter  and  eggs,  adver- 
tisers will  continue  to  use  them  as  secondary 
rather  than  primary  medium." 

Edd  Rouett,  v. p.  and  gen.  mgr. 

KNOE,  Monroe,  La. 

Let's  quit  talking  about  'corporate  image'  and 
'imagery  transference.'  In  other  words,  let's  get 
back  to  simplicity  and  basics. 

Let's  refer  to  Radio  is  a  big  way,  for  that's 
what  radio  is — the  biggest  communications  me- 
dium in  all  the  world. 

It  is  not  just  a  music  and  news  medium.  It 
is  THE  music  and  news  medium.  Radio  can 
get  out  the  news  faster,  more  reliably,  and  better 
than  any  other  communication  medium.  And 
you  listen  to  its  music,  you  don't  look  at  it. 
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however,  will  take  time.  There  are, 
as  subsequent  SPONSOR  articles  on  the 
1500  Million  Flan  will  show,  a  num- 
ber of  major  steps  to  be  taken,  and 
therefore  we  suggest  a  gradual  "esca- 
lator" of  goals  for  the  industry. 

A  sales  goal  timetable 
We  believe  that  a  challenging  goal 
for  national  spot  radio  in  1959  would 
be  a  total  of  $225  million  in  billings 
and  that  thereafter  sales  increases 
can  move  at  an  accelerating  rate. 
Specifically,  we  propse: 

Sales  goals 

1959  ...  $225,000,000 

1960  ..  $275,000,000 

1961  $350,000,000 

1962  .._  $450,000,000 

1963  .._  $550,000,000 

To  appreciate  what  these  increases 
would  mean  in  individual  cases,  it  is 
only  necessary  for  most  station  men 
and  station  representatives  to  multi- 
ply their  1958  billings  by  three  in 
order  to  estimate  their  1963  goal 
potentials. 

Such  figures,  staggering  as  they 
may  sound,  are  what  sponsor  honestly 
believes  is  possible  for  your  national 
spot  radio  business  by  1963. 


Yet,  of  course,  such  goals  are  not 
going  to  be  reached  automatical!)  or 
mereh  by  wishing  for  them.  (See 
Sponsor  Speaks  page  84. ) 

They  are  not  going  to  be  reached, 
we  repeat,  if  spot  radio  continues  in 
the   direction    it   has   been   traveling. 

The  real  value  of  goals  in  any  busi- 
ness operation  is  as  a  measure  of 
achievement  and  a  continuing  chal- 
lenge, sponsor  believes  that,  in  Leo 
Burnetts  phrase,  one  should  "reach 
for  the  stars." 

Spot  radio,  in  our  opinion,  has 
been  reaching  for  the  mud  too  long. 

In  subsequent  articles  dealing  with 
the  $500  Million  Plan  we  will  explore 
at  considerable  lengths  those  factors 
which,  properly  organized  and  sold, 
gives  spot  radio  far  more  vitality  and 
health  than  it  has  ever  displayed. 

Among  the  topics  we  shall  cover 
are  spot  radio's  community  strength 
and  coverage,  its  strong  appeal  to 
advertisers  who  must  sell  locally  in 
local  markets,  its  proven  record  of 
success  in  every  type  of  industry. 

On  the  negative  side,  we  shall  deal 
with  such  major  problems  as  spot 
radios  rate  confusion,  its  unsolved 
research  questions,  its  rate  card  mess, 


its  overwhelming  bookkeeping  end 
detail,  even  its  price  wars.  And  we 
will  suggest  ways  to  correct  these 
evils. 

Next  week,  however,  before  getting 
into  such  specific  items,  we  propose 
to  outline  a  new  basic  business  strat- 
egy for  the  spot  radio  industry. 

This  is  where  all  sound  business 
planning  begins. 

Schedule  of  articles 
SPONSOR'S  $500  Million  Plan 
will     be    covered     in     successive 
issues  of  the  magazine  on  these 
dates: 

Step  One:    Sales  goals  for  spot 
radio  (discussed  in  this  issue) 
Step  Two:    Basic  business  strat- 
egy (31  January  I 
Step  Three:    Putting     spot     ra- 
dio's house  in  order  ( 7  Febru- 
ary) 
Step  Four:    Building  spot  ra- 
dios strength  1 14  Februar)  I 
Step  Five:    Selling  spot  radio's 
image  and  power    (21   Febru- 
ary) 
In  addition  to  these  articles  already 
planned.  SPONSOR  may  schedule  addi- 
tional  topics,    bearing    on    the    $500 
Million  Spot  Radio  Program,  if  the) 
develop.  ^ 
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Radio  needs  a  new  set  of  procedural  meth- 
ods. Presently  there  must  be  three  thousand  sets 
of  availability  patterns,  market  claims,  coverage 
information,  and  general  station  presentations. 
There  is  an  urgent  need  to  settle  the  conflicting 
and  confusing  audience  measurement  problem. 

Individual  radio  stations  need  to  develop  well- 
defined  station  personalities.  Here  we  are  re- 
ferring to  a  -till  ion-"  character — not  to  the  sta- 
tion's 'characters.' 

Finally,  radio  should  hammer  away  for  all 
its  worth  against  the  current  agency  trend  of  hit- 
and-rnn  campaigns.  The  very  nature  of  radio  .  .  . 
yea,     even     advertising,     demands     consistency. 

Francis  M.  Fitzgerald,  pres. 
WCIV,  Charlotte,  N.  C. 

"We're  wondering  if  the  Image  of  Radio  has 
changed  as  much  as  some  people  think.  There 
were  good  and  bad  stations  in  1939  and  1949, 
just  as  in  1959.  But  in  those  days  we  talked 
about  a  station's  Personality,  rather  than   Cor- 


porate Image.    The  difference  between  good  and 
bad,  as  always,  is  a  sense  of  Show  Business. 

Here  at  our  station,  the  big  word  is  Service 
raiher  than  Format.  We  do  not  consider  our 
radio  the  unappreciated  step-child  of  television. 
To  be  sure,  we've  stepped  up  our  timing,  we've 
increased  our  promotion.  But  we  still  play  to 
the  small  towns,  villages  and  farms  of  this  area, 
as  do  the  flock  of  CBS  Washboard  Dramas  in 
the  afternoon.  We're  not  sure  we're  right  but 
our  ratings  and  profits  are  still  in  first  place. 

To  summarize,  we  try  to  be  a  Good  Neighbor 
in  this  area.  No  one  has  to  remind  us  that  Tele- 
vision is  hurting  our  audience.  But  we've 
learned  that  Radio  can  be  more  friendly,  inti- 
mate and  personal  than  television,  just  as  ihe 
Pulaski  Weekly  Leader  is  bound  to  be  more 
interesting  (to  the  folks  in  Pulaski)  than  the 
New  York  Times." 

Cen.  Manager  of  a  CBS  Station 
Midwest  Area 
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THEY    HITCH    THEIR 
COUPONING    TO   TV 

^   Lever,  Texaco,  Columbia  Records  get  more  mile- 
age  out   of   coupon   campaigns   via   air-media   tie-ins 

^  Here's  how  percentage  of  returns  can  be  increased 
markedly    by    consistent    reminders,    demonstrations 


COLUMBIA 


am  Coupon  is  worth  $1 1 

Am  Record  or  Album  listed 

^L\  l<  TO   DEALER:   Presentatio 

this  coupon,  together  with  your 
for  any  one  of  the  albums  from  the 
HHiH  New  Release  list  published  as  part 

of  the  advertisement  in  which  this 
X    ^^^^B     coupon  appears,  to  your  authorized 
1^^  f   In]    Columbia  distributor  before 
^T^  I   "»P  I     November  15,  1958,  entities  you  to 
^T  ^^^^B     a  special  Anniversary  price  for  such 
album   Coupon  void  it  taxed,  pro- 
hibited, or  restricted  by  law   Good 
only  in  the  U  S  A.  Cash  value  1/20 
of  1  cent.  Columbia  Records.  799 
7th  Ave  .  H.  Y.  C.  Offer  expires 
midnight  October  31, 1958 
oh  suggested  list  price 


Tv-magazine  combination  for  Columbia  Records  provided  visual  urge  to  clip  coupons. 
Below  II  to  r)  animators  Howard  Henkin,  Ronald  Fritz,  Mc-E's  a.e.,  Bob  Mclntyre, 
producer  Chet  Gierlach,  writer  Sam  Willson  make  sure  all  legal  kinks  are  ironed  out 


A%  coupon — in  a  certain  sense — 
is  a  written  understanding  between 
an  advertiser  and  a  prospect.  Because 
of  this  rapproachement,  couponing 
has  been  a  potent  method  of  increas- 
ing distribution,  building  traffic,  and 
introducing  new  products.  But,  by 
the  same  token,  it's  been  a  headache 
to  the  air  media — they  have  the  dis- 
advantage of  not  being  able  to  supply 
the  public  with  the  necessary  sta- 
tionery for  response. 

On  the  other  hand,  radio/tv  aren't 
losing  out  entirely.  They've  found 
a  niche  for  themselves  as  cheerleaders 
for  a  coupon  campaign.  In  other 
words,  they  can  supply  additional 
leverage,   the   urge-to-action. 

Right  now  a  final  chapter  on  one 
such  example  is  coming  to  a  close: 

1.    Tv-Magazine  Combination 

McCann-Erickson  split  a  $250,000 
budget  equally  between  tv  and  maga- 
zines for  Columbia  Records'  1958 
fall  promotion.  Fall  sales  account 
for  60-659r  of  yearly  volume,  album 
production  was  up  25%  and  the  re- 
cession had  taken  a  big  bite  into 
sales.  A  lot  was  riding  on  the  suc- 
cess of  the  promotion. 

The  plan  was  to  distribute  about 
15  million  coupons  via  magazines 
and,  on  a  co-op  basis,  in  dealer  news- 
paper ads.  The  coupon  offered  46 
fall  album  releases  at  a  dollar  off — 
believed  to  be  the  first  couponing  by 
a  record  company. 

An  animated  cartoon  character 
was  used  to  dramatize  how  to  get  the 
coupon  via  magazines.  Additional- 
ly, the  character  was  designed  to 
transmit  a  corporate  image  beyond 
the  couponing  itself. 

A  continuing  character,  "Cecil  the 
Butler,"  had  been  used  in  two  prior 
promotions.  Account  executive  Bob 
Mclntvre  defines  him  as  a  sort  of 
"square  hipster"  linking  an  English 
accent  with  phrases  like  "crazy, 
man,"  tying  a  class  imagre  to  hard 
sell — all  combinations  needed  to  sell 
records,  according  to  Mclntyre. 

Problems  in  making  the  commer- 
cial stemmed  from  the  showing  of 
the  coupon  effectively.  Recognition, 
but  little  more,  could  be  achieved 
with  a  blow-up.  so  the  salient  point — 
"Save  $1  off  suggested  list  price"- 
was  popped  on  over  Cecil's  head  as 
he  pointed  to  the  coupon. 

A  legal  difficulty  prohibited  anv 
copy  or  action  depicting  the  coupon 
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being  torn  out  of  a  magazine  (under 
a  Federal  law.  "defacing"  more  than 
30%  of  a  magazine  page  cannot  be 
suggested).  So  Howard  Henkin  ol 
HFH  Productions  "animated  it"  out 
of  a  magazine,  thus  avoiding  the 
necessity  of  saying  "tear  out,"  but  at 
the  same  time  preserving  the  key 
copy  point,  "This  page  is  worth  $10." 
(It  contained  10  couponsl. 

The  commercials  were  played  on 
the  CBS  o&o's  in  seven  markets: 
New  York.  Philadelphia,  Chicago, 
Los  Angeles,  Hartford,  and  Milwau- 
kee. These  seven  markets  account  for 
65-70%  of  Columbia's  total  business. 

Success  of  the  promotion  is  indi- 
cated by  the  fact  that  Columbia  end- 
ed the  year  with  its  record  sales  up 
14' r  over  1957.  While  this  is  under 
the  18%  hike  of  '57  over  '56,  Colum- 
bia considers  it  very  respectable  in 
view  of  the  recession. 

Problems  which  Columbia  wasn't 
able  to  overcome  were:  (1)  sale  of 
the  records  by  discount  houses  at  10c 
or  15c  under  the  coupon  price,  and 
t 2 1  supermarket  bartering,  where 
coupons  clipped  from  magazines  are 
exchanged  for  $1  off  the  food  bill. 

The  first  problem  is  indigenous  to 
the  record  business,  the  second  ap- 
plies in  any  couponing  operation 
where  the  couponing  involves  a 
counter  transaction. 

2.  Tv-Direct  Mail 
Here's  another  approach: 
Lever  Bros,  last  fall  tied  a  tv  per- 
sonality, a  theme,  and  a  contest  to 
mail-box  couponing.  These  elements, 
plus  brand  name,  were  combined  in 
the  contest  title:  "The  Lever  Price  Is 
Right  Family  Contest." 

Actually,  it  was  12  contests — one 
for  each  of  the  products  involved  in 
the  couponing.  The  problem  was  to 
display  all  12  in  a  60-second  film. 
ll<  ng  with  a  printed  sheet  with  prizes 
pit  lured. 

The  film,  with  Bill  Cullen,  ran  on 
all  Lever  tv  properties  from  11  Sep- 
tember to  4  October,  timed  with  the 
arrival  of  envelopes  with  the  prize 
sheet  and  one  coupon  for  each  prod- 
uct (total  number  varied  with  dis- 
tribution in  different  parts  of  the 
country) . 

The  Price  fs  Right  title  tied  into 
the  contest  directly:  entrants  had  to 
guess  the  price  of  the  nine  prizes 
pictured.     Entry  fee:   a  box  top  from 


Point-of-sale    coupon,    used    by    Texaco    as    traffic-builder,    is    thoroughly    explained    to 
consumers  via  special  radio/tv  commercials;    tv   permitted   enactment  of  entire  procedure 


one  of  the  12  couponed  products. 
Since  every  product  keyed  a  separate 
contest,  contestants  could  enter  mul- 
tiple times.  It  was  possible  to  point 
this  up  on  tv. 

The  prize  tally  was  formidable: 
Each  (No.  1)  winner  got  a  Mercury 
station  wagon  and  all  the  other  eight 
prizes.  Each  of  the  other  eight  win- 
ners in  each  of  the  12  contests  got  a 
prize  each. 

Tv  not  only  gave  the  contest  the 
tremendous  exposure  it  needed  over 
the  four-week  period,  but  kept  up 
the  excitement.  Displaying  the  prod- 
ucts on  tv  (and  dramatizing  the 
dozen  separate  contests)  heightened 
brand  awareness  as  couponing  with- 
out this  support  could  not  do,  say 
Lever  admen. 

3.  Tv-Sunday  Supplements 
Lever  also  was  one  of  the  early 
users  of  tv  in  combination  with  a 
couponing  medium,  recalls  Erwin 
Wasev,  Ruthrauff  &  Ryan  merchan- 
dising director  Charles  F.  Bennett. 
Product  manager  at  Lever  in  1952,  he 
remembers  that  two  weeks  of  net- 
work tv,  10  announcements  per  week, 
resulted  in  a  5.7%  redemption  on  a 
Sundav  supplement  offer  for  Sprj 
when  4%  was  expected.  (Four  per 
cent  is  considered  the  average  re- 
demption for  this  type  couponing.) 
"By  adding  tv."  he  note-,  "you  (\m 
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pick  up  more  prospects  for  a  direct 
sampling  of  your  product,  which 
straight  couponing  without  support 
cannot  always  reach.  This  carries 
the  promotion  beyond  your  regular 
user  group   looking   for   a   bargain."' 

4.     Other    Combinations 

Among  other  couponing  methods, 
in-pack  couponing  (which  requires 
purchase  of  the  product  to  obtain 
the  coupon)  is  an  on-and-off  favorite. 
While  a  15-20' \  redemption  can  be 
expected  on  this  type  of  offer,  sup- 
port is  advisable  to  insure  success. 

Bennett  recalls  a  1954  in-pack 
couponing  of  Spry  which  brought 
19%  redemptions  everywhere  except 
in  tv-supported  markets.  Here  the 
redemption  average  was  37'  <  .  "\\  itb 
tv  you  not  only  can  tell  more  people 
about  a  coupon."  he  says,  "but  you 
can  hit  them  again  if  they've  passed 
it  up  so  that  the\ '11  do  something  the 
next  time  they   see  it. 

"Tv  more  often  than  not  is  at  the 
top  in  percentage  of  return-  on  most 
premiums."  he  notes.  "It  stands  to 
reason  that  this  power  benefits  am 
promotion. 

Texaco  provides  an  example  of 
couponing  as  a  means  of  bringing 
the  consumer  to  point  of  purchase. 

Last  spring,  it  tied  the  first  traffic- 
building  promotion  in  its  national 
I  Please  turn   to  page  <>1  i 
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■fAETl    1(  15  ZERO  35  265    135  890   60    ZERO   90   30    ZERO   JO 
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TV  TEST    SALES    HIT   PEAK 


^^ales  of  Parti-Day  Toppings  in  the 
Green  Bay,  Wisconsin,  tv  test  area 
took  a  sharp  spurt  upward  following 
the  seasonal  lag  of  the  Christmas-New 
Year's  holidays. 

The  wire  above  from  Marvin  L. 
Bower,  merchandise  manager  for 
food  broker  Otto  L.  Kuehn  Co.,  shows 
the  highest  case  sales  to  wholesalers 
for  any  15-day  period  since  Parti- 
Day  began  its  test  of  day  tv  spots 
over  WBAY-TV,  Green  Bay  on  15 
October. 

Sales  of  1,595  cases  for  the  1-15 
January  period  give  Parti-Day  a  total 
of  5,435  cases  for  the  first  three 
months  of  the  test. 

These  figures  compare  with  sales  of 
3.145  cases  for  the  entire  six-month 
period  before  Parti-Day  began  run- 
ning its  10  one-minute  spots  a  week 
schedule. 

Even  more  significant,  it  empha- 
sizes again  the  power  of  day  televi- 
sion to  build  consumer  acceptance, 
for  wholesale  shipments  are  now  re- 
flecting retail  movement,  rather  than 


merely  store  stocking. 

One  interesting  wholesale  pattern 
that  may  or  may  not  have  signifi- 
cance: sales  of  Parti-Day  to  whole- 
salers in  the  first  half  of  each  calen- 
dar month  are  running  at  more  than 
three  times  the  rate  of  second  half 
orders.  This  has  been  true  for  each 
monthly  period  since  the  test  began. 
"Second  half"  orders  for  Parti-Day 
total  1,300  cases.  "First  half"  orders 
total  4,135. 

Next  week,  the  D'Arcy  agency  re- 
search report  on  a  Green  Bay  con- 
sumer study  will  be  reported  in  spon- 
sor along  with  a  complete  sales  break- 
down for  the  first  half  of  this  26-week 
test  run.  ^ 


The  testjin  a  nutshell:  Product: 

Parti-Day  Toppings.  Market:  80-mile 
area  around  Green  Bay,  Wis.  Media: 
Day  tv  spots  only.  Schedule:  10 
spots  weekly.  Length :  26  weeks  from 
15  Oct.  Commercials:  Live,  one-min- 
ute. Budget:  $9,980  complete. 


SALES  BOX  SCORE 

15  Oct.-15  Nov.  2,030  cases 
15  Nov.-15  Dec.  1,460  cases 
15   Dec-15   Jan.     1,945  cases 


Shipments   to   wholesalers   in   Green 
Bay,  Wis.  area  since  start  of  tv  test 
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K&E's  Bud 


^  K&E  research  chief 
would  like  regular  figures  on 
the  percent  of  product's  mar- 
ket   reached   by   programing 


^%gency  researchers  are  commonly 
painted  as  the  great  defenders  of  rat- 
ings. It's  a  fact,  though,  they're  as 
aware  as  anybody — probably  more 
so — that  just  counting  heads  and 
looking  for  big  numbers  can  often  be 
a  pure  waste  of  time. 

It's  dangerous  to  generalize  about 
research  or  researchers  but  it's  pretty 
safe  to  say  that  they're  just  inter- 
ested in  "who"  as  "how  many." 

Example:  Sitting  in  this  corner  is 
Bud  Sherak,  vice  president  and  re- 
search director  of  K&E.  He's  talking 
about  (1)  a  show  that  once  starred 
the  well-known  pediatrician,  Dr. 
Sprock,  (21  the  sponsor,  Beech-Nut 
baby  foods  and  (3)  a  common 
marketing  problem. 

"Some  ratings  are  just  useless,"  he 
was  saying.  "After  all,  what  does  it 
mean  when  you  compare  the  ratings 
Dr.  Spock  got  with  some  other  net- 
work tv  shows?  But  presumably 
everybody  who  tuned  into  that  show 
could  be  a  prospect  for  baby  foods. 
Suppose  he  was  just  part  of  a  show 
that  appealed  to  various  groups  of 
people  and  the  audience  was  five 
times  as  big?  Is  a  baby  food  spon- 
sor doing  any  better  with  that  kind 
of  audience?" 

He  would  rather  reach,  Sherak  said, 
20%  of  the  people  who  account  for 
30%  of  the  sales  than  30%  of  the 
people  who  account  for  20%  of  the 
sales.  He  added,  "It's  not  enough  to 
know  you're  reaching  prospects.  You 
also  want  to  know  what  percent  of 
the  total  market  you're  reaching  with 
your  advertising." 

Sherak  feels  that  the  job  of  provid- 
ing continuing  data  on  what  percent 
of  the  market  for  various  products  is 
reached  by  a  commercial  (or  ad) 
represents  one  of  the  major  chal-j 
lenges  of  media  research. 

He  listed  two  other  areas  where 
more    research,    in    broadcasting    as 
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Sherak  sees  3  research  headaches 


»vell  as  print,  is  sorely  needed. 

One  area  involves  basic  research 
:o  measure  exposure  to  advertising. 
The  other  is  measurement  of  the  ef- 
:ect  of  the  editorial  "environment" 
)f  media  on  advertising. 

Measuring  exposure  to  advertising 

no  simple  matter,  Sherak  said.  "But 
nost  people  don't  realize  that  even 
3efore  you  get  to  the  measurement 
jroblem,  you've  got  a  problem  of  de- 
ining  what  you're  measuring.  Defi- 
lition  and  measurement  are  two  dif- 
ferent things. 
""Let  me  illustrate.  How  do  you  de- 
ine  exposure?  There's  obviously 
nore  than  one  way.  You  could  say 
hat  if  any  part  of  the  message  left  a 
nark  on  the  nervous  system — that 
constitutes  exposure.  Or,  you  could 
say  that  anybody  in  the  same  room 
is  the  set  while  the  ad  is  tuned  is 
:xposed  to  the  message. 

Now  we  get  to  the  problem  of 
neasurement.  In  finding  out  how 
many  people  are  in  the  same  room, 
ve  can  use  a  diary  or  we  can  ask 
)eople  by  phone  or  in  person.  In 
;inding  out  what  part  of  the  message 
left  a  mark  on  the  consumer  we  are 
aced  with  other  problems.  Should 
ve  ask  the  person  what  he  remem- 
bers of  the  ad?  Is  memory  enough? 
Should  we  use  the  recognition  method, 
is  we  do  in  print  media?  If  we  do 
jse  it,  how  do  you  show  a  person  all 
;he  commercials  he  may  have  seen 
on  tv?  These  are  just  some  of  the 
aroblems." 

Measuring   the    effect    of   the   edi- 

f)rial  environment,  explained  Sherak, 
as  to  do  with  the  ability  of  a  medi- 
m  itself  to  build  acceptance  for  the 
roduct  or  to  put  the  audience  in  the 
roper  frame  of  mind  for  the  com- 
y|;Tiercial  or  ad.  "Will  a  western  help 
-HI  a  particular  product?  Will  a 
&  utuation   comedy   hurt  the   effective- 


ness of  the  message?" 


K&E  is  working  actively  on  this 
area  now.  Sherak  noted  that  some 
work  has  been  done,  but  not  system- 
atically and  he  feels  that  most  of  the 
research  has  been  poor.  If  conducted 
aroperly  and  if  done  over  a  period  of 
time,  Sherak  predicted,  eventually 
(Please  turn  to  page  61) 


K&E  research  director  Bud  Sherak  says  agency  has  done  comprehensive  studies  measur- 
ing  ability   of   tv   programs   to   build    product    acceptance,    enhance    commercial    message 
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Local  patterns  are  traced  by  (1-r)  Alcoa  promotion  mgr.  Jay  Sharp,  ad  mgr,  Torrence  ("Tod"')  Hunt,  promotion  supervisor  Dale  Worcester 


Alcoa  wraps  up  a  big  radio  bundle 


^    Aluminum  firm  uses  complex  pattern  of  net,  regional 
and  spot  to  promote  customers  and  customers'  customers 

^    Seven  big  promotions  on  a  seasonal  schedule  will 
link  Alcoa  to  manufacturers,  manufacturers  to  dealers 


I  he  in-depth  use  of  radio  to  solve 
marketing  problems  gets  a  new  di- 
mension from  the  detailed,  ingenious 
and  complex  application  Alcoa  is  giv- 
ing it  in  1959. 

Alcoa  and  its  agency,  Fuller  & 
Smith  &  Ross,  are  applying  radio  to 
requirements  ranging  from  corporate 
image  through  customer  identifica- 
tion to  dealer  listing. 

Alcoa's  chief  marketing  problem 
stems  from  the  fact  that  it  manufac- 
tures few  consumer  products.  It  is 
chiefly  a  supplier.  Its  customers 
manufacture  everything  from  alumi- 
num nails  to  marine  boats.  Alcoa's 
job  is  to  help  its  customers  sell  their 
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products.  And  the  problems  are 
many: 

Stimulating  sale  of  its  customers' 
wares  at  the  dealer  level  is  the  chief 
one,  according  to  Alcoa  promotion 
manager  Jay  M.  Sharp.  "It's  not 
enough  to  whip  up  enthusiasm  and 
create  awareness  among  dealers.  The 
important  thing  is  to  give  dealers  a 
peg  to  hang  their  own  advertising 
on." 

Thus,  the  consumer  must  be  led 
through  three  steps: 

•  An  awareness  of  the  trade  name 
Alcoa 

•  Its  application  to  a  manufactur- 
er's product 


•  Knowledge  of  where  this  prod 
uct  can  be  purchased 

The  1-2-3  nature  of  this  operatior 
is  complicated  by  several  factors: 

From  the  customer's  standpoint 
there  is  his  own  advertising  image 
to  what  extent  it  can  be  linked  t( 
Alcoa's  promotions,  the  seasona 
problems  to  all  advertisers  in  certah 
categories,  the  regional  problems  of  « 
few. 

To  the  dealer,  cost  is  uppermost 
He  must  be  able  to  see  the  econom; 
plus  sales  advantages  of  an  advertis 
ing  tie-in. 

Jerry  Arthur,  media  v. p.  at  Fulle 
&  Smith  &  Ross  says  flatly  that  radi 
is  the  only  medium  that  would  giv 
the  plan  the  extreme  flexibility  i 
needs.  He  explains  that  basic  to  th 
campaign  are  seven  promotions 
year.  Here  are  some  of  the  radi 
patterns  that  will  be  used: 

•  Network  plus  local.  A  networi 
buy  concentrating  on  corporate  in( 
age  and  customer  products  with  loc<; 
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dealer    cut-ins,    pinpointing    outlets. 

•  Regional  network  plus  local.  Re- 
gional feeding  of  five  separate  com- 
mercials at  the  same  time  in  a  net- 
work show  to  accommodate  regional 

ustomers,    again    followed    by    local 
dealer  cut-ins. 

•  National  spot  plus  local.  Na- 
tional spot  will  be  used  to  accommo- 
date manufacturers  who  (1)  are  dis- 
tinctly regional  or  local,  (2)  have  a 
local  selling  problem,  (3)  are  in  a 
category  not  covered  by  the  seven 
big  promotions  (major  appliances  is 
one  of  these).  In  all  cases,  local  deal- 
er cut-ins  will  follow  the  spot  an- 
nouncements. 

The  seven  promotions  are: 

(1)  Boats,  motors  and  accessories. 
January-February.  Coverage  of  the 
New  York  Boat  Show  on  NBC's 
Monitor  16-17  January  included  25 
five-minute  segments  for  Alcoa.  These 
segments  were  four  minutes  of  fea- 
ture interview  with  boating  experts 
and  a  one-minute  commercial  for  an 
Alcoa  customer  (ranging  from  mak- 
ers of  yachts  to  rivets).  After  each 
segment,  the  network  pulled  away  for 
one  minute  cut-ins  by  local  dealers — 
marine  boat  dealers,  boating  suppli- 
ers, boating  accessory  dealers,  depart- 
ment stores.  The  whole  thing  was 
preceded  Fridays  night,  16  January, 
by  a  55-minute  network  kick-off  with 
Guy  Lombardo's  orchestra.  Dealers 
did  not  tie  into  this.  When  the  Chi- 
cago boat  show  gets  the  same  treat- 
ment 7-8  February  it  will  be  minus 
the  network  kick-off.  Boats  will  get 
another  push  in  May. 

(2)  Residential  Building.  March- 
April.  An  eight-week  promotion  using 
'10  Monitor  segments  per  weekend  for 
a  total  of  80.  This  time  the  four- 
minute  "vignettes"  will  include  inter- 
rviews  with  builders,  tract  owners, 
building  association  people  at  build- 
ing developments.  A  commercial  for 
•a  building  materials  customer  of  Al- 
coa follows  each  interview.  Local 
dealer  cut-ins  will  be  by  such  seem- 
ingly    unlikely     spot     advertisers     as 

lumber  yards,  building  supply  houses, 
•  dealers  in  storm  windows,  sliding 
ulass  doors,  gutters  and  downspouts, 
hardware  stores.  This  promotion 
gets  another  three-months  consumer 
'push  beginning  in  Jul\. 

3)  Cookware.  March-April,  Octo- 
!ber-December.  Dealers  include  hard- 
jware,  department  and  variety  stores. 
(4)  Summer  furniture.  April-June. 
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A  strong  bid  for  "patio  shop'"  tie-in> 
will  be  made  for  this  one  as  well  as 
furniture  and  department  stores. 

(5)  Sporting  Goods.   May -June 

(6)  Hardware.  September-October 

(7)  Christmas.  The  whole  thing 
comes  to  a  boil  in  December  with  all 
categories  except  boats  and  building 
getting  a  ride,  in  addition  to  a  spe- 
cial giftware  promotion. 

What  sort  of  coverage  will  these 
last  five  categories  get? 

Alcoa  now  has  its  17  field  promo- 
tion managers  making  the  rounds 
of  its  customers.  The  big  question 
they're  asking  is  what  coverage  is 
best  suited  to  their  needs — network, 
regional  network  or  spot. 

Where  network  gets  the  nod,  pro- 
motions similar  to  the  boating  push 
will  be  used,  or  a  personality  or 
husband-and-wife  team  over  several 
weeks.  Where  a  "regional  network" 
buy  is  indicated,  Alcoa  will  utilize  a 
five-area  network  split  to  insert  dif- 


ferent customer  plugs  in  each  area. 

"The  personality  or  husband-and- 
wife  team  merely  record  five  com- 
mercials instead  of  one,"  explains 
F&S&R  senior  v. p.  and  radio/tv  direc- 
tor Art  Duram.  "By  regional  feed- 
ing, all  five  can  be  played  simul- 
taneously. 

Where  spot  will  be  used  is  with 
categories  of  manufacturers  that  are 
largely  regional,  says  Alcoa  ad  mana- 
ger Torrence  M.  ("Tod")  Hunt.  "It 
will  be  another  week  before  reports 
start  coming  back  to  us  on  customer 
preferences,"  he  says,  "but  it's  safe 
to  forecast  that  the  greatest  demand 
will  be  for  spot,  simply  because  there 
are  more  regional  than  national 
manufacturers." 

Another  reason :  "The  cookware 
promotion  clearly  calls  for  selling  to 
a  woman's  audience,"  Hunt  points 
out.  "the  sporting  goods  promotion  to 
a  male  audience.  Spot  may  be  in- 
( Please  turn  to  page  62) 
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HOW  ALCOA  TAILORS  COVERAGE 


NETWORK 


+ 


LOCAL 


I 


customer 


deal* 


NETWORK  SEGMENTS  promoting  an  Alcoa  customer  are  followed  by 
local  dealer  cut-ins.    Network  participations,  shows  also  fit  into  pattern 


REGIONAL 
NETWORK 

+ 

LOCAL 

i 

1 

customer 

dealer 

REGIONAL  FEEDING  of  commercials  makes  it  possible  to  service  five 
different  customers  in  their  own  manufacturing  areas  during  one  com- 
mercial break  on  the  network.    Dealer  cut-ins  follow,  pinpointing  outlets 


NATIONAL 
SPOT 


1 


LOCAL 


T 


customer 


dealer 


NATIONAL  SPOT  BUYS  promoting  distinctly  localized  manufacturers 
ior  thvse  with  selling  problems)   are  also  followed  by  local  dealer  spots 
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More  tv 

weathercasts 
using  radar 


Trained  meterologist  Warren  Culbertson  presents  the  weather 


^    Stations  finding  5  to   15  minute  weather-by-radar 
programs  fascinate  viewers— and  line  up  the  advertisers 

^    But,    equipment    is    expensive    and    "weathermen" 
must  have  special  training  to  interpret  the  scope  display 


I  he  probing  eye  of  radar  has 
found  new  employment.  With  appeal 
based  firmly  on  the  American  fas- 
cination with  scientific  gadgets, 
"weather-in-the-making"  programs 
are  now  sparking  new  interest  from 
viewers  of  all  ages. 

So  successful  are  these  new 
weathercasts  in  attracting  both 
viewers  and  sponsors,  that  over  a 
dozen  stations  so  far  have  invested 
in  weather  radar.  Since  equipment, 
fittings,  and  installation  can  easily 
cost  $25,000,  the  stations  are  evi- 
dently discovering  excellent  reasons 
to  justify  the  expenditure. 

Collins  Radio,  manufacturers  of 
radar  equipment  for  commercial  air- 
lines, at  last  report  had  equipped 
nine  stations.  They  have  found  in- 
terest in  weather  radar  highest  in  the 
Midwest  and  Gulf  Coast  region  sta- 
tions. Some  coastal  stations  are  now 
reported  next  in  line.  Bendix  and 
RCA  have  a  number  of  installations 
in  progress. 

As  employed  by  the  majority  of 
stations,  a  slide  projector  is  used  to 
superimpose  a  map  over  the  radar 
scope  televised  image.  The  geo- 
graphic  map   slides   are   changed   to 


match  the  area  covered  at  the  time 
by  the  radar  sweep.  In  this  way,  the 
tv  viewer  sees  the  exact  geographic 
location  of  the  weather  as  it  moves  in. 

To  interpret  what  is  shown  on  the 
radar  screen  to  the  viewing  public 
takes  special  training.  One  station, 
WBKB,  Chicago,  has  solved  this 
problem  by  employing  a  trained 
meteorologist. 

Speaking  of  the  WBKB  operation, 
Sterling  C.  Quinlan,  ABC  v.p.,  says 
"The  visual  advantages  of  the  Weath- 
er by  Radar  technique  are  obvious. 
If  it  consists  of  rain,  snow,  hail,  sleet 
or  large  fronts  containing  cyclones 
or  tornadoes,  one  can  plot  the  very  ' 
course  of  the  weather  and  a  storm, 
and  not  have  to  depend  on  periodic 
reports  of  weather  movements". 

Warren  Culbertson,  the  WBKB 
staff  meteorologist,  is  a  professional 
member  of  the  American  Meteor- 
ological Society,  with  eight  years 
of  weather  telecasting  background. 
Though  radar  is  the  principal  attrac- 
tion, Culbertson  supplements  this  in 
his  weather  forecasts  with  instru- 
ments to  report  and  record  current 
wind  direction  and  velocity,  baro- 
metric   pressure,    temperature,    rain- 


fall, relative  humidity  and  other  data. 

Though  some  tv  stations  are  re- 
ported using  15  minute  weathercasts, 
ABC's  Quinlan  considers  this  too 
long  and  prefers  "frequent,  short 
shots  as  the  ideal  pattern."  WBKB 
now  does  17  five-minute  shots  a 
week,  six  days  per  week.  Typical  of 
other  tv  stations  now  using  radar 
weather  programs,  WBKB  reports, 
"Show  is  sold  out.  Unsponsored  days 
are  filled  with  spots." 

Like  WBKB,  most  tv  weather 
radar  is  being  operated  at  5,400  mc. 
But  one  station.  WBAL  in  Baltimore, 
will  use  9,375  mc. 

The  installation  at  WBKB  typifies 
in  general  the  equipment  used  by 
other  stations  such  as  WBRZ,  Baton 
Rouge;  WMT,  Cedar  rapids;  WWIL, 
Ft.  Lauderdale;  WFAA,  Dallas; 
WLWT,  Cincinnati.  Design  of  the 
basic  unit  is  predicted  on  standard 
aircraft  weather  radar. 

In  Chicago,  WBKB  has  installed 
its  search  antenna  on  an  outrigger 
built  on  the  station's  567-ft.  tower. 
The  30-inch  diameter  rotating  radar 
dish  sends  out  electronic  waves  which 
travel  up  to  150  miles  and  return 
when  reflected  by  masses. 

Need  for  a  trained  observer  is 
underlined  by  some  of  WBKB's  ex\ 
periences.  They  have  found  that 
radar  not  only  picks  up  weather 
fronts,  but  such  dissimilar  objects  as; 
flocks  of  birds  in  the  sky.  smoke 
tails  from  the  Gary  industrial  ared 
south  of  Chicago,  airplanes,  clouds, 
even  boats  on  Lake  Michigan. 
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Twice  each  vear  SPONSOR  publishes  a  six-month  index 
of  articles.  This  new  index  covering  the  final  six  months 
of  1958  is  similar  to  the  one  you  have  been  using  for  the 
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headings in  alphabetical  order.  Under  the  case  histories 
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)ld  stalwarts  plan  biggest  tv  spot  increases 

\r»    advertisers,  renewals  hint  record  '58  for  film 
,5-conscious  clients  probe  multi-agency  set-ups _ 

I\   -trategy  causes  '"silent  revolution"     

•mx  ways  clients  evaluate  agencies  

'Do  dentists  have  a  case  against  tv? 
A  preview  of  new  fall  tv  commercials 

R  hat  shapes  clients'  views  of  agencies? 

Consider  French's  mashed   potato    (McMillin) 
Local   rate   muddle  at   boiling   point  

\\li\    advertisers  cross  plug  on  net  tv  

low   major  account  changes  affect  air  strategy 

|P&C  creativeness    (McMillin) 

'Private  brand"  wars  spur  spot  _ 

5pol  tv  spending:  a  soap  story  

hiu   6  industries  will  use  spot  radio  this  fall 

1  < > I >  100  national  advertisers:  first  half,  '58    

|Why  the  biggest  aren't  the  best    (McMillin) 

\\alanche  of  new  products  changes  ad  tactics 

poaps  washing  out  print  for  more  air  

["ootball    sponsors   spend    113    million   on   radio/tv 
nets  this  season  

Tea  spots  win  1st,  2nd  places  in  radio  vote 

[CLM  shoots  for  real  Dutch  flavor  

Advertisers  stand  in  line  for  minute  spots.— 

rhe  chemicals  flock  to  television  

S'hy  big  industry  is  moving  into  tv 

Advertisers   spending   $1,500,000,000   demand    more 
i  reative  ad  work  in  '59  „ 
amps  for  the  eyes  of  oilmen   (McMillin) 

I  a<     -how  me  boys"  move  into  tv 

["op  100  advertisers  in  spot   tv:   3rd  quarter  1958 
-iii  -  amazing  Christmas  baby 

;pot  radio's  51  leaders  in   1958 


12  July 

12  July 
19  July 
19  July 

19  July 
26  July 
26  July 
26  July 

26  July 
2  Aug. 

Aug. 

Aug. 

Aug. 

Aug. 
16  Aug. 
16  Aug. 
16  Aug. 
23  Aug. 
30  Aug. 
30  Aug. 
30  Aug. 
30  Aug. 
30  Aug. 

13  Sept. 

20  Sept. 

27  Sept. 


p.  29 
p.  38 
p.  18 
p.  33 
p.  38 
p.  28 
p.  30 
p.  30 
p.  36 
p.  23 
p.  30 
p.  29 
p.  36 
p.  38 
p.  18 
p.  27 
p.  31 
p.  34 
p.  12 
p.  29 
p.  32 
p.  38 
p.  93 
p.  26 
p.  34 
p.  33 


27  Sept.  p.  43 

4  Oct.  p.  40 

18  Oct.  p.  46 

25  Oct.  p.  31 

25  Oct.  p.  38 

15  Nov.  p.  31 

22  Nov.  p.  31 

6  Dec.  p.  10 

6  Dec.  p.  29 

13  Dec.  p.  37 

20  Dec.  p.  23 

27  Dec.  p.  29 


I 

,    Vrsonalitics 

■■Jewsmaker  of  week:  Procter  Coffin,  adv.  sis.  mgr., 
NECCO    _ 2  Aug. 


out.  Here  are  the  major  headings  in  alphabetical  order: 
Advertisers,  Advertising  ageneies,  Broadcast  in- 
dustry, Commercials,  Film,  Foreign,  Marketing, 
Merchandising-promotion-publicity,  Product  case 
histories,  Radio,  Ratings,  Representatives,  Research- 
surveys,    Special   Issues-sections,   Television. 


Newsmaker  of  week:  Patrick  J.  Frawley,  Jr.,  pres., 

Schick  Safety  Razor  Co.  9  Aug.    p.     4 

Newsmaker  of  week:  Dr.  James  Hillier.  v. p.,  RCA 

Labs    - 1  Nov.    p.     6 

Newsmaker   of    week:    Henry    Schachte,    adv.    v. p.. 

Lever  Bros 22  Nov.    p.     6 

Newsmaker  of  the  week:  Harold  F.  Temple,  pres., 

P.  Lorillard  29  Nov.    p.     6 

Edsel's  Fox   tackles   the  year's   toughest  comeback 

job 20  Dec.    p.  34 


ADVERTISING  AGENCIES 


General 


He  can't  quit  selling  (feature)   

Dan  Seymour:  guiding  genius  of  JWT's  air  strategy 
Tips     on     planning     commercials     (Rollo     Hunter. 
EWR&R) 

Spot  radio's  top  20  agencies  in  '57  

$-conscious  clients  probe  multi-agency  set-ups 

Y&R's  Rod  Erickson  moves  to  Warner  

What  do  clients  think  of  your  agency?  .... 

What  attracts  top  agency  personnel?  

What  shapes  clients'  views  of  agencies?   . 
A   new   way   to   measure   the  cost   of   servicing   ac- 
counts (Norman  Cohen,  Emil  Mogul) 
Local  rate  muddle  at  boiling  point 
How  major  account  changes  affect  air  strategy 

How  will  agencies  use  NCS  #3?  

Avalanche  of  new  products  changes  ad  tactics 

The  BBDO  marketing  set-up  grows  

Where's  Madison  Avenue  gone  to?  

North  Agency's  radio/tv  emphasis  boosts  it  to  the 

top - -  

Burnett,  Ogilvy  win  honors  for  tea  campaigns      

What  tv  and  radio  have  done  to  N.  W.  A\er 

Y&R's  White  Owl  Cigar  radio  drive 

How  agencies  pep  up  tv  selling  with  popular  local 

personalities 
The  eggheads  and  us   (  McMillin) 
B&B's  "cactus"  theme  for  Schick 
Sponsor   A«ks:    What  is  your  agency  doing  to  de- 
velop new  talent.'' 
Noble-Dury  builds  solidly  on  air 
C&W's   \ideotown    is   in    love   again    with    morning 

radio    

p.    4      ^&R  dig-  for  fuels  "beyond  ratings" 


5  Julv 
19  Julv 


36 
30 


19  July  p.  34 
26  July  p.  28 
26  July  p.  36 

26  July  p.  38 
2  Aug.  p.  30 
9  Aug.  p.  33 
9  Aug.  p.  38 

9  Aug.  p.  42 
16  Aug.  p.  29 
23  Aug.  p.  34 
23  Aug.   p.  44 

20  Sept.  p.  34 
20  Sept.  p.  38 

27  Sept.  p.    K) 

4  Oct.  p.  32 

4  Oct.  p.  40 

11  Oct.  p.  35 

18  Oct.  p.  35 

18  Oct.    p.  48 

8  Nov.   p.  10 
8  Nov.    p.  33 


8  Nov. 
22  Nov. 


p.  54 
p.  34 


22  Nov.    p.  M 
13  Dee.     p.   32 
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Vgenc)   mergers  make  news  in  1958  27  Dec.    p.  26 

Top  50  air  agencies  with  net  and  spot  breakdowns  27  Dec.    p.  27 

Timebuying 

Sponsor   Asks:    Are    rating   services    keeping    pace 

with  timebuyers? ._  5  July    p.  60 

Syndicator  attacks  "formula"'  timebuyers 12  July    p.  34 

Sponsor  Asks:  What  criteria  do  timebuyers  ignore?  26  July    p.  42 

What  a  timebuyer  can  do  to  get  ahead  6  Sept.  p.  34 

15  keys  to  better  timebuyer-timeseller  relationships  13  Sept.  p.  36 

The  timebuyer  who  struck  out  (feature)  27  Sept.  p.  39 

How  timebuyers  get  from  here  to  there  _ ._ 27  Sept.  p.  42 

Portrait  of  a  big-time  buyer:  Mc-E's  Sal  Agovino  ...  1  Nov.    p.  34 

Pied  Piper  of  timebuying:  fads  for  '59  29  Nov.    p.  39 

Things  I  got  for  Christmas  (feature)   27  Dec.    p.  30 

Personalities 

Newsmaker  of  week:  Robert  M.  Ganger,  chmn.  of 

board,  D'Arcy  _ 30  Aug.    p.  4 

Newsmaker  of  week:  Robert  L.  Foreman,  creative 

services  head,  BBDO  6  Sept.  p.  4 

Newsmaker  of  week:  Paul  Foley,  chmn.  adm.  coun- 
cil, McCann-Erickson  ! ._  13  Sept.  p.  6 

Newsmaker  of  week:  Robert  E.  Lusk,  pres.,  Benton 

&   Bowles  ._ 4  Oct.    p.  6 

Newsmaker  of  week:  Ben  Gedalecia,  v.p.,  research 

dir.,   BBDO   ..... 18  Oct.    p.  6 

Newsmaker  of  week:  Robert  E.  Newell,  pres.,  C&W  8  Nov.    p.  6 

Return  of  the  prodigal  adman:  OBM's  Ev  Meade...  8  Nov.    p.  42 

Newsmaker  of  week:  Joseph  M.  Greeley,  v.p.  mar- 
keting, member  board  of  dir.,  Leo  Burnett 20  Dec.    p.  4 


BROADCAST  INDUSTRY 

General 

Banking  copy  goes  human   (McMillin)    5  July  p.  27 

The  hard  yell  sell  (McMillin) 19  July  p.  18 

How  program  specialists  help  spot  19  July  p.  27 

Alaska's  potential  for  advertisers  _ ~ 19  July  p.  38 

Critique  on  the  critics   (Csida)    26  July  p.  22 

How    radio/tv    can    improve    community    relations 

(Hanque   Ringgold)    26  July  p.  38 

Blair  report  on  local  radio  programing.. 26  July  p.  51 

Local  rate  muddle  at  boiling  point  16  Aug.  p.  27 

The  Leo  Burnett  air  media  strategy  16  Aug.  p.  29 

How  will  agencies  use  NCS  #3? 23  Aug.  p.  44 

Sponsor  Asks:  What  are  your  goals  for  the  season 

ahead?    _ 23  Aug.  p.  48 

Sponsor    Asks:    How    will    independents    program 

against  net  competition? 6  Sept.  p.  54 

Sponsor  Asks:  Should  stations  under  joint  owner- 
ship (am  &  fm  cross  plug?  13  Sept.  p.  72 

Short  wave:  Quick  route  to  sales  in  Latin  America  20  Sept.  p.  40 

How  soap's  big  three  rank  in  tv  and  radio  27  Sept.  p.  33 

Where's  Madison  Avenue  gone  to?  27  Sept.  p.  40 

Football    sponsors   spend    113    million   on    radio/tv 

nets  this  year  — _.  27  Sept.  p.  54 

Sponsor  Asks:   What  is  the  place  of  the  regional 

network  in  today's  radio? 27  Sept.  p.  43 

A  net  show,  a  tarnished  idol  (Csida)   .  4  Oct.  p.  12 

Stereo  cues  two-way  air  media  buys  4  Oct.  p.  35 

sponsor  Quiz:  Abbreviates  for  bright  execs  4  Oct.  p.  39 

Radioactive   weather:    boom   on   coast,   backfire   in 

Manhattan _ 4  Oct.  p.  42 

What  tv  and  radio  have  done  to  N.  W.  Ayer  11  Oct.  p.  35 

Machine  tactics  get  out  the  WOW  listener  vote 11  Oct.  p.  47 

End  of  an  era  (Csida) 18  Oct.  p.  20 

Displays  sell  to  the  "lonely  shopper" 18  Oct.  p.  40 

Punch  'em  up  on  election  night  18  Oct.  p.  47 

Ad  alley:  A  couple  of  book  reviews  (Csida) 1  Nov.  p.  12 

The  eggheads  and  us  (McMillin)   ._...  8  Nov.  p.  10 

What's  behind  the  liquor  controversy?  8  Nov.  p.  36 


New  York  trip:  the  hectic  day  of  a  visiting  fireman 

What  the  CBS  radio  "consolidation"  is  all  about  .. 

Run  your  station  better,  says  adman  _ 

Rock  won  in  N.  Y.  state;  they  say  Pat  Weaver 
done  it    (McMillin)    

Creativity:  the  keynote  of  the  ANA  convention 

You  can't  win  'em  all  (Csida) 

How  Fortune  tipped  off  the  anti-tv  party  line  

Station  reverses  itself,  won't  accept  liquor  ads 

Sponsor  Asks:  What  did  you  get  out  of  this  year's 
BPA  convention  ?  

Tv's  reply  to  print  (Csida) 

Radio:  a  problem-beset  medium  fights  back:  Part  I 

CBS  drops  its  "must  buy"  policy 

Memories  of  a  Christmas  broadcast    (McMillin) 

Radio  wallops  newspapers  in  new  grocery  shop- 
ping study  

Spot  radio  problems:  Part  II. .__. 

Sponsor  Asks:  Do  the  tv  critics  hurt  television? 

Music  hath  power,  sales  power!    (Csida) 

It  was  a  rough  year:  1958  roundup 

Personalities 

Newsmaker  of  week:  A.  C.  Nielsen,  Sr.,  A.  C. 
Nielsen  Co.,  chmn _. ._ 

Newsmaker  of  week:  Robert  E.  Eastman,  pres., 
Robert  E.  Eastman  &  Co.,  Inc.  ... 

Newsmaker  of  week:  Robert  E.  Kintner,  pres.,  NBC 

Newsmaker  of  week:  The  Broadcasting  Industry 

Newsmaker  of  week:  Jules  Herbuveaux,  v.p.,  cen- 
tral div.,  NBC  .. 

Newsmaker  of  week:  John  Schneider,  CBS  TV's 
o&o  mgr.,  WCAU-TV 

Newsmaker  of  week:  Charles  H.  Crutchfield,  exec, 
v.p.  &  gen.  mgr.,  Jefferson  Std.  Bdctg.  Co. 

Newsmaker  of  week:  Jack  Wrather,  Bd.  chmn.,  In- 
dependent Television  Corp.  

Newsmaker  of  week:  Oliver  Treyz,  pres.,  ABC  TV 

Newsmaker  of  week:  Edmund  C.  Bunker,  v.p.  & 
gen.  mgr.  of  network  sales,  CBS  TV  ..... __ 

Announcers  I  have  known   (McMillin)       

Newsmaker  of  week:  Dr.  James  Hillier,  v.p.,  RCA 
Labs. 

Newsmaker  of  week:  Paul  B.  West,  pres.,  ANA  ..... 

How  to  cut  red  tape,  by  staying  home  (Gerald  A. 
Bartell) 

Newsmaker  of  week:  Todd  Storz,  pres.,  Storz 
Broadcasting  Co.  

Newsmaker  of  week:  Lloyd  E.  Yoder,  v.p.  &  gen. 
mgr.,  NBC's  WNBC,  WMAQ  ... 

Newsmaker  of  week:  Milton  A.  Gordon,  pres., 
Galaxy  Productions  


TV/Radio  Case  Histories 

Sandran's  one-two  air  media  punch  .... 

Spot  brings  home  the  Folger  coffee  

How  AMF  sets  'em  up  in  the  summer 

Cigarettes  on  the  air:  fall  bonanza  

Saturation  radio/tv  sells  real  estate 


8  Nov.  p.  40  I 

15  Nov.  p.  34  i 

15  Nov.  p.  40 

22  Nov.  p.    8 

22  Nov.  p.  31 

29  Nov.  p.  26 

29  Nov.  p.  33 

29  Nov.  p.  38 

6  Dec.  p.  48 

13  Dec.  p.    8 

13  Dec.  p.  25 

13  Dec.  p.  30 

20  Dec.  p.    6 

20  Dec.  p.  26 

20  Dec.  p.  33 

20  Dec.  p.  54 

27  Dec.  p.    8 

27  Dec.  p.  23 


5  July  p.  4 

12  July  p.  4 

19  July  p.  4 

26  July  p.  4 

16  Aug.  p.  4 

23  Aug.  p.  5 

20  Sept.  p.  6 

27  Sept.  p.  6| 
11  Oct.  p.  6 

25  Oct.  p.  6 

25  Oct.  p.  10 

1  Nov.  p.  6 

15  Nov.  p.  6 

29  Nov.  p.  42 

6  Dec.  p. 

13  Dec.  p. 
27  Dec.  p. 


Air  media:  dramatic  way  to  sell  movies 

Oklahoma  Oil  builds  an  air  network 

Chrysler's  startling  new  air  strategy 

The  "speed  up"  era:  three  cigarette  case  histories 

Air  media:  department  store  lifeline  * 

Nunn  shows  Standard  Oil's  use  of  radio/tv 


COSTS 

Web  daytime  rates  get  overhaul 5  July 

Is  recession  cutting  '58  ad  budgets?  12  July 

Want  to  figure  out  spot  costs  quickly?     19  July 

Spot   radio   heads   for  record   $192   million   volume 

in  1958    28  July 


26  July 

P- 

2  Aug. 

P- 

28 

16  Aug. 

P- 

32 

16  Aug. 

P- 

3? 

16  Aug. 

P- 

37 

16  Aug. 

P- 

11 

30  Aug. 

P- 

3( 

20  Sept. 

P- 

27 

20  Sept. 

P- 

3' 

11  Oct. 

P- 

4.: 

25  Oct. 

P- 

35 

I'.  3 

p.  39 

p.  3: 

P.  2! 
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Lost  of  a  syndicated  half-hour  show  28  July    p.  33 
|k   new   way   to   measure   the   cost  of   servicing   ac- 

!   counts   I  Norman  Cohen,  Emil  Mogul) 9  Aug.    p.  42 

Local  rate  muddle  at  hoiling  point  .„ 16  Aug.    p.  27 

ilight  rise  seen  in  daytime  spot   rates  16  Aug.    p.  41 

pop  20  advertisers  in  spot  tv,  net  tv,  radio  30  Aug.    p.  32 

, 'op  100  spenders  in  spot  tv,  2nd  quarter  1958  30  Aug.   p.  33 

"op  100  national  advertisers  for  first  half  of  '58  30  Aug.    p.  93 
PConnell's   streamlined    rate   card   stirs   timehuyer 

enthusiasm  6  Sept.  p.  40 

8  million  less  for  specs  (so  far)  13  Sept.  p.  44 
low  Chrysler  Corp.  sales  compare  to  net  tv/radio 

expenditures    _ 20  Sept.  p.  29 

\   revenues  in  multi-station  markets  - 20  Sept.  p.  37 

typical  costs  of  well-produced  jingles        11  Oct.     p.  43 


COMMERCIALS 

tanking  copy  goes  human    (McMillin)  5  July  p.  27 

Memory  vision:  new  NBC  radio  ad  sound 5  July  p.  33 

.he  or  film,  know  thy  star  (Csida) 12  July  p.  17 

|.Vill  union  snags  slow  videotape  growth?     12  July  p.  42 

Hie  hard  yell  sell   (McMillin)  19  July  p.  18 

pet  more  out  of  your  storyhoards  19  July  p.  34 

X  hat  viewers  dislike  in  commercials 26  July  p.  34 

lontemporary   ingredient  chatter   is   waste  of  com- 
mercial time    (McMillin)  2  Aug.  p.   16 

to  dentists  have  a  case  against  tv? 9  Aug.  p.  29 

Why  Prudential  likes  public  service  programing  .  9  Aug.  p.  32 

|A  preview  of  new  fall  tv  commercials 9  Aug.  p.  36 

Consider  French's  mashed   potato    (McMillin)  16  Aug.  p.  18 

iVhy  advertisers  cross  plug  on  net  tv 16  Aug.  p.  31 

Mine  facts  you  should  know  about  animation 23  Aug.  p.  40 

\\(.   creativeness    (McMillin) 30  Aug.  p.  12 

The  last  of  the  whitecoats   ( feature)  6  Sept.  p.  38 

A  h\  the  biggest  aren't  the  best  (McMillin)  13  Sept.  p.  26 

op)    platforms  for  radio  and  tv   (McMillin)  27  Sept.  p.  12 

[Sponsor  Asks:   Can  off-beat  animated  commercials 

.    really  sell  a  mass  market?  4  Oct.  p.  44 

h  pocket  full  of  peeves  (McMillin)   11  Oct.  p.  10 

Tow  to  produce  a  top  radio  spot  .....  11  Oct.  p.  42 

CLM  -hunts  fen   real  Dutch  flavor  18  Oct.  p.  46 
[Sponsor  Asks:   What  is  the  effectiveness  of  person- 

I    ality-delivered  commercials  vs.  e.t.?  18  Oct.  p.  52 
Sponsor  Asks:   How  can  the  tv  commercial  capture 

the  inattentive  viewer?       22  Nov.  p.  50 

[Sponsor  Asks:   What  are  the  prime  considerations 

,    in  using  a  star  in  a  commercial?  29  Nov.  p.  56 

■amps  lor  the  eyes  of  oilmen   (McMillin)   6  Dec.  p.  10 

tenaissance  in  radio  commercials  6  Dec.  p.  30 

How  to  integrate  your  commercial 13  Dec.  p.  38 

Elgin's  amazing  Christmas  baby  20  Dec.  p.  23 


MARKETING 

Alaska's  potential  for  advertisers  19  July  p.  38 
Sponsor    Asks:    How    does   a    station    become   top- 
rated  in  a  market?          16  Aug.  p.  40 

"'Private  brand"  wars  spur  spot  .  30  Aug.  p.  29 

Avalanche  of  new  products  changes  ad  tactics- 20  Sept.  p.  34 

The  BBDO  marketing  set-up  grows  20  Sept.  p.  38 
Sponsor  Asks:   Can  off-beat  animated  commercials 

really  sell  a  mass  market?  4  Oct.  p.  44 

Sponsor  backs  another  tv  challenge   (Parti-Day)  25  Oct.  p.  36 

The  Parti-Day  tv  test  is  on  the  way  1  Nov.  p.  29 
Sponsor  Asks:   How  is  Negro  radio  faring  in  your 

market? 1  Nov.  p.  54 

Parti-Day   results:    second   week   ..  8  Nov.  p.  38 

Parti-Day  sales  begin  to  climb,  3rd  week  ...  15  Nov.  p.  43 

Parti-Day  jumps  to  80%,  4th  week  ...  22  Nov.  p.  43 

2,030  cases  of  Parti-Day  in  first  month:  5th  week  29  Nov.  p.  36 

Tv  ups  Parti-Day  display,  6th  week                       6  Dec.  p.  39 

370  more  for  Parti-Day,  7th  week  13  Dec.  p.  29 
Sponsor  Asks:   How  does  your  company  use  NCS 

#3? 13  Dec.  p.  44 

Parti-Day  tops  toppings,  8th  week  20  Dec.  p.  29 

When  the  farmer  needs  a  friend   (Cynamid)  20  Dec.  p.  30 

Parti-Day  report  on  second  test  month,  9th  week..  27  Dec.  p.  28 


MERCHANDISING,  PROMOTION,  PUBLICITY 

How    can    radio/tv    improve    community    relations 

(Hanque  Ringgold)  26  July  p.  38 
Breakdown   of   publicity   staff   at    10   various   sized 

ad  agencies  2  Aug.  p.  31 
Sponsor  Asks:  How  does  a  station  become  top-rated 

in  a  market?  16  Aug.  p.    10 

Pet  Milk's  big  merchandising  parlay  23  Aug.  p.  36 

Why  merchandise  a  syndicated  show?  .  6  Sept.  p.  36 
Sponsor  Asks:   Can  off-beat  animated  commercials 

really  sell   a  mass  market?   ..._  4  Oct.  p.  44 

Sponsor   Asks:    What   audience    promotion    devices 

have  you  found  useful?  _  11  Oct.  p.  60 

Radio's  $1,200  draw  .  18  Oct.  p.  39 
Self-service    puts    premium    on    radio/tv    displays 

(Ralph   Head) 18  Oct.  p.    10 

Inco's  $500,000,  33-market  spot  radio  soft  sell  6  Dec.  p.  32 

Free  to  Standard  Oil  (Cal.),  $100,000  in  promotion  20  Dec.  p.  36 


PRODUCT  CASE  HISTORIES 

Appliances 

Mort  Farr  sells  far  more  on  local  tv  2  Aug.    p.  33 


FILM 

-he  or  film,  know  thy  star  (Csida)    . 

iyndicator  attacks  "formula"'  timebuyer  

\'  u  advertisers,  renewals  hint  record  "58  for  film 

lelepulse   ratings:    top  spot   film  shows  

\ii  media:  dramatic  way  to  sell  movies  ... 
some  tacts  you  should  know  about  animation 
\Why  merchandise  a  syndicated  show 
[Shortage  of  post  '48's  won't  stymie  feature  films 
(Sponsor  Asks:  Has  local  tv  become  a  film  medium? 
lelepulse  ratings:   top  spot  film  shows 
indicators'  new  programing  for  '59  .. 
Telepulse  ratings:  top  spot   film  -hows  ... 


FOREIGN 

Color  tv  wins  at  Brussels  5  July 

\u  adman  views  tv  abroad 2  Aug. 

Canadian   issue  30  Aug. 

Miort  wave:  quick  route  to  sales  in  Latin  America  20  Sept. 


12  July 

P- 

17 

12  July 

P- 

34 

26  July 

P- 

33 

2  Aug. 

P- 

48 

16    \ug. 

P- 

40 

23  Aug. 

P- 

40 

6  Sept. 

P- 

36 

13  Sept. 

P- 

44 

20  Sept. 

P- 

42 

25  Oct. 

P- 

61 

8  Nov. 

P- 

44 

6  Dec. 

P- 

50 

p.  42 

p.  23 

p.  41 

p.  40 
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Automotives 

Local  air  promotion  works  for  Dodge  12  July    p.    10 

Small  car  gets  big  push  from  radio   (Renault)  9  Aug.    p.  'i(> 

Why  Bay  Area  Rambler  tried  tv  film  6  Dec.     p.    12 

Beer  and  Ale 

Schaefer  switches  to  time-check  spots 18  Oct.     p.  38 

D.J.  spoof  creates  new  pale  stale  ale 13  Dee.    p.  28 

Candy  and  Con  lections 

Volume  pickup  via  tv  licks  Conomo's  cost  problem     22  Nov.    p.  40 

Clothinii  and  Accessories 

Karl    Shoes    reaches    markets-within-markets    with 

radio  1   Oct.      p.    12 

Chief  apparel  lire-  salvo  at  "co-op"  ad  campaigns        15  Nov.    p.  36 
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STARTING  PATE       NET  BILL 


ADVERTISER  AGENCY 

NEW  BUSINESS: 

American  Safety  Razor  Corp.    ■  ■  ■  Kenyon  &  Eckhardt,  Inc.  ..a........     11/4/58 

Atlantic  &  Pacific  Tea  Company    .  Paris  &  Peart,  Inc 12/8/58 

automotive  product     .........  TBA    .. ..»...■■. ■■■■■>■■■    2/2/59 

Borden  Company ■■■■>■  Young  &  Rubicam,  Inc.   ■ ■■    12/15/58 

Elgin  National  Watch  Co.    ■ J.  Walter  Thompson  Co -  -  ■    12/13/58 

Evinrude  Motors  ■■■■■.■■■■■.  Cramer- Krasselt  Co.     >■■ 4/17/59 

food  products  manufacturer      ■  ■  ■  TBA   ■  ■  .  ■ ..■■■■■ ■  ■  ■  ■  2/21/59 

Good  Housekeeping  Magazine    ■  ■  Grey  Advertising  Agency,  Inc.    ■■■■>*■    1/20/59 

P.  H.  Hanes  Knitting  Mills    N.  W.  Ayer  &  Son,  Inc .    TBA 

insurance  company      ■■■■■■■■■  TBA  ■■■■■■■■-■■■■■■■■■■■■■■■■■■■    TBA 


$ 


Albert  Frank-Guenther  Law,  Inc. 


Kiplinger  Magazine  ■■■■■■■■ 
Lever  Brothers  Company 

Air-Wick  ...■■..■■■■■■■.  Foote,  Cone  &  Belding    ■■■■■■.■■■.. 

Dove   ■■■■■■■■■■■■ Ogilvy,  Benson  &  Mather, Inc.  ■■■■■■.. 

Pepsodent    .■■■■■>-.-■■■  Foote,  Cone  &  Belding ■ 

Surf     ■■■■■■■■■■■>■■■■■  Batten,  Barton,  Durstine  &  Osborn,  Inc.  ■  ■ 


1/3/59 


Mogen  David  Wine  Corp. 
Philip  Morris  &  Company,  Ltd. 
Popular  Science  Monthly  >  ■  ■ 
Radio  Corporation  of  America 
Raybestos  ■■■■■■>■■■■■■ 
Renuzit  Home  Products  Co.  ■ 
Savings  &  Loan  Foundation  ■ 
Time,  Incorporated 

Life  Magazine   ■■■■■■■■ 

Time  Magazine   ■■■■■■■ 

Volkswagon   ■■■■■■■■■■■■ 

Waverly  Fabrics    ■■■■■■■■■ 

The  White  House  Company  >  ■ 


Edward  H.  Weiss  &  Company 
Leo  Burnett  Company,  Inc.  ■  ■ 
Schwab  &  Beatty,  Inc.  ■  ■  ■  ■  . 
Kenyon  &  Eckhardt,  Inc.  ■  ■  ■ 
Gray  &  Rogers 


.12/5/58 
1/12/59 
.  1/9/59 
.  1/5/59 
12/22/58 
1/24/59 
.  1/3/59 
2/6/59 
5/2/59 


William  Wrigley  Jr.,  Co 

RENEWED  BUSINESS: 
Allis  Chalmers  Mfg.  Co.  ■■■■■■ 
American  Motors-Rambler  ■  ■  ■  ■ 
Bristol-Myers  Company  ■■■■■■ 
Brown  &  Williamson  Tobacco  Corp. 
Ex-Lax,  Inc.  ■■■■■■■■■■■■■■ 
Lewis  Howe  Company  ■■■■■■■ 
North  American  Van  Lines,  Inc.  a 
Radio  Corporation  of  America  >  ■ 
R.  J.  Reynolds  Tobacco  Co.  ■  ■  ■  ■ 
Sun  Oil  Company     ■■■■■■>■■■ 


Arndt,  Preston,  Chapin,  Lamb  &  Keen,  Inc.  ■  2/16/59 
McCann-Erickson,  Inc.  ■--.........    12/27/58 

Young  &  Rubicam,  Inc. 12/15/58 

Joe  Gans  &  Company .  .  ■  .    11/18/58 

Compton  Advertising,  Inc.   ■.■■■■■■■    12/27/58 
Ehrlich,  Neuwirth  &  Sobo,  Inc.    ........   1/5/59 

Victor  &  Richards,  Inc.  ■■ 12/6/58 

Kushins,  Anderson  &  Takaro,  Inc.    ■■■■■■  1/3/59 
Arthur  Meyerhoff  &  Company .  12/1/58 


Bert  S.  Gittins  Advertising,  Inc.  -  .  ■  ■  - 
Geyer  Advertising  ■■■■■■■■■■■■■■ 
Batten,  Barton,  Durstine  &  Osborn,  Inc. 
Ted  Bates  &  Company,  Inc.  ■■■■■■■■ 
Warwick  &  Legler,  Inc.  ■.■■■■■■■■■ 
McCann-Erickson,  Inc.    ■■■■■■■. ■■■ 
The  Biddle  Advertising  Company   ■  ■  . 
Kenyon  &  Eckhardt,  Inc.   ■■■■■■■■■ 
William  Esty  Company,  Inc.    ■■■>■■> 
William  Esty  Company,  Inc.    ■  ■ 
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1  advertiser  and  agency  name  available  on  January  30,  2959 


1/1/59 

/21/59 
1/5/59 
/29/58 
1/5/59 
1/5/59 
1/4/59 
/13/58 
......    1/1/59 

1/5/59 

GRAND  TOTAL 


12 


15,0 
.  19,3 
584,0 

a  a  9,8 

--4,2 
.85,0 
593,0 
.  21,6 

-  85,2, 
209,01 

-  12,21 

a  30,2| 
.21,0! 

-  52,S| 

-  56,91 
.  63,6: 
110,Gi 

-  -  6,S| 
154,2; 
.  54,31 

a  13,8 

-  13,4! 


-  22,£| 

-  -  3,C| 
a.2,ll 

141,8 
--2,8 

a  15,i 

.45,6 


.  .  295,: 
.  ■  580,C 
.  .  404, 
.1,050,( 
.  .  508,( 
ol,050,( 
.  .  125,(1 

.  .  a  .  8,fl 

a  .  352,(1 
..418,(2 
$7,242,13 


as  of  the  close  of /business.  January  15 . . . 


$7,000,000  n 


From  November  1,  1958  through  Jani| 
15,  1959,  thirty-four  advertisers  inva 
$7,242,843  net  on  the  NBC  Radio  NeftJ 
This  investment  in  new  sales  and  reneij 
was  truly  the  greatest  sales  period 
any  radio  network  has  known  in  yj 
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sales  in  seventy-six  days! 

fhe   advertisers    bought   a   complete  hot  line, and  Stardust. They  bought  NBC 

f<  dcast   service.    They    bought   NBC  Radio's  exciting  approaches  to  marketing 

ilo's    dynamic    modern    programming  problems  —  Engineered   Circulation,    Im- 

•ept,  initiated  2:/2  years  ago,  and  ex-  agery  Transfer,  Memory  Vision,  and  the 

tlified  by  result-getting  programs  like  remarkable  Salesvertising  Plan  that  ties 

fJlTOR,  nightline,  news  OF  the  HOUR,  local  dealers  in  with  national  campaigns. 

IHE  NBC  RADIO  NETWORK 

■sponsor     •     24  JANUARY  1959  47 

L 


Drugs  and  Cosmetics 

Spot  tv  moves  'em  faster  (Drug  Research  Corp.)....     27  Sept.  p.  44 
Radio  reaches  working  women  best,  says  Dr.  Scholl       6  Dec.    p.  40 


Financial  and  Insurance 

Sell  investment  counseling  by  radio  5  July  p.  40 

Spot  radio  delivers  the  mail  (Met  Life)  _  12  July  p.  31 

Why  Prudential  likes  public  service  programing 9  Aug.  p.  32 


Food  and  Beverages 

Kellogg  gets  up-in-the-air  with  helicopter  advertis- 
ing (KABC)   19  July    p.  37 

Spot  brings  home  the  Folger  coffee  __. 2  Aug.   p.  28 

Pet  Milk's  big  merchandising  parlay 23  Aug.   p.  36 

What  Maola  did  with  regional  radio  .__. 13  Sept.  p.  43 

Spot  tv  on  kids'  shows  prove  No.  1  apple  seller 20  Sept.  p.  33 

Kroger  tests  new  spot  radio  pattern ..  20  Sept.  p.  36 

French's  terrific  tv  sales  success     4  Oct.    p.  38 

Radio  is  hot  for  frozen  ravioli  18  Oct.    p.  45 

Bosco  stirs  up  250,000  teen-agers           25  Oct.     p.  34 

Butternut  thrives  on  off-beat  humor  1  Nov.    p.  40 

Single    jingle    builds     10-year    success     (Carolina 

Rice) 8  Nov.    p.  39 

Kroger  builds  3-way  radio  formula  22  Nov.    p.  42 

Maypo's  smart  use  of  spot  tv    6  Dec.    p.  34 

Look  who  buys  the  spaghetti  (La  Rosa)  13  Dec.    p.  35 

How  to  hold  onto  that  holiday  spirit   (Ferris  Ham)  27  Dec.    p.  31 

Gas  and  Oil 

Texaco's  nighttime  radio  bombshell 19  July    p.  29 

Oklahoma  Oil  builds  an  air  network 30  Aug.   p.  36 

Free  to  Standard  Oil  (Cal.),  $100,000  in  promotion  20  Dec.    p.  36 


Retailing 

Radio  is  bargain  for  bargain  store 12  July    p.  41 

Air  media:  department  store  lifeline  11  Oct.     p.  45 

Radio  gives  paint  sales  bright  hue  25  Oct.     p.  37 

Transportation  Services 

Western  Airlines  gave  tv  the  bird  9  Aug.   p.  40 

Union  Pacific  sells  freight  service  with  spot  tv  23  Aug.    p.  43 

Miscellaneous 

Sandran's  one-two  media  punch  26  July    p.  40 

How  AMF  sets  'em  up  in  summer 16  Aug.    p.  32 

Saturation  radio/tv  sells  real  estate 16  Aug.   p.  37 

Can  spot  radio  "demonstrate"  your  product? 

(Cameo  Curtains) 30  Aug.   p.  33 

How  radio  sells  a  quality  image  for  Sterling  Silver  6  Sept.  p.  37 

Dixie  Cup's  unusual  air  strategy  6  Sept.  p.  42 

Play-Doh:  $3  million  spot  tv  wonder  13  Sept.  p.  39 

Radio  builds  |1  million  sales  for  music  store 27  Sept.  p.  40 

Radio  creates  a  selling  image  for  plastering  busi- 
ness     -- 15  Nov.    p.  41 

Homebuilder  loves   radio's   Sunday   evening   punch  29  Nov.    p.  44 

Inco's  $500,000,  33-market  spot  radio  soft  sell  6  Dec.    p.  32 


PROGRAMING 

How  tv's  program  "mess"  hits  sponsors — 12  July  p.  29 

Sponsor  Asks:  How  do  you  plan  to  use  your  video- 
tape machine?   12  July  p.  50 

How  program  specialists  help  spot  19  July  p.  27 

Diary  of  a  rep's  program  trip  19  July  p.  28 


Dan  Seymour:  guiding  genius  of  JWT's  air  strategy  19  July  p.  30 

Sponsor  Asks:  Has  tv  news  lived  up  to  its  promise?  19  July  p.  44 

Blair  report  on  local  radio  programing  26  July  p.  51 

Barn  dance:  radio's  hardiest  perennial  „ 2  Aug.  p.  26 

Muzak   enters  radio   fray   with   programing  service  9  Aug.  p.  38 
Sponsor  Asks:  Is  music  and  news  still  a  vital  pro- 
graming force?  9  Aug.  p.  46 

Radio  has  use  for  all  programing   (Csida) 23  Aug.  p.  10 

Sponsor  Asks:  What  are  the  essentials  of  daytime 

tv   programing? 30  Aug.  p.  68 

Sponsor    Asks:    How    will    independents    program 

against  net  competition?  6  Sept.  p.  54l 

Tv's  fall  forecast   (Csida)   13  Sept.  p.  Ill 

Radio  peps  up  its  news  leadership  4  Oct.  p.  29  j 

Are  tv  kid  shows  in  for  a  change? 15  Nov.  p.  37 

Run  your  station  better,  says  adman      15  Nov.  p.  401 

Sponsor  Asks:  What  constitutes  good  radio  news?  15  Nov.  p.  46] 


RADIO 


General 


Who  gets  the  out-of-home  audience?  

Blair  report  on  local  radio  programing 

The  old  fashioned  barn  dance:  radio's  hardiest 
perennial    — 

Muzak  enters  the  radio  music  fray  with  news  serv- 
ice    

Sponsor  Asks:  Is  music  and  news  still  a  vital  pro- 
graming   force  ? 

Station  manager  pinpoints  blame  for  changes  in 
radio   - — - - 

Radio  has  use  for  all  programing  (Csida) 

A  new  look  at  nighttime  radio  shows  audience  size, 
quality ._ 

Sponsor  Asks:  What  is  the  place  of  the  regional 
network  in  today's  radio?  - — 

Radio  peps  up  its  news  leadership — - 

Tea  spots  win  honors  in  radio  vote  

How  to  produce  a  top  radio  spot  _. 

Phillips  buys  radar  weathercasts  

Radio's  $1,200  draw  ...- 

Radio:  is  it  the  short  changed  ad  medium? 

Sponsor  Asks:  How  is  Negro  radio  faring  in  your 
market? .._ 

Sponsor  Asks:  What  constitutes  good  radio  news? 

Station  reverses  itself,  won't  accept  liquor  ads  .... 

What  advertisers  and  agencies  ask  about  radio  .... 

Renaissance  in  radio  commercials      

A  problem-beset  medium  fights  back  

Radio  wallops  newspapers  in  new  grocery  shopping 
study     _. 

Mitch  Miller  sells  like  crazy 


12  July 
26  July 

P- 
P. 

37 

51 

2  Aug. 

P- 

26 

9  Aug. 

P- 

38 

9  Aug. 

p. 

16 

16  Aug. 
23  Aug. 

P. 

P- 

38 

Hi 

23  Aug.   p.  42 


27  Sept. 

4  Oct. 

4  Oct. 
11  Oct. 
11  Oct. 
18  Oct. 

1  Nov. 

1  Nov. 
15  Nov. 
29  Nov. 
29  Nov. 

6  Dec. 
13  Dec. 

20  Dec. 
20  Dec. 


p.  54 
p.  29 
p.  40' 
p.  42 
p.  44 
p.  39 
p.  34 

p.  54 
p.  46 
p.  38 
p.  40 
p.  36 
p.  25 

p.  26 
p.  37 


Case  Histories 

Investment  firm  sells  services  by  radio 5  July    p.  4C 

Spot  radio  delivers  the  mail  (Met  Life)  12  July    p.  3} 

Local  air  promotion  works  for  Dodge  _  12  July    p.  4( 

Radio  is  bargain  for  bargain  store 12  July    p.  4] 

Texaco's  nighttime  radio  bombshell  .._  19  July    p.  2i 

Kellogg  get-up-in-air  with  helicopter  (KABC)   _ 19  July    p.  3 

Small  car  gets  big  push  from  radio   (Renault)   9  Aug.   p.  3? 

Pet  Milk's  big  merchandising  parlay  23  Aug.   p.  3f 

How  radio  saved  Helotes,  Texas  from  becoming  a 

ghost  town  23  Aug.   p.  3 

Can  spot  radio  "demonstrate"  your  product?  30  Aug.   p.  3. 

How  radio  sells  a  quality  image  for  Sterling  Silver  6  Sept.  p.  3 

What  Maola  did  with  regional  radio  ..._              13  Sept.  p.  4;; 

Kroger  tests  new  spot  radio  pattern  20  Sept.  p.  3 

Radio  builds  $1  million  sales  for  music  store 27  Sept.  p 

Radio    in    "minority    markets"    boosts    shoe    sales 

(Karl  Shoes) 4  Oct.    p.  4 


48 


SPONSOR 


24   JANUARY    1955 


To  sell  Indiana, 

you  need  both 

the  2nd  and  3rd 

ranking  markets. 

NOW 
ONE   BUY 

delivers  both  — 

AT  A  10% 
SAVINGS! 


YOU   NEED   TWIN   BILLING 

in  Indiana ! 


m 


"  ■  -*■  ■« 


Now,  a  new,  two-station  TV  buy  blankets  both  the 
South  Bend-Elkhart  and  Fort  Wayne  markets,  plus 
healthy  chunks  of  Southern  Michigan  and  Western 
Ohio.  Over  1.6  million  population  —  $2.8  billion  Effec- 
tive Buying  Income.  Alert  buyers  are  covering  these 
rich  markets  in  combination — and  saving  10%!  They're 
buying  them  right  along  with  Indianapolis — thus  cov- 
ering all  the  best  of  Indiana  from  within — with  just 
two  buys! 


see  your 


H-R 


man   soon 


~v 


TO7 


SOUTH      BEND     U  EKHAfiT 


\K7  Bs 


FOR  r     wa  y ne 


p- 

33 

p. 

39 

p- 

40 

p- 

33 

p. 

10 

p. 

54 

Radio  is  hot  for  frozen  ravioli 18  Oct.  p.  45 

Radio  gives  paint  sales  bright  hue  25  Oct.  p.  37 

Butternut  thrives  on  off-beat  humor 1  Nov.  p.  40 

Single  jingle  builds  10-year  success  (Carolina  Rice)  8  Nov.  p.  39 
Radio  creates  a  selling  image  for  plastering  busi- 
ness   15  Nov.  p.  41 

Kroger  builds  3-way  radio  formula  22  Nov.  p.  &2 

Homebuilder  loves  radio's   Sunday   evening   punch  29  Nov.  p.  44 

Inco's  $500,000,  33-market  spot  radio  soft  sell  6  Dec.  p.  32 

Radio  reaches  working  women  best,  says  Dr.  Scholl  6  Dec.  p.  40 

D.J.  spoof  creates  new  pale  stale  ale  13  Dec.  p.  28 

Radio  revs  up  a  grand  old  brand  name  (Hires) 20  Dec.  p.  38 


Network 

Memory  vision:  NBC's  new  commercial  sound  . 5  July 

Night  buys  highlight  net  radio  sales 19  July- 
Net  radio's  current  client  list  19  July 

Network  radio:  new  light  on  a  tough  flight  13  Sept. 

The  web's  last  stand  (Csida)     15  Nov. 

What  the  CBS  radio  "consolidation"  is  all  about  ..  15  Nov. 


Radio  Basics 

More  radio  set  sales  in  '58  than  in  '57  19  July  p.  39 

Night  buys  highlight  net  radio  sales  19  July  p.  39 

Net  radio's  current  client  list  — .  19  July  p.  40 

Slight  rise  seen  in  daytime  spot  rates  16  Aug.  p.  41 

Facts  and  figures  about  radio  today  __ 20  Sept.  p.  41 

Top  shows  in  spot  radio  in  4  cities _  11  Oct.  p.  62 

Current  listening  pattern  in-home  listening  during 

summer  hours  8  Nov.  p.  52 

Current   listening   patterns   in-home   listening,   Oct. 

'57-Sept.  '58  6  Dec.  p.  46 


Radio  Results 

Automobiles,    optical    aids,    dinnerware,     grocery- 
supermarkets 26  July  p.  62 

Poultry,  houses,  restaurant,  pest  control  _  32  Aug.  p.  54 

Personal    management,    houses,    department    store, 

finance    20  Sept.  p.  48 

Supermarket,    garden    equipment,    banking,    trans- 
portation     18  Oct.  p.  56 

Finance,  pianos  and  organs,  travel  bureau,  perfumes  15  Nov.  p.  50 

Traveler's  cheques,  paint,  liquid  adhesive,  travel 13  Dec.  p.  42 

Annual  Radio  Results  for  1958  27  Dec.  p.  33 


Spot 

Spot  radio  delivers  the  mail   (Met  Life)   12  July  p.  31 

Spot  radio  heads  for  record  $192  million  in  '58  26  July  p.  28 

15  basic  reasons  for  buying  spot _ 2  Aug.  p.  32 

Can  spot  radio  "demonstrate"  your  product   (Caro- 
lina  Rice  I 30  Aug.  p.  33 

How  6  industries  will  use  spot  radio  this  fall  30  Aug.  p.  38 

Kroger  tests  new  spot  radio  pattern 20  Sept.  p.  36 

How  a  spot  buy  is  made  ~     18  Oct.  p.  35 

A  problem-beset  medium  fights  back:  Part  I  13  Dec.  p.  25 

Spot  radio  problems:   Part  II     20  Dec.  p.  33 

Spot  radio's  51  leaders  in  1958  27  Dec.  p.  29 


RATINGS 

Newsmaker   of   week:    A.    C.    Nielsen,    Sr.,    chmn., 

A.  C.  Nielsen  Co 5  July 

Sponsor   Asks:    Are    rating    services   keeping    pace 

with  timebuyers?  .                                5  July 

Behind  the  rating  systems:  Part  I — The  Pulse       ....  20  Sept. 

Behind  the  rating  systems:  Part  II — ARB  _. 27  Sept. 

Behind  the  rating  systems:  Part  III — Trendex       ....  4  Oct. 

Behind  the  rating  systems:  Part  IV — Videodex  11  Oct. 


Behind  the  rating  systems:  Part  V — Hooper 18  Oct. 

Behind  the  rating  systems:  Part  VI — Nielsen  1  Nov. 

Highlights  on  six  rating  services:  a  recap  8  Nov. 

Watch  those  net  tv  local  ratings!  22  Nov. 

Sponsor  Asks:   How  does  your  company  use  NCS 

#3?    13  Dec. 


42 
37 
47 
36 


p.  44 


REPRESENTATIVES 

WBC  sets  up  rep  firm 5  July    p.  38 

Newsmaker    of    week:    Robert    E.    Eastman,    pres., 

Robert  E.  Eastman  &  Co.,  Inc .._ 12  July 

Who  gets  the  out-of-home  audience? 12  July 

How  program  specialists  help  spot  19  July 

Diary  of  a  rep's  program  trip  19  July 

Blair  "calculator"  estimates  spot  tv  $ 19  July 

Blair  report  on  local  radio  programing  26  July 

An  adman  views  tv  abroad  2  Aug. 

A  day  in  the  life  of  a  station  rep 

(  Richard  B.  Colburn,  Blair) 

O'Connell's  "streamlined"  rate  card  stirs  timebuyer 

enthusiasm     

15  keys  to  better  timebuyer-timeseller  relationships 
How  17  Atlanta  reps  get  the  real  advertising  low- 
down  


P-  4 

p.  37 
p.  27 
p.  28  | 
p.  32  I 
p.  51 

p.  34 ; 


30  Aug.  p.  34  I 

6  Sept.  p.  40 
13  Sept.  p.  36  I 

22  Nov.  p.  39  I 


p- 

60 

p- 

30 
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36 
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36 
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40 

RESEARCH  AND  SURVEYS 

Tv  monitors  boom  due  to  triple  spots 5  July    p.  34 

Tv  saturation  continues  to  climb 5  July    p.  35 

Who  gets  the  out-of-home  audience? 12  July    p.  37 

What  viewers  dislike  in  commercials 26  July    p.  34 

Uhf:  pockets  of  strength  (NCS  #2  &  #3)   9  Aug.   p.  34 

A    new    look    at    nighttime    radio    shows    audience 

quality,  size  23  Aug. 

How  will  agencies  use  NCS  #3?  23  Aug. 

10  guide  rules  for  grocery  advertisers  (Nielsen)   ....  30  Aug. 

The  ARF  tv  set  count  No.  3  (March  '58)  13  Sept. 

Behind  the  rating  systems:  Part  I — The  Pulse  20  Sept. 

Behind  the  rating  systems:  Part  II — ARB  27  Sept. 

Behind  the  rating  systems:  Part  III — Trendex  4  Oct. 

Behind  the  rating  systems:  Part  IV — Videodex  11  Oct. 

WOW's  catch-'em-on-the-run  survey  technique 11  Oct. 

Behind  the  rating  systems:  Part  V — Hooper  18  Oct. 

Sponsor  backs  another  tv  challenge  (Parti-Day)   ....  25  Oct. 

The  Parti-Day  tv  test  is  on  the  way  1  Nov. 

Radio:  is  it   the  short-changed  ad  medium?  1  Nov. 

Behind  the  rating  systems:   Part  VI — Nielsen  1  Nov. 

Parti-Day  results:  2nd  week  8  Nov. 

Highlights  on  six  rating  services   (summary)    8  Nov. 

Parti-Day  sales  begin  to  climb:  3rd  week  15  Nov. 
C&W's   videotown   is  in   love   again   with   morning 

radio 22  Nov. 

Parti-Day  jumps  to  80%:  4th  week  22  Nov. 

2,030  cases  of  Parti-Day  in  first  month:  5th  week  ..  29  Nov. 

How  RAB  makes  research  easier  for  timebuyers  ... .  29  Nov. 

Tv  tips  Parti-Day  display:  6th  week  6  Dec. 

Video  viewing  is  up  in  evening,  down  in  afternoon, 

says   ARB   6  Dec. 

370  more  for  Parti-Day:  7th  week  13  Dec.    p. 

Y&R  digs  for  facts  "beyond  ratings"  13  Dec.    p. 

Sponsor  Asks:   How  does  your  company  use  NCS 

#3?    13  Dec.    p. 

Radio  wallops  newspapers  in  new  grocery  shopping 

study     --  20  Dec.    p.  2( 

Parti-Day  toppings:  8th  week 20  Dec.    p.  25 

Parti-Day  report  on  second  test  month:  9th  week...  27  Dec.    p.  2f 


SPECIAL  ISSUES,    SECTIONS 

Canadian  issue,  1958  30  Aug.  p.  4 

The  Canadian  market  30  Aug.  p.  4; 

Canadian  radio  trends  —     30  Aug.  p.  4» 

Canadian  tv  trends 30  Aug.  p.  4« 
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...THE  MOST 
IMPORTANT 


NEW  TV  SHOW 


FOR  CHILDREN 

(OF  ALL  AGES) 

IN  THE  PAST 
FIVE  YEARS! 


FELIX  THE  CAT 

1959' 8  Brightest  Television  Star 

A  unusual  opportunity  for  a  national  advertiser  to  sponsor  a  Brand  New 
Series  starring  one  of  the  best  loved   cartoon   characters   of  all-time. 


IN  PRODUCTION  NOW  FOR  DEBUT  TELECAST  SEPTEMBER,  1959. 
260  episodes  •  4  minutes  each  •  Unique  "chapter"  format 
Eastman  Color  production    •    Black  and  White  release 


PRE -SOLD: 

Comic  strip  internationally 

syndicated  by  King  Features. 


PRE -SOLD: 

Comic  Books  published 

monthly  by  Harvey  Publications. 


PRE -SOLD: 

Toys,  games,  dolls  by  the 

scores  available  immediately. 


Call— Wire— Write  — Audition  Screenings  by  Appointment 
Richard  Carlton,  Vice  President  In  Charge  of  Sales 

TRANS -LUX  TELEVISION  CORP.,  625  MADISON  AVE.,  NEW  YORK  22,  N.  Y. 

Phone:  PLaza  1-3110-1-2-3-4 
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Canadian  radio  basics     30  Aug. 

Canadian   tv  basics 30  Aug. 

sponsor  Index:    First  half  of  1958 11  Oct. 

sponsor's  7th  Annual  Farm  Section  25  Oct. 

Farm  stations             25  Oct. 

The  farm  reaps  big  crop  of  $  25  Oct. 

Farm  radio  basics 25  Oct. 

Farm   market   basics 25  Oct. 


p.  48 

p.  53 

p.  51 

p.  41 

p.  42 

p.  44 

p.  46 

p.  50 


TELEVISION 


General 


Tv  monitors  boom  due  to  triple  spots  

Tv  saturation  continues  to  climb  

Color  tv  wins  at  Brussels  

Will  union  snags  slow  videotape  growth?  

Sponsor  Asks:  How  do  you  plan  to  use  your  video- 
tape  machine?    

Tv's  best  salesman:   tv  

Get  more  out  of  your  storyboards 

Tv's  No.  1  success  story:  Tv  Guide  __ 

Sponsor  Asks:  Has  tv  news  lived  up  to  its  promise? 

Critique  on  the  critics   (Csida)   

New  advertisers,  renewals  hint  record  '58  for  film 

\\  hat  viewers  dislike  in  commercials  

An  adman  views  tv  abroad __ 

Uhf  and  FCC   (Csida)   

Uhf:  Pockets  of  strength,  but  slow  over-all  decline 

Sponsor  Asks:  How  does  a  station  become  top-rated 
in   a   market?       

Sponsor  Asks:  What  are  the  essentials  of  daytime  tv 


5  July  p.  34 

5  July  p.  35 

5  July  p.  42 

12  July  p.  42 


12  July 
19  July 
19  July 
19  July 
19  July 
26  July 
26  July 
26  July 

2  Aug. 

9  Aug. 

9  Aug. 


p.  50 

p.  33 

p.  34 

p.  36 

p.  44 

p.  22 

p.  33 

p.  34 

p.  34 

p.  20 

p.  34 


16  Aug.  p.  40 


programing  i 


Pay  tv's  hand  keeps  writing   (Csida)   

Tv's  revolutionary  videotape:  Part  I  

Why  merchandise  a  syndicated  show?  _.. 

The  last  of  the  whitecoats   (feature) 

Tv's  revolutionary  videotape:  Part  II  

$8  million  less  for  specs  (so  far)  

Shortage  of  post  '48's  won't  stymie  feature  film 

Tv's  fall  forecast    (Csida) 

Tv  revenues  in  multi-station  markets  _ 

Sponsor  Asks:  Has  local  tv  become  a  film  medium? 

Soaps'  washing  out  print  for  more  air 

A  new  show:  a  tarnished  idol  (Csida)  

End  of  an  era  (Csida)   

Punch  'em  up  on  election  night __ 

How  agencies  pep  up  tv  selling  with  popular  local 

personalities    

Why  you  can't  buy  minute  tv  spots  

The  chemicals  flock  to  television  _... 

Sponsor  Asks:  How's  color  tv  doing  in  your  market? 

B&B's  "cactus  theme''  for  Schick  

Why  big  industry  is  moving  into  tv  

Are  tv  kid  shows  in  for  a  change?  _ 

Sponsor  Asks:  How  can  the  tv  commercial  capture 

the  inattentive  viewer?  

How  Fortune  tipped  off  the  new  anti-tv  party  line 

The  "show  me  boys"  move  into  tv  

Tv's  reply  to  print  (Csida)   

When    the    farmer    needs    a    friend:    Cynamid's    tv 

approach    

Sponsor  Asks:  Do  the  tv  critics  really  hurt  televi- 
sion ?     


Aug. 

Sept. 

Sept. 

Sept. 

Sept. 
13  Sept. 
13  Sept. 
13  Sept. 
20  Sept. 
20  Sept. 
20  Sept. 
27  Sept. 
4  Oct. 
18  Oct. 
18  Oct. 

18  Oct. 
25  Oct. 
25  Oct. 
25  Oct. 

8  Nov. 
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p.  12 

p.  29 

p.  36 

p.  38 

p.  40 


44 
44 
10 

37 


p.  42 

p.  34 

p.  12 

p.  20 

p.  47 

p.  48 

p.  31 

p.  38 

p.  66 

p.  33 


15  Nov.  p.  31 

15  Nov.  p.  37 

22  Nov.  p.  50 

29  Nov.  p.  33 

6  Dec.  p.  29 

13  Dec.  p.     8 

20  Dec.  p.  30 

20  Dec.  p.  54 


Case  Histories 

Appliance  dealer  sells  more  on  local  tv  (Mort  Farr)  2  Aug.   p.  33 

Western  Airlines  gave  tv  the  bird        9  Aug.   p.  40 

Dixie  Cup's  unusual  air  strategy  6  Sept.  p.  42 

Play-Doh:  $3  million  spot  tv  wonder  13  Sept.  p.  39 

Spot  tv  moves  'em  faster  (Drug  Research  Corp.)  ....  27  Sept,  p.  44 

French's  terrific  tv  sales  success 4  Oct.     p.  38 

Bosco  stirs  up  250,000  teenagers 25  Oct.    p.  34 
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Sponsor  backs  another  tv  challenge  (Parti-Day)   ...  25  Oct. 

The  Parti-Day  tv  test  is  on  the  way 1  Nov. 

Parti-Day  results:  2nd  week 8  Nov. 

"Zipperless  zipper"  tv  spot  campaign  is  sell-out  ....  15  Nov. 

Parti-Day  sales  begin  climb  15  Nov. 

Volume  pickup  via  tv  licks  Conomo's  cost  problem  22  Nov. 

Parti-Day  jumps  to  80%:  4th  week 22  Nov. 

2,030  cases  of  Parti-Day  in  first  month:  5th  week  29  Nov. 

Maypo's  smart  use  of  spot  tv  6  Dec. 

Tv  ups  Parti-Day  display:  6th  week  _  6  Dec. 

Why  Bay  Area  Rambler  tried  tv  film  __ 6  Dec. 

370  more  for  Parti-Day:  7th  week  13  Dec. 

LaRosa  uses  Tom  Sawyer  technique  to  sell  spaghetti  13  Dec. 

Parti-Day  tops  toppings:  8th  week  20  Dec. 

Free  to  Standard  Oil  (Cal.),  $100,000  in  promotion  20  Dec. 

Parti-Day  report  on  second  test  month:  9th  week...  27  Dec. 

Ferris  holds  onto  that  holiday  spirit  27  Dec. 


Network 
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39 
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12 
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29 
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35 
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29 
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36 

p. 

28 

p. 

31 

Web  daytime  rates  get  overhaul  5  July 

Net  tv's  hot  weather  line  up  (basics)  5  July 

How  tv's  program  "mess"  hits  sponsors 12  July 

Newsmaker  of  week:  Robert  E.  Kintner,  Pres.,  NBC  19  July 

Dan  Seymour:  guiding  genius  of  JWT's  air  strategy  19  July 

Network  tv's  "silent  revolution"  2  Aug. 

Why  Prudential  likes  public  service  programing 9  Aug. 

A  preview  of  new  fall  tv  commercials  9  Aug. 

Why  advertisers  cross-plug  on  net  tv  16  Aug. 

Daytime  tv  explodes  into  major  ad  medium 23  Aug. 

Chrysler's  startling  new  air  strategy  20  Sept. 

Watch  those  net  tv  local  ratings 22  Nov. 

CBS  drops  its  "must  buy"  policy  _  13  Dec. 


p.  31 
p.  43 
p.  29 
p.  4 
p.  30 
p.  23 
p.  32 
p.  36 
p.  31 
p.  31 
p.  27 
p.  36 
p.  30 


Spot 

Blair  "slide  rule"  estimates  spot  tv  $  19  July  p.  32 

New  products  pushing  '58  spot  volume  up  7-10%  ...  26  July  p.  30 

Sponsor  Asks:  What  criteria  do  timebuyers  ignore?  26  July  p.  42 

15  basic  reasons  for  buying  spot  2  Aug.  p.  32 

Union  Pacific  sells  freight  with  spot  tv  23  Aug.  p.  43 

Spot  tv  spending:  a  soap  story  30  Aug.  p.  32 

Spot  tv  on  kids'  shows  proves  No.  1  apple  seller...  20  Sept.  p.  33 

New  York  trip:  the  hectic  day  of  a  visiting  fireman  8  Nov.  p.  40 

Volume  pickup  via  tv  licks  Conomo's  cost  problem  22  Nov.  p.  40 

Top  100  advertisers  in  spot  tv:  3rd  quarter,  1958  ...  13  Dec.  p.  37 


Tv  Basics  and  Comparagraph 

Net  tv's  hot  weather  lineup 5  July    p 

Comparagraph:  5  July-1  Aug. 5  July    p 

Hot  weather  impact  on  show  types  2  Aug.   p 

Comparagraph:     2  Aug.-29  Aug.  p 

An  early  look  at  fall  net  tv 6  Sept.  p 

Comparagraph:  30  Aug.-26  Sept.    6  Sept.  p 

Net  tv  tally:  prices  up,  dramas  down  27  Sept.  p 

Comparagraph:  27  Sept.-24  Oct.  27  Sept.  p, 

Available:  18  nighttime  shows  _ 1  Nov.    p.  4 

Comparagraph:  25  Oct.-21  Nov.  1  Nov.    p.  4 

What  net  audiences  are  watching 29  Nov.    p.  4; 

Comparagraph:  22  Nov.-19  Dec „__  29  Nov.    p.  4< 

Tv  homes:  407c  watch  9  hours  daily 20  Dec.    p.  4! 

Comparagraph:  20  Dec-16  Jan.  20  Dec.    p.  4 


Tv  Results 

Automobiles,  furniture,  supermarket,  ladies'  dresses  12  July 

Restaurant,  dogs,  food,  department  store _...  9  Aug. 

Gas,  fertilizer,  food  store,  canned  goods  6  Sept. 

Automobiles,  bank,  supermarket,  trailers  4  Oct. 

Automobiles,  building  supplies,  jewelry,  dairy  prod- 
ucts    - - —  1  Nov. 

Automobiles,  auto  &  clothing,  automobiles,  shoes  ....  29  Nov. 


p.  51 

p.  S 

P.  71 

p.  1! 


SPONSOR 


24   JANUARY    195* 


—  to  the  trained   ear  it  is  quickly  re- 
cognizable.   Likewise,    the    quality 
atmosphere    of    a    television    station 
is    just    as    instantly   apparent   and 
valued    by    quality   advertisers! 


abc  ■  channel    8    dallas 

LDWARD    PETRY    &    CO..     NATIONAL    REPRESENTATIVES    ■    A    TELEVISION    SERVICE    OF    THE    DALLAS     MORNING     NEWS 
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Shrimps  to  Telepathy 


BILLION-ODD  YEARS 
AGO,  on  the  floor  of  the 
ocean,  the  art  of  advertis- 
ing was  born  when  some 
forward-looking  shrimps 
learned  to  crack  their 
knuckles  and  some  females  ( God  bless  'em  — 
still  most  sought  after  by  most  advertisers ) 
responded.  But  don't  think  there  wasn't  hell 
to  pay. 

The  sea  anemones,  and  in  fact  all 
the  frond-waving  crowd,  said  that  this  new 
form  of  advertising  was  vulgar,  disgusting, 
and  a  very  low  form  of  attention  getting.  The 
sea  slugs,  en  masse,  decried  it  as  a  really 
dreadful  thing  to  bring  noise  into  a  world 
where  there  had  been  no  noise  before  and 
where  practically  nobody  had  ears.  You  would 
have  thought  the  world  was  coming  to  an  end, 
rather  than  a  beginning. 

After  a  couple  of  million  years  all 
the  shrimps  were  cracking  their  knuckles  all 
the  time,  and  everybody  had  got  used  to  it  and 
things  were  quite  happy  and  normal  until  — 
well,  until  some  "gifted"  crustaceans  thought 
up  the  idea  of  long  antennae  as  a  means  of 
communication. 

A  terrific  row  was  raised  by  every- 
body else  —  and  the  shrimps  squawked  the 
loudest.  They  said  that  this  innovation  would 
make  their  own  advertising  system  outmoded, 
and  unfairly  so.  Since  it  was  unfair  to  them, 
it  was  degrading  to  the  entire  world.  This  row 
quickly  settled  down  in  an  aeon  or  two  and 
in  the  meantime  things  were  beginning  to 
happen  up  on  earth  —  on  dry  land. 


Here  the  competition  in  the  adver- 
tising field  was  so  bitter  and  so  bloody  and  so 
useless  that  we'll  skip  the  saurian  details  and 
come  down  to  the  last  split-second  of  history, 
to  Modern  Man  —  to  the  last  micro-second  of 
history,  to  Modern  Western  Man. 

Still  confining  our  attention  to  the 
advertising  field,  we  might  first  mention  the 
prodigious  ruckus  raised  by  the  Fraternal  and 
Peregrinating  Order  of  Town  Criers  when  the 
job  printers  first  started  turning  out  hand- 
bills. You  should  have  heard  what  the  bell 
ringing  news  crooners  had  to  say  about  the 
bill  posters  —  or  perhaps  you  shouldn't  have. 
These  latter  didn't  have  long  to  enjoy  the  in- 
vective being  heaped  upon  them  because  soon 
the  bill  posters  had  to  turn  their  attention  to 
a  horrible  conspiracy  to  wipe  them  out  of 
existence  —  namely  the  introduction  of  the 
newspapers. 

You've  probably  caught  on  by  now 
and  realize  that  newspapers  were  an  inven- 
tion of  the  devil.  The  newspapers  lived 
mighty  rosy  life  for  years  and  years.  They 
managed  to  get  along  with  their  sister  me- 
dium, the  magazines,  because  the  rhythm  of 
publication  was  so  different. 

Then  in  the  early  20's  -  Oh  Brother! 
Some  fiend  incarnate  taught  wireless  teleg- 
raphy how  .to  talk !  Here,  indeed,  was  a  fright- 
ening challenge  to  the  newspaper  industry 
Here  was  a  novel  means  of  communication, 
and  a  great  disseminator  of  news,  entertain- 
ment —  and  advertising! 

The  familiar  useless  battle  ensued 
Newspapers  tried  in  every  way  to  prevent  the 


Ed  wail 


This  (i<li  ertisement 

also  appeared  in  the 

'New  York  Times,' 

'New  York  Herald  Tribune,' 

'Chicago  Tribune'  and  the 

'II  all  Street  Journal.' 


ublic  acceptance  which  was  bound  to  come 
Dr  this  new  medium.  They  pretended  it 
wasn't  there  and  closed  their  columns  to  news 
f  radio. 

They  vilified  it.  They  ridiculed  it. 

Later,  equilibrium  was  established 
nee  again  in  the  advertising  industry.  News- 
apers  even  used  radio  as  an  advertising 
tedium  to  get  circulation  for  their  own  pub- 
cations,  and  radio  used  newspapers  to  get 
steners.  It  seemed  as  if  peace  might  reign 
orever  in  the  advertising  world.  Then  a  few 
/itches  and  men  of  magic  got  together  in  dark 
aves  and  planned  to  ruin  all  advertising 
ledia  by  persuading  somebody  to  invent  a 
ling  called  "the  picture  tube."  When  this 
ew  invention  finally  arrived  —  television  — 
;  proved  to  be  such  an  amazing  phenomenon 
hat  it  stunned  the  entire  industry. 

Radio,  still  in  its  comparative  youth, 
;riade  a  few  feeble  efforts  at  ridicule,  calling- 
he  television  men  "the  magic  lantern  boys," 
.nd  then  sat  around  stunned  at  its  loss  of 
isteners  until  finally,  with  good  sense,  it 
tarted  to  rebuild  its  medium  to  fit  the  needs 
i  the  public,  and  today  is  once  more  flourish- 
ng  and  a  fine  competitor  to  other  advertising 
nedia.  Newspapers  and  magazines  remained 
ppalled  —  but  they  remained  in  business. 

Within  the  last  few  months  the  hue 
tnd  cry  against  television  has  become  louder, 
tome  publications  are  seeking  to  fight  this 
lemon  who  is  taking  away  their  advertising 
lollars.  The  sad  thing  about  it  is  that  they 


are  fighting  in  the  same  million-year-old  way. 
They  are  attempting  to  deprecate  television 
as  an  advertising  medium. 

We  like  all  advertising.  We  like 
newspapers,  radio,  television,  magazines,  and 
all  the  others.  They  are  all  effective.  If  a  news- 
paper or  magazine  didn't  print  what  the 
public  wants  ( be  it  entertainment  or  news ) ,  it 
would  not  be  read.  If  a  radio  or  television 
station  failed  to  broadcast  good  programs,  it 
would  not  be  watched  or  heard.  The  fact  is 
that  successful  newspapers  and  magazines 
are  read  —  and  people  do  watch  television  and 
do  listen  to  radio.  Without  listeners  and  view- 
ers and  readers,  they  would  be  without  adver- 
tisers, without  whom  they  could  not  exist. 

All  advertising  media  might  well 
follow  the  proven  path  of  "peaceful  co-exist- 
ence," and  make  sure  that  they  are  geared  to 
the  wants  and  needs  of  present-day  America 
to  the  nth  degree.  Along  this  path  alone  lie 
prosperity  and  success  for  all. 

Anyway,  we  have  to  spend  a  lot  of 
time  thinking  up  all  the  things  we're  going 
to  say  about  the  next  advertising  competitor 
—telepathy.  That's  going  to  be  a  pretty  cheap 
medium  for  the  advertiser,  because  anybody 
I  with  brains,  that  is )  will  be  able  to  get  the 
message. 


do  you  agree? 


tetry  &  Co.,  Inc. 


With  new  emphasis  on  advertisers'  needs,  SPONSOR  ASKS: 


What  are  the  latest  techniques  in  I 


As  advertisers'  requirements  de- 
mand more,  film  men  report 
new  production  methods  being 
used  to  secure  viewer  attention. 

Robert   Bergmann,  vice  president,  tv 
division,    Transfilm   Inc.,   New    York 

Two  basic  approaches  have  emerged 
in  television  commercial  treatment 
recently  that  have  had  "significant" 
and  "novelty"  effect  —  significant 
meaning  that  one  and  all  among  the 


The  applica- 
tion of 
graphics  to 
commercials 


viewers  have  enjoyed  them  and  agree 
that  more  of  this  kind  should  be 
done;  and  novelty  applied  gener- 
ally by  the  industry  meaning  that 
"this,  too,  shall  pass."  In  my  opinion 
these  techniques  will  be  the  basis  for 
further  development  and  embroider- 
ing in  the  future;  they  will  retain 
their  "significance"  for  the  viewer; 
and  "novelty"  won't  tarnish. 

The  first  approach  depends  on 
heavy  investment  in  character  devel- 
opment (Harry  and  Bert  for  Piel; 
Marky  for  Maypo  Cereal;  Emily  Tipp 
for  Ward  Baking;  and  Manners,  the 
Butler,  for  Kleenex.)  In  this  style, 
situations  of  the  characters  develop 
to  involve  the  product. 

The  second  approach  lies  in  the  ap- 
plication of  graphics  to  the  commer- 
cial. Here  I  refer  to  animated  stills  of 
people  and  art  work,  or  what  we  have 
termed  "visual  squeeze,"  in  award- 
winning  types  as  Chemstrand,  Ford, 
Aero  Shave,  Sanka,  Esso  and  Tek 
commercials.  Sometimes  live  action 
is  integrated,  but  always  the  picture 
syncs  to,  or  is  motivated  by,  an  un- 
usual track. 

In  the  technique  of  character  de- 
velopment,  the   commercial   provides 


identification  and  humor.  The 
groundwork  for  these  off-beat  "sells" 
is  very  carefully  prepared  at  the 
agency  level.  For  example,  Ed  Graham 
developed  biographies  for  his  "differ- 
ent" people.  Although  Ed  has  left 
agency  copy  to  devote  full  time  to 
this  approach,  I  feel  that  the  agency 
awareness  of  this  type's  effectiveness 
will  push  it  toward  giving  its  own 
creative  groups  the  freedom  to  spawn 
more  "characters." 

For  the  film  producer,  the  transla- 
tion of  these  "character"  families  to 
film  is  technically  no  great  problem; 
and  there  is  challenge  and  fun  in 
supporting  the  "characters"  with  de- 
sign, novel  movement  and  equipping 
them  with  compelling  voices  and 
sounds. 

The  second  approach  via  graphics 
has  revealed  its  value  by  forcing  peo- 
ple to  look  and  listen  at  an  acceler- 
ated pace,  without  losing  the  mes- 
sage, and  like  it.  More  than  anything 
else,  this  style  is  a  perfect  combina- 
tion of  audio  and  visual.  It  obeys  the 
laws  of  the  film — attempts  to  say  one 
thing  only  at  a  time  in  one  picture, 
and  depends  on  the  cumulative  effect 
of  everyone  concerned. 

Although  they  are  conceived  by 
the  tv  creative  groups  within  the  ad- 
vertising agency,  it  is  the  film  com- 
pany which  provides  the  kitchen  to 
unite  the  ingredients — music,  still 
photographer,  graphic  artist,  and  ani- 
mation department.  Because  agen- 
cies, I  feel,  are  becoming  more  sensi- 
tive to  this  style,  many  new  areas  will 
be  explored  and  attempted  in  this 
coming  year — the  surface  hasn't  even 
been  scratched. 

In  both  the  basic  approaches  that 
I  have  described,  the  film  company — 
because  it  is  not  merely  the  "printer" 
of  the  commercial,  but  an  imagina- 
tive, helpful,  crystalizing  force — can 
give  immense  support  to  the  agency 
creative  levels,  allowing  them  to  ex- 
press themselves  more  satisfactorily 
for  their  clients. 

Neither  of  these  techniques  is  pur- 


chased cheaply.  They  require  a  great 
deal  of  thought,  the  most  intense  co- 
operation of  all  forces,  thorough  sup- 
port at  all  levels  of  agency  and  client. 
The  result  is  not  only  effectiveness, 
interest  and  even  entertainment,  but 
the  insurance  that  they  can  be  seen 
again  and  again  and  still  not  wear 
out  their  welcome  in  the  viewer's 
home. 

Jerry    Schnitzer,    executive    producer, 
Robert  Lawrence  Productions 

We  are  using  our  best  efforts  to 
make  the  television  viewer  a  partici- 
pant instead  of  a  spectator.  This  em- 
bodies a  technique  that  makes  the 
viewer  a  living  part  of  the  adver- 
tiser's message.  It  makes  the  viewer 
experience  what  the  actor  feels. 
Forces  him  into  the  picture.  Not  with 
words  alone,  but  with  pictures  pri- 
marily. Strong  pictures;  pictures  that 
invite  his  participation. 

There  is  no  secret  formula  to  this 
technique,   nor  would   you   call   it   a 


A  constant 
flow  of 
cause  and 
effect 


new  one.  It  is  the  manner  in  which 
it  is  developed  and  brought  out  by 
the  combined  efforts  of  the  agency 
and  the  producing  company.  It  is 
basically  an  attitude  about  film  mak- 
ing. It  is  an  attitude  about  life  itself. 
It  is  an  awareness  that  both  the 
viewer  and  the  actor  wish  to  com- 
municate to  each  other.  To  give  it  a 
name,  we  call  it  "non-verbal  com- 
munication". 

Film-making,  as  we  know  it,  is 
built  upon  a  system  of  reactions — a 
constant  flow  of  cause  and  effect  ad- 
vancing the  over-all  action,  leaving 
emotional  recordings  on  people's 
faces.  It  is  in  these  recordings,  these  \ 
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tv  film? 


i  shadings,  mostly  the  non-verbal,  tell- 
tale responses,  that  communicate 
with  such  impact  that  the  viewer  is 
motivated  to  action.  These  flashes  of 
revelation  cannot  be  described  by 
words.  They  are  for  the  camera  and 
the  eyes  of  the  viewer  to  receive  and 
understand. 

Some  of  the  commercials  in  which 
we  have  successfully  used  this  tech- 
nique are  Chevrolet  ("Going  to  the 
Dance"  and  "Station  Wagon")  Max 
Factor  and  Gallo  Wine.  There  is  no 
limit  to  the  variety  of  the  applica- 
tions of  "non-verbal  communication." 
Those  little  unwritten  feelings  com- 
municate best  when  they  are  etched 
on  our  faces  and  in  our  carriage. 
They  establish  rapport  between  the 
actor  and  the  product  and  conse- 
quently with  the  viewer  and  product. 

Gerald  Hirschfeld,  A.S.C.,  vice  presi- 
dent, director  of  photography,  MPO  Tele- 
vision  Films,  Inc.,  New   York 

Television  viewers  and  even  critics 
have  commented  on  the  steady  in- 
crease in  the  quality  of  filmed  com- 
mercials over  the  last  few  years.  This 
achievement,  to  a  great  degree,  is  the 
result  of  a  series  of  new  techniques 
developed  to  meet  the  demands  of 
commercial  film  production. 

In  general,  commercials  became 
much  more  complicated  in  concep- 
tion and  execution  over  the  last  year. 
The  film  producer  has  been  called 
upon  to  provide  greater  and  greater 
skill  to  meet  the  needs  of  the  adver- 


MPO  process 
superimposes 
product  in 
action 


tising  agencies  and  their  clients.  One 
area  which  has  been  and  will  con- 
tinue to  be  specially  important  is  the 
field  of  special  effects.  More  and 
[Please  turn  to  page  63) 
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Let  the  facts  on  San  Antonio's 
radio  market  speak  for  them- 
selves ...  in  one  of  the  industry's 
most  searching  reports  on  pur- 
chasing power  of  San  Antonio's 
radio  audiences  .  .  .  based  on 
FACTS  compiled  by  PULSE.  Get  a 
a  free  copy  BEFORE  you  buy 
another  spot.  No  obligation,  of 
course.  Ask  for 

"An  Evaluation  of  Radio 
Audience  Purchasing 
Power  in  San  Antonio" 


H-R 


4$$S 


See  your  ||  "  n  representative 
or  Clarke  Brown   man 

or  write  direct  to 


KONO 


JACK    ROTH,  Manager 

P.  O.  Box  2338 
San   Antonio   6,   Texas 


National  and  regional  spot  buys 
in  work  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

Lever  Bros.  Co.,  New  York,  is  initiating  a  big  push  in  75  markets 
for  its  Silver  Dust  Blue;  last  year's  broadcast  budget  was  mostly  in 
spot  radio.  Schedules  start  the  last  of  this  month  and  in  February. 
The  smaller  markets  are  short-term,  but  many  of  the  major  markets 
run  for  52  weeks.  Minutes  and  20's  during  daytime  periods  are 
being  placed;  frequencies  depend  upon  the  market.  The  buyer  is  Ira 
Gonsier;  the  agency  is  Sullivan,  Stauffer,  Colwell  &  Bayles,  Inc., 
New  York. 

Culf  Oil  Corp.,  Pittsburgh,  is  kicking  off  a  campaign  in  75  markets 
for  its  gasolines.  The  schedules  start  this  month,  run  for  five  weeks. 
Minutes  and  20's  in  prime  time  are  being  slotted.  Frequencies  vary 
from  market  to  market.  The  buyer  is  Frank  Grady;  the  agency  is 
Young  &  Rubicam,  Inc.,  New  York. 

Whitehall  Laboratories,  Div.  of  American  Home  Products  Corp., 
is  beefing  up  its  existing  schedules  throughout  the  country  for  its 
Anacin  and  Preparation  H.  New  schedules  start  this  month  for  52 
weeks;  minutes  and  20's  are  being  used.  Frequencies  depend  upon 
the  market.  The  buyer  is  Jim  Curran;  the  agency  is  Ted  Bates  & 
Co.,  New  York. 

Colgate-Palmolive  Co.,  New  York,  is  going  into  top  markets  with 
sports'  shows  to  push  its  Palmolive  men's  line.  The  52-week  sched- 
ules start  this  month.  Five,  10-  and  15-minute  segments  are  being 
used.  The  buyer  is  Eileen  Greer;   the  agency  is  Ted  Bates,  N.  Y. 

RADIO  BUYS 

Ford  Motor  Co.,  Dearborn,  Mich.,  is  preparing  a  campaign  in  top 
markets  throughout  the  country  for  its  automobiles.  The  schedules 
start  in  February  for  three  weeks.  Minutes  during  traffic  segments 
are  being  placed;  frequency  depends  upon  the  market.  The  head 
buyer  is  Dick  Vorce;  the  agency  is  J.  Walter  Thompson  Co.,  New 
York. 

Monarch  Wine  Co.,  Inc.,  Brooklyn,  N.  Y.,  is  lining  up  schedules 
in  various  markets  for  its  Manischewitz  Wine.  The  campaign  starts 
the  second  week  in  February,  runs  for  seven  to  10  weeks,  depending 
upon  the  market.  Minutes  during  daytime  slots  are  being  purchased; 
frequencies  vary  from  market  to  market.  The  buyer  is  Gale  Myers; 
the  agency  is  Lawrence  C.  Gumbinner  Advertising  Agency,  N.  Y. 

American  Home  Foods,  Div.  of  American  Home  Products  Corp., 
is  going  into  major  markets  for  its  Burnett's  Vanilla.  The  schedules 
start  this  month,  run  for  13  weeks.  I.D.'s  during  daytime  segments 
are  being  slotted.  Average  frequency:  15  per  week  per  market.  The 
buyer  is  Ed  Richardson;  the  agency  is  Geyer,  Morey,  Madden  & 
Ballard,  Inc.,  New  York. 
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In  Omaha.... 


....  Most  Watch  KETV ! 

Latest  ARB*  proves  KETV  delivers 
Omaha's  largest  audience  in  prime 
viewing  hours! 

Here  are  the  facts! 

One-Week  Four-Week 

KETV 42.4  KETV 36.2 


station  B 27.2 

station  C 30.4 


station  B 31.8 

station  C 31.7 


*  Omaha  Metropolitan  One- Week,  Four- Week  ARB,  November  '58 
6  P.M.  —  Midnight,  Sunday  —  Saturday,  share  of  Audience. 

Act  promptly  to  buy  minutes  and  breaks  with 

ratings  averaging  in  the  upper  20's  and  30's 

adjacent  to  leading  ABC-TV  network  shows 

and  Omaha's  highest  rated  movies. 


Contact  your 


Ben  H.  Cowdery,   President 

Eugene  S.  Thomas,  V.P.  &  Gen.  Mgr. 


man  today 


ABC  TELEVISION  NETWORK 


Omaha  World-Herald  Station 


K 
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Look  who's  advertising  on  TV  now ! 

Local  businessmen  -  most  of  whom  never  could  afford  spot  commercials  until  the  advent  of  Ampex 

Videotape*   Recording..  For  tape  cuts  production  costs  to  ribbons  — brings  "live  local"  spots  within  the 

reach  of  almost  everyone. 

Scheduling  to  reach  selected  audiences  is  much  easier  too.  Commercials  can   be  pre-recorded  at  the 

convenience  of  both  station  and  advertiser,  then  run  in  any  availability,  anytime. 

Opening  new  retail  markets  and  expanding  income  potentials  for  stations  are  just  two  of  many  benefits  of 

Videotape  recording.  Write  today  for  the  complete  story.  Learn  too  how  easy  it  is  to  acquire  a  VR-1000 

through  Ampex  purchase  or  leasing  plans. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  .  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE.  REUSABLE  •  LOWEST  OVERALL  COST 


Ampex 


934-     CHARTER     STREET,     REDWOOD     CITY,    CALIFORNIA         CORPORATION 

Offices  in  Principal  Cities 


professional 
products  division 
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COUPONING 

(Cont'd  from  page  371 

history  to  a  coupon.  Purpose:  to 
get  more  names  in  dealers'  files.  The 
device:  a  79c  value  coupon  thai  could 
be  obtained  only  at  a  Texaco  dealer. 
Mailed  with  50c.  it  returned  a  7-inch 
record,  Benny  Goodman's  Swing  into 
Spring,  made  for  Texaco  by  Colum- 
bia Records.  Promotion  was  kicked 
off  with  an  hour-long  show  of  that 
title  on  NBC  TV.  followed  by  a  four- 
week  flight  of  radio  and  tv  spots  in 
85  markets. 

Of  the  five  program  commercials, 
two  plugged  the  deal.  Similar  com- 
mercials were  used  in  the  spot  cam- 
paign that  followed.  "Demonstra- 
tion was  the  main  value  of  these  com- 
mercials." says  Tom  Fielder.  Cun- 
ningham &  Walsh  marketing/mer- 
chandising supervisor  for  Texaco. 
"Not  only  could  we  show  the  coupon. 
but  an  exact  re-enactment  of  the 
customer's  part  and  the  dealer's  part 
in  the  whole  transaction  was  possible. 

"This  had  several  benefits.  It 
served  as  an  action  guide  for  the  cus- 
tomer and  gave  each  dealer  an  un- 
derstanding and  appreciation  of  his 
role  in  the  promotion.  With  38.000 
dealers — this  was  important." 

The  60-second  tv  commercial  was 
slotted  in  prime  time.  30s  and  60s 
were  used  on  radio  —  prime  time, 
nighttime,  all  times,  according  to 
C&W  broadcast  supervisor  for  Tex- 
aco. Jerry  Sprague.  except  when  the 
audience  was  predominantly  house- 
wife. This  points  up  the  impulse 
values  of  radio  in  the  campaign,  with 
concentration  on  a  moving  audience 
that  might  be  passing  Texaco  sta- 
tions. 

These  varied  tv  and  radio  aims  in 
the  campaign  highlight  what  C&W 
marketing  director  Art  Felton  feels 
about  the  support  of  couponing: 
["Couponing  tied  in  with  a  contest,  a 
promotion,  or  a  premium  must  be 
Strongly  integrated  with  your  adver- 
tising. The  Texaco  promotion  re- 
flects an  interworking  of  sales,  media, 
and  merchandising." 

Texaco  saw  a  strengthening  of 
dealer  relationships,  as  well  as  busi- 
ness increases,  as  a  result  of  the  pro- 
motion, immediately  went  ahead  with 
a  mid-1958  promotion  tied  to  a  tour- 
ing booklet,  and  plans  another  Swing 
niln  Spring  show  for  1959.  ^ 


K&E'S  SHERAK 

[Cont'd  from  page  39) 

admen  could  come  up  with  answers 
to  help  evaluate  the  relative  effective- 
ness of  ad  em  ironments  in  broadcast 
and  print  media.  "We  have  to  move 
in  this  direction,"  Sherak  said.  "We 
are  making  decisions  about  commer- 
cial environments  now.  anyway,  only 
we're  doing  it  intuitively." 

As  a  matter  of  fact,  Sherak  was 
confident  that  eventually  admen 
would  be  able  to  compare  the  relative 
strengths  of  individual  media  through 
a  common  measure  of  the  effective- 
ness of  individual  commercials  or 
print  ads. 

Getting  into  the  problem  of  mea- 
suring ad  effectiveness  by  tallying 
sales.  Sherak  evinced  some  doubts. 
He  said  that,  in  most  cases,  it's  an 
almost  impossible  job.  Where  it  can 
be  done,  the  problems  of  controlling 
the  innumerable  factors  that  affect 
sales  in  the  markets  tested  make  it 
difficult  to  get  reliable  figures.  "It's 
much  easier  to  design  research  to 
control  people  than  to  design  research 
to  control  markets. "  Sherak  said. 

Sherak  made  clear  that,  despite  the 
agency's  drive  to  get  behind  the  rat- 
ings, basic  circulation  data  for  pro- 
grams and  stations  are  still  wanted. 
"We  want  to  know  the  total  number 
of  homes  we  are  reaching,  not  merely 
the  number  of  homes  in  some  arbi- 
trary rating  area." 

K&E  uses  NCS  data  to  get  the 
"where"  information  and  to  project 
ratings  to  get  total  homes  reached. 
There  is  no  policy  of  using  cut-off 
points,  except  in  particular  cases 
where  a  client's  distribution  doesn't 
go  beyond  a  certain  area.  Sherak  sees 
no  sense  in  cut-off  points  and  takes 
the  attitude  that  any  home  reached 
by  a  station,  no  matter  where  it  is 
located,  should  be  counted  in  estimat- 
ing ratings.  In  crediting  stations  with 
NCS  audiences,  K&E  uses  average 
evening  weekly  figures. 

In  the  absence  of  more  up-to-date 
material.  K&E  still  uses  NCS  #2 
for  radio  circulation.  WTiile  conced- 
ing that  a  lot  has  happened  to  radio 
station  audience  shares  since  1956, 
Sherak  believes  that  the  relationship 
between  the  size  of  audiences  in  cen- 
tral and  outlying  areas  probably  re- 
mains the  same.  "At  least."  he  said. 
"this  is  the  best  assumption  we  can 
make."  Researchers  have  to  be  prac- 
tical, too.  ^ 


We  taped 
Ramblers 


Doug  Elleson,  Program  Manager 
KRON-TV,  San  Francisco 

"We  taped  a  whole  series  of 
Rambler  spots  at  one  time  for 
local  Nash  dealers.  Accurately 
timed,  error-free,  easily  scheduled 
commercials,  with  a  'live'  look  at 
less  than  live  cost,  impressed 
both  client  and  agency." 
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THINGS 


J* 


ARE  POPPING 


WBZ's  got  Ifle  town  jumping.  With  exciting  new  ideas. 
Like  the  Sunday  Afternoon  Popularity  Parade.  Bright  and 
bouncy,  it  spotlights  each  one  of  the  station's  popular 
deejays.  Like  the  new  Saturday  Night  Club.  A  unique 
approach  to  live  record  parties,  with  tight  production  and 
timely  news  specials.  Light,  lively,  listenable  .  .  .  that's  the 
new  §0imd  that's  catching  the  crowds  on  Boston's  Most 
PopiMar  Station. 


I  S1.000  WAITS 


*%nt\  o 


1030 

IOSTON 


,  WBZA  SPRINGFIELD 


Westinghouse  Broadcasting  Company,  Inc. 


v_y 


WBNS  Radio 

Columbus,  Ohio 

John  Blair  &  Co.,  Representatives 


We  have  81%  renewal  of  local  ac- 
counts with  82%  oi  our  subscribers 
being  on  the  air  from  5  to  27  years 
ivithout   interruption. 


ALCOA 

{Cont'd  from  page  41) 

dicated  for  greater  diversification, 
different  regional  and  seasonal  ap- 
proaches." 

Still  another  reason:  the  Alcoa 
customer  with  a  local  selling  problem 
will  of  course  require  a  single-market 
buy  to  solve  it,  and  in  some  cases 
Alcoa  will  provide  this  individual 
support. 

Once  the  type  of  buy  has  been  de- 
cided, how  do  you  sell  it  on  the  local 
level  to  dealers?  Obviously,  strong 
merchandising  to  the  dealers  is  im- 
portant. Alcoa's  field  promotion  man- 
agers will  be  contacting  them  far  in 
advance  of  each  promotion,  pointing 
out  the  benefits  of  the  cut-ins,  advis- 
ing them  on  how  best  to  slant  their 
pitch  to  tie-in  with  what's  being  done 
locally  or  nationally,  as  the  case  may 
be.  In  some  cases,  it's  a  trade-directed 
pitch  to  the  consumer:  "get  your 
builder  to  order  these  Alcoa  prod- 
ucts available  at.  .  .  ." 

This  method  of  talking  to  the  trade 
"over  the  shoulder"  of  the  consumer 
provides  a  stimulus  to  Alcoa's  year- 
round  effort  to  reach  both  its  manu- 
facturing customers  and  their  dealer 
outlets. 

Stations  welcome  the  chance  to  go 
in  and  see  these  dealers,  many  of 
whom  they  normally  would  have  no 
reason  to  contact.  Alcoa  used  NBC's 
closed-circuit  sales  meeting  plan  for 
getting  to  potential  boating  dealers. 
Dealers  in  each  city  were  invited  to 
listen  to  a  pitch  from  Alcoa  and  the 
network  beamed  from  New  York. 

Alcoa  works  with  its  customers  as 
well  as  its  customers'  dealers.  It  sug- 
gests ways  that  the  customer  can  tie 
his  advertising  to  the  over-all  Alcoa 
promotions.  Customer  advertising  by 
Alcoa  on  tv  will  use  the  same  sea- 
sonal themes  as  the  radio  promotions. 
Copy  promoting  its  customers'  prod- 
ucts is  used  on  Alcoa  Theater,  alter- 
nating with  Goodyear  on  NBC,  and 
Alcoa  Presents,  which  kicked  off  20 
January  on  ABC  TV. 

Alcoa  sells  few  products  direct  to 
consumer  (its  only  consumer  prod- 
ucts are:  Alcoa  Wrap,  gutters  and 
downspouts  and  three  farm  products: 
roofing,  irrigation  pipe  and  farm 
gates).  So  this  elaborate  promotion- 
al plan  has  been  devised  to  fit  its  own 
customer  setup.  But  what  Alcoa  de- 
velops in  the  months  ahead  could 
have  far-reaching  effects  on  national 
and  spot  radio.  ^ 
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(Cont'd  from  page  57  I 

more  often  the  film  producer  is  called 
upon  to  achieve  elaborate  trick  shots. 
high  speed  photograph)  and  zoom 
shots. 

In  commercial*,  of  course,  the 
product  is  the  star  and  a  close-up  of 
a  box  of  soap  flakes  is  as  crucial  as 
the  glamour  shot  of  the  movie  queen. 
MPO  has  developed  special  insert 
stage  equipment  and  techniques  for 
the  most  efficient  and  effective  hand- 
ling of  these  extreme  close-ups. 

One  of  our  most  significant  techni- 
cal advances  in  1958  was  the  MPO 
infra-red.  self-matting  process.  This 
technique,  exclusive  to  MPO  in  the 
East  enables  the  product  or  cast  to 
be  superimposed  in  action  on  any 
background.  Conversely,  it  enables 
the  background  to  change  with  con- 
tinuous action  in  the  foreground. 
This  is  a  distinct  advantage  over  the 
cumbersome  rear-projection  and  trav- 
eling matte  techniques  which  have 
been  in  use  in  the  past.  Client  re- 
action to  this  process  has  been  so 
gratifying  during  the  last  few  months 
that  we  expect  a  significant  percent- 
age of  our  1959  commercials  to  em- 
ploy this  process. 

Another  technical  advance  has 
been  the  adaptation  of  the  ultra- 
violet (black  light  i  technique  to  film 
commercials.  We  have  done  this  both 
in  black-and-white  and  color.  This 
technique  allows  clothing  to  be  worn 
or  products  to  be  handled  by  people 
invisible  to  the  viewer. 

The  process  of  improving  existing 
techniques  and  developing  new  ones 
is  one  which  must  be  an  important 
part  of  the  business  today.  In  coop- 
eration with  our  cameramen,  direc- 
tors, engineering  and  art  departments 
and  the  entire  MPO  staff  we  are  cur- 
rently engaged  in  designing  equip- 
ment and  lenses  to  further  glamour- 
ize the  star  of  television  commercials 
.  .  .  the  product. 

In  line  with  this,  it  is  the  respon- 
sibility of  the  film  producer  to  keep 
agencies  and  advertisers  aware  of  the 
latest  commercial  filming  technique. 
As  part  of  a  continuing  series  of 
demonstration  sessions.  MPO  Presi- 
dent Judd  L.  Pollock  and  myself  will 
demonstrate  the  MPO  infra-red,  self- 
matting  process  for  the  association  of 
Agency-Tv  producers  in  Chicago, 
Wednesday.  28  January.  ^ 


Announcing  the  formation  of 

ARKWRIGHT 

ADVERTISING    CO.,  INC. 


65    EAST    55th    STREET 

NEW    YORK    2  2,  N.Y. 

PLAZA   1-551  5 


JERRY  BESS 

Executive  Vice-President 

JAMES  HACKETT 

Media  Director 


JACK  WILCHER 

Vice-President 

THOMAS  MANNOS 

Radio-TV  Prod.,  Director 


Servicing  the  following  accounts. 


Robert  Hall  Clothes 

Chief  Apparel 

The  American  Male 

Comark  Plastics 


Abelsons  Jewelers 
Meadow  Sportswear 
West  Coast  Slacks 
Stanley   Blacker  Associates 


West  Coast  Office: 

6801    Hollywood    Blvd 
Hollywood,  California 


Richard  Westman, 

MANAGER 
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BUILT 
FOR 

GREATER 
VALUE 


WRC-TV's  new  rate  structure*  offers  Washington  advertisers  the  best  dollar  value  in  the  station 
history.  Television  viewing  in  the  Capital  today  is  a  quarter  again  as  large  as  it  was  in  1955  whi 
rates  have  increased  only  slightly.  A  comparison  of  the  new  rate  structure  and  the  increased  T 
viewing  shoivs  that  WRC-TV  now  penetrates  a  26.3%  larger  potential  audience  at  an  11%  lower  cost  p 
thousand!  Add  to  this  one  more  fact:  The  latest  seven-month  trend  of  ARB  reports  (June  through  Decen 
ber),  shows  WRC  -TV  leading  all  other  Washington  stations  in  total  weekly  share-of-audience !  Washin 
ton  is  booming.  Profits  are  greater  than  ever.  And  WRC -TV can  make  the  most  of  it. . 
for  you!  ■  NBC  Leadership  Station  in  Washington,  B.C.  Sold  by  NBC  Spot  Sales 

•WRC-TV  Rate  Card  Number  14 
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What's  happening  in  U.  S.  Government 
that  affects  sponsors,  agencies,  stations 


WASHINGTON  WEEK 


Regardless  of  slogans  and  arguments,  the  fight  over  exemption  of  professional 
sports  from  antitrust  laws  centers  on  broadcasting  rights. 

Those  advocating  all-out  exemption  in  bills  offered  so  far  this  session  in  the  House  ap- 
pear of  this  mind: 

Allowing  radio  to  go  on  without  restraint,  but  setting  up  specific  ground  rules  for  tv  as 
far  as  sports  promotors  are  concerned.  In  other  words,  promotors  acting  in  concert  to  ban  ra- 
dio coverage  would  still  be  violating  the  anti-trust  law.  However,  this  could  black  out  an 
area  in  tv  within  75  miles  of  the  sports  event. 

Rep.  Emanuel  Celler  (D.,  N.  Y.),  chief  opponent  of  the  blanket  exemption  but  outvoted 
in  the  House  last  year,  still  wants  exemption  for  practices  proven  "reasonably  necessary"  to 
preserve  the  sports.  As  chairman  of  the  House  Judiciary  Committee  which  must  consider  the 
bill,  he  has  indicated  that  he  is  in  no  hurry  to  hold  hearings. 

Last  year  Celler  won  in  his  committee — lost  on  the  floor  of  the  House.  Over  in  the  Senate 
a  Judiciary  subcommittee  under  Sen.  Estes  Kefauver  (D.,  Tenn.)  bottled  up  the  bill.  Thus  far, 
there  is  no  indication  that  the  climate  is  any  friendlier  to  it  in  that  group  this  year. 

Main  opposition  comes  on  the  grounds  that  the  public  would  be  deprived  of  broadcasts 
of  sports  events.  Opponents  of  the  bill  will  want  to  listen  carefully  to  what  broadcasters 
have  to  say  about  effects  of  the  compromise  before  they  soften  any. 


The  administration's  budget  backs  an  FTC  plan  to  get  tougher  with  advertising. 

Congress  is  asked  to  provide  $1,489,000  for  investigation  and  litigation  connected  with 
deceptive  ad  practices,  up  from  $1,355,000  actually  voted  last  year.  The  fiscal  1959  budget 
cut  funds  for  this  purpose  from  $1,396,390  in  the  preceding  year,  but  fiscal  1960  money  re- 
quests not  only  restore  the  lost  funds  but  add  more. 

The  administration  in  an  "economy"  budget,  also  asks  an  increase  for  the  FCC. 

This  agency  has  $9,759,904  available  to  it  in  the  current  fiscal  year.  The  budget  asks  for 
$11,000,000  in  fiscal  1960  and  explains  that  it  wants  to  cut  the  time  it  takes  to  process  ap- 
plications.  The  FCC  wants  to  increase  from  1,169  employees  to  1,320. 

The  FCC  expects  an  increased  workload.  It  believes  that  it  will  be  regulating  5.325 
stations  by  the  end  of  fiscal  1960  compared  to  5,105  at  the  end  of  this  fiscal  year.  It  ex- 
pects to  dispose  of  842  AM  applications  for  new  stations  or  major  facility  changes  in  the 
coming  fiscal  year,  compared  to  631  in  the  current  year.  Comparable  figures  for  TV  are  319 
compared  to  274,  while  FM  is  expected  to  stay  the  same  at  391. 


Temperance  forces  are  readying  another  and  bigger  attack  on  Congressional 
unwillingness  to  ban  interstate  advertising  of  alcoholic  beverages. 

Rallying  point  now  is  pressure  for  the  two  Commerce  Committees  to  turn  loose  of  the 
bill  so  it  can  be  voted  upon  on  the  floors  of  the  two  chambers.  They  feel  Congressmen 
would  be  reluctant  to  go  on  record  against  the  bill. 
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A  number  of  film  companies  are  breathing  easier  ibis  week  as  a  result  of  ex- 
tension of  mid-year  network  contracts  for  an  additional  26  weeks. 

Krafl  and  Sealtest.  for  example,  gave  the  green  light  to  Rat  Masterson  and  Old  Gold  did 
the  same  for  Rough  Riders,  while  Tomhstone  Territory  which  was  in  a  hiatus  of  uncertain 
duration  will  now  return  for  Lipton  Tea  and  Philip  Morris. 


Stations  are  showing  an  increasing  tendency  to  avoid  speculations  in  unspon- 
sored  first-run  syndicated  series. 

A  few  outlets  look  askance  at  programs  that  don't  come  in  with  total  sponsorships  already 
sold  through  agencies,  and  the  majority  of  outlets  show  varying  resistance  to  programs  that 
aren't  at  least  50%  sold. 

The  fact  that  a  national  or  regional  advertiser  has  already  bought  into  part  of  a  show 
makes  it  easier  for  the  station  to  sell  off  the  other  half  to  local  or  national  buyers  of  partici- 
pation and  spot. 

Rut  many  stations  have  been  sorely  chagrined  when  they  had  to  start  selling  from  scratch 
and  ended  up  holding  the  bag  on  a  long-term  programing  expense. 

The  new  attitude  towards  licensing  merchandise  at  CBS  involves  treating  chil- 
dren's items  such  as  pistols  and  knives  with  extreme  gentleness  because  of  their 
overtones  of  violence. 

The  new  CBS  organization  for  licensing  is  much  like  what  NRC  already  has,  with  the 
merchandising  department  to  be  part  of  CBS  Films. 

It  appears  that  CRS  is  frankly  willing  to  give  up  some  of  the  profit  potential  of  merchan- 
dising in  juvenile  items,  and  will  stick  to  other  licenses  for  their  promotional  value  to 
CBS  network  and  syndicated  shows. 

Almost  every  tv  season  finds  some  thumping  ratings  success  in  a  program  with 
especial  appeal  to  juvenile  audiences. 

Last  season's  ratings  phenomenon  in  this  department  was  the  Popeye  cartoons,  and  sev- 
eral seasons  ago  a  sure-fire  ingredient  in  local  early  evening  or  late  afternoon  programing 
was  Looney  Tunes. 

Currently  making  its  bid  for  this  same  type  of  local  ratings  success  is  a  group  of  Three 
Stooges  farces  being  handled  by  Screen  Gems. 

Latest  ARB  reports  show  ratings  performances  like  these: 


CITY 


Chicago 
Dallas 
Detroit 
Philadelphia 


RATING 

17.3 
15.1 
13.9 
28.0 


STATION  AND  TIME 


WGN-TV,  Mon.  thru  Fri.,  4:30  p.m. 
KFJZ-TV.  Mon.  thru  Fri.,  6:30  p.m. 
WXYZ-TV.  Mon.,  Wed.,  Fri.,  6:00  p.m. 
WFIL-TV,  Mon.  thru  Fri.,  6:30  p.m.* 


"programed   together  with  other  film  packages 
Note:    However,  an  important  difference  between  Three  Stooges  and  other  programs  of 
this  type  in  recent  years  is  that  they  are  flesh-and-blood  performers  rather  than  cartoon  char- 
acters.   Also,  as  a  result  of  their  syndication  exposure,  they've  been  booked  on  several  net- 
work variety  shows,  which  in  turn  has  boosted  their  syndicated  schedules. 
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The  need  for  an  all-industry  committee  to  promote  television  was  urged  by  syn- 
dication ehief  Mickey  Sillerman  last  week. 

lie  pointed  to  the  study  <>f  tv'a  impact  on  children  prepared  by  Boston  University's  Foun 
dation  for  Character  Education  as  one  that  was  virtually  ignored  l»y  the  industry  despite 
its  favorable  implications  for  tv. 

George  T.  Shupert's  appointment  this  week  as  v.p.  in  charge  of  MGM-TV 
could  be  a  prelude  to  MGM's  entry  into  syndication  on  a  grand  scale. 

Shupert,  a  veteran  in  tv  film,  comes  from  ARC  Films. 

Any  of  the  seven  pilots  MGM  will  he  shooting  in  the  first  quarter  of  19.V)  that  <1<>  not  re- 
suit  in  network  sales  would  he  ohvious  syndication  possibilities. 

However,  there's  this  obstacle:  MGM-TV  is  at  present  geared  only  for  selling  shows 
to  network  advertisers  or  feature  films  to  stations. 

There  are  an  increasing  number  of  factors  in  syndication  negotiation  that  in- 
fluence sales  which  have  nothing  to  do  with  the  show  itself. 

Among  the  client  problems  and  film  companv  requirements,  two  factors  stand  out  as  in- 
creasingly decisive  this  season:  they  are: 

•  The  client  who  wants  onlv   to  buv  13  weeks   or   13   weeks  spread   over  26  weeks   and 
therefore  can't  reach  the  svndicator  with  a  39-week  show. 

•  The  film  company  with  a  quarterly  sale*  quota  that  has  to  reject  the  meaty  re- 
gional offer  because  it  has  a  delayed  starting  date. 

While  many  svndication  ratings  have  a  srreat  deal  to  do  with  network  adjacen- 
cies, a  number  of  new  wrinkles  have  develnned  lately. 

A  case  of  a  syndicated  show  outrating  a  successful  network  adiacencv  is  in  New  York, 
for  example,  where  the  November-December  Nielsen  report  gave  Sea  Hunt  a  3.5.2  averase  to 
a  slisrhtly  lower  34.5  score  for  its  lead-in.  Gunsmoke. 

Bristol-Mvers  and  Sun  Oil  Co.  sponsor  Sea  Hunt  in  New  York. 


COMMERCIALS:  You  can  expect  the  "continental  look"  to  have  a  key  effect 
on  the  styling  and  creativity  of  new  film   commercials  for  tv. 

Typical  commercials  from  last  vear's  Venice  showings  are  now  being  exhibited  bv  con- 
sultant Harry  Wayne  McMahan  to  agency  audiences  in  cities  such  as  New  York  and  Chicago 
— and  it's  clear  that  French.  Italian  and  other  nroducers  are  years  ahead  in  some  areas. 

Important  differences  between  IT.  S.  and  European  commercials  production  could  result 
in  basic  influences  here,  such  as  these:  (l)  European  commercials  are  80%  for  theatre  inter- 
mission and  have  the  benefit  of  more  elaborate  and  entertaining  production.  (2)  talented  small 
producers  deal  directly  with  the  advertiser  in  most  countries  and  (3)  commercials  are  de- 
signed to  be  shown  over  and   over  and  therefore  many  have  greater  interest   in   repeat 


More  and  more  of  the  commercials  producers  equipped  for  tape  are  starting 
to  roll  with  orders  for  new  business. 

Termini,  for  example,  which  was  onlv  organized  a  few  months  ago.  last  week  delivered  its 
first  tape  commercials  for  Edsel  through  Ken  von  &  Eckhardt. 

Film  and  Commercials  Flashes:  Screen  Gems'  Rescue  8  now  sold  in  142  market* 
.  .  .  Jayark  Films  appointed  Russ  Alben  ad-promotion  manager  .  .  .  MPO  will  produce  Coca- 
Cola  commercials  starrins  the  McGuire  sisters  .  .  .  Flamingo  will  svndicate  Deadline  .  .  . 
Dick  Lawrence  will  head  Economee  Sales  .  .  .  Bernard  Goodwin  resigned  from  Metropoli- 
tan Broadcasting  ...   (For  details,  see  FILM  WRAP-UP.  page  76.) 

SPONSOR      •      24  JANUARY   1959  67 


A  round-up  of  trade  talk, 
trends  and  tips  for  admen 


SPONSOR  HEARS 


24  JANUARY  1959 

Copyright  I  US 

SPONSOR 

PUBLICATIONS  INC. 


An  agency's  faltering  record  in  network   tv  can   make   an   effective   defensive 
weapon. 

It  worked  this  week  for  the  West  Coast  branch  of  a  New  York  agency  in  dissuading  a 
juicy  durable  account  from  yielding  to  the  rosy  talk  of  a  competitor. 


Geritol   (Pharmaceuticals,  Inc.)   may   next  take  a  stab  at  nostalgia  via  a  live 
show  linking  Guy  Lombardo  and  Don  Ameche. 

If  the  audition  made  last  week  proves  acceptable,  the  niche  will  be  7:30-8  p.m.  Mon- 
day on  NBC  TV. 


One  of  the  giant  agencies  suddenly  has  become  the  object  of  wholesale  account 
sniping  by  its  Madison  Avenue  brethren. 

The  beleagured  agency  staved  off  a  similar  situation  some  years  back  when — as  now 
— it  was  going  through  some  major  internal  realignments. 


That  scramble  among  four  top  agencies  for  the  New  York  Stock  Exchange  ac- 
count is  spurred  more  by  the  prestige  involved  than  the  budget  (less  than  $1  million). 

The  contestants:  J.  Walter  Thompson,  McCann-Erickson,  Y&R,  and  BBDO.  Pres- 
ently the  account  is  with  Calkins  &  Holden,  which  just  merged  with  Fletcher  Richards. 

Also  a  current  target  of  bidding  is  the  BBDO  end  of  the  Vick  account. 


Each  era  of  the  agency  field  has  been  marked  by  its  dynamic  salesmen  (when  it 
comes  to  pitching  for  business)  as  well  as  its  creative  geniuses. 

You'll  find  admen  pretty  well  agreed  that  the  following  quintet  rates  high  today  on 
the  list  of  client-convincing  operators:  Marion  Harper,  Leo  Burnett,  Barton  Cummings. 
Rosser  Reeves,  and  Brown  Bolte. 

The  upper  stratum  of  a  major  Chicago  agency  is  so  rating-smitten  that  it  has 
tabooed  a  recommendation  from  its  media-planning  people  that  a  campaign  be  bought  on 
every  fm  station  in  the  country  for  a  product  suited  to  that  kind  of  broadcasting. 

The  theory  behind  the  plan:  (1)  the  concept  would  be  a  "first,"  and  (2)  there  would  be 
no  product  competition. 

Retorted  the  agency's  masterminds:  If  we  can't  measure  it  by  ratings,  it's  not  what 
we  want. 
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One  of  the  big  laments  you  continue  to  hear  among  admen  about  what's  miss- 
ing in  tv  measurements:  qualitative  research  on  how  a  program  or  personality  has 
influenced  the  viewer  at  the  point-of-sale. 

Take  a  case  like  this:  The  sponsor  of  a  variety  comedy  show  knows  from  various 
field  reports  that  it  has  contributed  tremendously  to  record  sales  the  last  1958  quar- 
ter. Yet  the  program  fails  to  get  into  the  top  25  and  thus  always  has  two  strikes  on  it. 
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This  is  the  $2%  Billion  WSMpire  .  . 
America's  13th  Largest  Radio  Market 


No  national  advertising  campaign  plan  can  be  complete  without 
including  the  WSMpire  .  .  . 

No  other  combination  of  media  can  sell  the  nation's  13th  largest 
radio  market  as  effectively  and  as  economically  as  WSM  .  .  . 

Strong  words  . . .  but  Bob  Cooper,  or  any  Blair  man,  can  show  facts, 
figures  and  actual  case  histories  to  prove  that  WSM,  single  handed- 
ly,  delivers  a  market  exceeded  in  importance  by  only  12  other  areas 
in  these  United  States. 

•Katz  Agency  Market  Study,  Broadcasting,  December  16,  1957 

WSM  Radio 

Key  to  America's  13th  Radio  Market 

50,000  Watts* Clear  Channel  •  Blair  Represented  •  Bob  Cooper,  Gen.  Mgr. 
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ADVERTISERS 


Chiquita  Banana  will  be  seen  and 
heard  by  more  people  thi9  year, 
than  ever  before  according  to  the 
United  Fruit  Co.,  and  its  agency, 
BBDO. 

The  latest  campaign  for  the  ba- 
nana lady  calls  for  $1  million  in  spot 
tv  in  the  top  20  markets  and  radio 
spots  in  49  markets. 

Audiences  will  be  urged  to  hava- 
banana  and  addabanana  via  new  reci- 
pes and  ideas.  The  tv  campaign  starts 
9  February,  with  radio  following  in 
mid-April. 

Other  campaigns  and  ideas : 

•  Applberry,  for  its  sauce  and 
strained  strawberries  and  raspber- 
ries, is  moving  into  tv.  via  spots  on 


WCSB-TV,  WRCA-TV,  WNEW-TV. 
WOR-TV  and  WP1X,  all  New  York 
stations.  Its  commercials  feature  a 
new  character.  Hector  Applberry. 
Agencv.  The  Rockmore  Co.,  New 
York. 

•  Back  with  the  Moylan  sisters! 
The  youngsters  who  aired  commer- 
cials for  Thrivo  Dog  Food  some  20 
years  ago  are  back  in  radio.  Thrivo's 
new  campaign  includes  saturation 
daytime  radio  spots  on  some  40  sta- 
tions in  28  cities  on  the  Eastern  sea- 
board. Agency,  Clements  Co.,  Phila- 
delphia. 

•  Westinghouse,  to  promote  its 
new  Chantecler,  an  electric  clock- 
radio,  is  sending  to  early  morning 
broadcasters  a  "Wake-Up"  kit — con- 
sisting of  a  rooster,  whistle.  Tang 
instant  orange  juice,  Nescafe  instant 
coffee.  Pream  instant  cream  and  Dev- 
onsheer  Melba  Toast,  wake-up  exer- 
cises   and    directions    for    running    a 


WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


Airing  ihe  show  from  below:  Phil  McLean  ll),  d.j.  on  WERE,  Cleveland  submerged 
underwater  at  the  Mid-America  Boat  Show.  With  him,  the  show's  sporting  goods  sponsor 
Tom   Hudgeons,  Jr.,   demonstrates   his  commercial:    the   use   of  water  breathing   apparatus 


wake-up  contest  with  a  Chantecler  as 
top  prize.  Agency:  Grey  Advertis- 
ing. 

Con  inental  Wax  Corp.,  heavy 
users  of  tv  spot,  was  charged  by  the 
FTC  for  misrepresentation. 

The  Commission's  complaints  are 
against  Continental's  Six  Months 
Floor  Wax  tv  commercials,  alleging 
that  the  polish  will  not  last  for  that 
duration  under  ordinary  circum- 
stances. 

Expansion:  The  Dumas  Milner 
Corp.  has  purchased  Hillcrest  Labs 

of  Chicago. 

A  subsidiary  of  Spectra  Sports- 
wear, Hillcrest  manufactures  special- 
ty products — principally  Yarn-Glo. 


S.  Warner  Pach  succeeds  R.  Nei- 
son  Harris  as  president  of  Paper 

Mate,  a  division  of  Gillette  Co. 

Harris  has  also  resigned  as  v.p.  of 
the  Gillette  Co.,  effective   19  March. 

More     personnel     news:      Ralph 
Robertson,  appointed  director  of  ad- 


Helping  the  construction  along:  d.j. 
Frosty  Fowler,  of  KING,  Seattle,  trying  to 
speed  up  the  completion  of  a  new  freeway, 
by    telling    listeners    to    dig    10    shovelsful 

Dressed  to  look  like  W.  C.  Fields,  this 
staff  actor  roamed  the  streets  of  Pitts- 
burgh to  promote  WIIC's  new  Comedy  Hall 
of    Fame.     Actor    also    visited    newspapers 
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vertisinjj  at  B.  T.  Babbitt  .  .  .  Leslie 
Parkhursl,  elected  executive  v.p. 
and  Jerome  Gordon  I  formerl)  a 
v.p.  at  k&El,  v.p.  in  charge  of  mar- 
keting at  A-S-R  Products  Corp.  .  .  . 
Charles  Harding  III,  assistant  di- 
rector of  marketing  at  Paxton  & 
Gallagher  .  .  .  Franklin  Gemuendt, 
co-ordinator  of  advertising  and  sales 
promotion  for  Metropolitan  Bottling 
Co.  .  .  .  Richard  Bailey,  director  of 
public  relations  for  Burroughs  Corp. 
.  .  .  Robert  Orser,  advertising  man- 
ager for  the  Chain  Saw  division  of 
McCulloch  Corp.  . . .  Clifford  Greek, 
to  director  of  marketing  for  the  Eu- 
reka division  of  Eureka  Williams 
Corp.  .  .  .  Ronald  Lints,  named  ad- 
vertising manager  for  Fischer  &  Por- 
ter Co.,  Hatboro,  Pa.  .  .  .  John  An- 
gus, to  v.p.  of  the  Dolcin  Corp. 


AGENCIES 


The  pros  and  cons  of  all-media 
buying  were  discussed  last  week 
by  Michael  Donovan,  v.p.  and 
associate  media  director  of  B&B. 


and  Dr.  Seymour  Banks,  v.p.  of 
Leo  Burnett,  at  the  RTE3  Semi- 
nar luncheon  in  New  York. 

Donovan  took  a  position  in  favor 
of  all-media  buying,  saying  that  this 
man  is  better  equipped  to  understand 
the  marketing  situation  and  thus 
makes  the  best  recommendations. 

"We'd  rather  that  each  of  our  me- 
dia men  have  a  full  check  of  sharp- 
ened tools,  than  just  a  screw  driver 
or  a  hammer,"  concluded    Donovan. 

Banks,  on  the  other  hand,  spoke 
about  Burnett's  setup  of  five  media 
groups  headed  by  an  all-media  ac- 
count supervisor,  and  including  spe- 
cialized space  and  time  buyers. 

This  specialization,  according  to 
Banks,  gives  the  space  and  time  men 
an  opportunity  to  keep  up  with  the 
latest  developments  in  their  particular 
field. 

Following  his  speech,  Banks  was 
asked :  "What  do  you  think  of  the 
new  radio-tv  development  at 
Y&R?"  His  reply:  no  comment. 


A  working  relationship  has  been 
established  between  Anderson  & 


f urrounded    bv    his   sponsors:    Jim    Mc- 

I  v.    -it    of    CBS    TVs    The    Verdict    is 
i  ha  -  the  SRO  sign  on  his  show,  as 

Bow*)  by   15  different  products  around  him 


Buried  under  the  mail  received  J>\ 
WTAE,  Pittsburgh,  for  its  ••Three  Stooges 
Drawing  Contest,"  are  two  of  the  Stooges, 
while  the  third.  Joe  ir)  looks  on.  With 
him,    Paul    Shannon,   of   6   p.m.   Adventure 

Doing  his  show  from  jail:  Chuck  Hardin, 
d.j.  on  KWTX,  Waco,  is  attempting  to  get 
$1,000  "hail  money"  via  his  eight  hour 
show — all    to    so    to    the    March    of    Dimes 
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Buy  the  whole 

TEXAS 

MONEY 

BELT 

and    SELL    it   from 

.he  CENTER 


KVKAA 


AM 
TV 


Channel  9        abc 
MONAHANS,  TEXAS 


^^ 


v«/ 


See 


Everett    McKinney,    Inc. 
Clyde   Melville,   Southwest 
Ross    Rucker,    Pres. 
Hillman  Taylor,  TV  Manager 
Ken  Welch,  Radio  Manager 

High  income,  rapid  growth,  make  this  a 
market  to  watch  and  to  buy.  You  can  sell  it 
from   the    center,   with 


AM 
TV 


KVKM 

MONAHANS,   TEXAS 

71 


Cairns  and  Botsford,  Constantine 
&  Gardner. 

Under  the  agreement.  A&C  will 
service  BC&G  in  the  East,  and  vice 
versa. 

New  agencies:  Arkwright  Adver- 
tising, at  65  East  55th  Street,  New 
York,  headed  by  Jack  Bess,  formerly 
with  Frank  B.  Sawdon.  and  Jack 
Wilcher,  noted  for  the  Robert  Hall 
Clothes'  "When  the  values  go  up,  up, 
up"  jingle.  The  agency's  latest  ap- 
pointment:    Robert   Hall   Clothes, 


for  its  radio  and  tv  activities  in  150 
marK_t  .  .  .  Oiero  &  Winters,  at 
9110  Sunset  Blvd.,  Los  Angeles, 
formed  by  Page  Otero  and  Curtis 
Winters,  both  formerly  executives  of 
the  McCarty  Advertising  Agency. 

Agency  appoinlments:  Vick  Prod- 
ucts division  of  Vick  Chemical  Co. 
for  its  Double-Buffered  Cold  Tablets, 
to  Ogilvy,  Benson  &  Mather  .  .  . 
Slenderella  International,  with  a 
chain  of  150  salons  and  a  budget  of 
$2.5  million,  to  Product   Services, 


Inc.  .  .  .  The  newly  acquired  Charles  ! 
Antell  division   of  B.  T.   Babbitt,  to 
Babbitt's  agency.  Brown  &  Butch- 
er,  Inc.  .  .  .  Wallace  Silversmiths,  of 
Wallingford,  Conn.,  to  Grey  Adver- 
tising .  .  .  The  Loretta  Young  Way,  | 
West    Coast   charm   school,    to   The 
Lansdale  Co.,  Los  Angeles  .  .  .  The 
Thrivo  Co.,   Philadelphia  makers  of 
dog   food,   to    The    Clements    Co., 
also  of  Philadelphia  .  .  .  Cal-Ray  Bak- 
eries  of   Glendale,   to   Donahue   & 
Coe,  Los  Angeles  .  .  .  The  Arkansas  I 
Rice    Growers    Cooperative    Associa-  | 
tion,  to  Noble-Dury  &  Assoc.  .  .  .  | 
Traub    Manufacturing    Co.,    Detroit, 
to   Jaqua  Advertising   .   .   .   White  I 
Labs,    of    Kenilworth,    N.    J.,    The  1 
Shaller-Rubin  Co.,  New  York  .  .  .  I 
Beacon    Plastics    Corp.,    of    Newton, 
Mass.,  to  Weiss  &  Geller,  Inc.  .  .  . 

Account  resignation:  The  Chevro- 
let Dealer  Groups,  for  local  advertis- 
ing in  the  Eastern  region,  by  Ketch- 
urn,  MacLeod  &  Grove  .  .  .  Smith 
Brothers,  which  has  been  with 
SSC&B  since  it  started  in  1946,  is 
leaving  the  agency  to  join  Kastor, 
Hilton,  Chesley  Clifford  &  Ather- 
ton. 


New  officers  of  the  League  of  Ad- 
vertising Agencies :  president,  Ben 
M.  Reiss,  president  of  Friend-Reiss; 
v.p.'s,  William  Seidenbaum  and 
Jay  Victor;  secretary,  Arthur 
Bandman,  and  treasurer,  Ted 
Bernstein. 

New  senior  v.p.'s  and  member  of 
the  board  at  Mogul,  Lewin,  Wil- 
liams &  Saylor,  Inc. :  Richard 
Lockman,  Seth  Tobias,  William  Ja- 
coby,  Myron  Mahler,  Milton  Gutten- 
plan,  Charles  Rothschild,  Walter  Pol- 
lock and  Alvin  Kaplan.  Also  named 
senior  v.p.,  Alan   Green. 

They  were  named  v.p.'s :  Richard 
Goebel,  at  Compton  Advertising  .  .  . 
Reginald  Dellow,  at  Grant  .  .  . 
James  Watt,  Jr.,  at  Y&R  .  .  .  Ter- 
rell Van  Ingen,  at  EWR&R  .  .  .  Wil- 
liam Lewis,  at  Geyer,  Morey,  Mad- 
den &  Ballard  .  .  .  James  Miller,  at 
Applestein,  Levinstein  &  Golnick, 
Baltimore. 

People  on  the  move:  Randolph 
McKelvey,  named  manager  of  Y&R's 
Detroit  office  .  .  .  Edwin  Sonneck- 
en,  named  president  and  Nevin  Gel- 
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THIS 


IS 
AMERICA'S 


ST  RADIO  MARKET 


Big  Aggie,  queen  of  WNAX*570's  coverage  area, 
rules  over  this  prosperous  land 


Big  Aggie  Land,  denned  and  delivered 
by  WNAX-570,  is  the  country's  41st 
radio  market.  This  vast,  farm-rich 
area  includes  175  counties  in  parts  of 
five  states,  nearly  2%  million  people 
with  over  $3  billion  in  spendable 
income. 


With  WNAX-570's  uncontested  reign 
over  these  high-income  families,  Big 
Aggie  Land  is  one  of  the  nation's  most 
profitable  markets  for  radio  promotion. 

See  your  KATZ.  man  for  details. 


• 


WNAX-570  CBS  RADIO 

YANKTON,  SOUTH   DAKOTA,  SIOUX  CITY,  IOWA 
PROGRAMMING  FOR  ADULTS  OF  ALL  AGES 


PEOPLES 
BROADCASTING  CORP. 

WGAR,  Cleveland,  Ohio 
WRFD,  Worthington,   Ohio 
WTTM,  Trenton,  New  Jersey 
WMMN,  Fairmont,  W.  Va. 
WNAX,  Yankton,  South  Dakota 
KVTV,  Sioux  City,  Iowa 
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man,  v. p.  and  general  manager  of 
Market  Planning  Corp..  an  affiliate 
of  McCann-Erickson  .  .  .  Gerald 
Pickman,  to  director  of  marketing 
and  research  for  Kudner  .  .  .  Ralph 
Smi'.h  and  Richard  Wylly,  elected 
directors  of  SSC&B  .  .  .  James  Au- 
brey, board  chairman  and  chief  offi- 
cer of  Aubrey.  Finlay.  Marley  & 
Hodgson,  Chicago,  to  senior  consult- 
ant .  .  .  John  Roche,  to  director  of 
the  copy  department;  Josephine 
Walsh,  to  assistant  director  of  copy; 
Theodore  Simpson,  to  head  the 
newly  formed  creative-contact  depart- 
ment and  Gene  Hahnel,  co-director 
at  Gardner  Advertising.  St.  Louis. 

Other  personnel  appointments: 
Wirt  McClintic  Mitchell,  named 
chairman  to  coordinate  art  and  copy 
activities  at  Geyer,  Morey,  Madden 
&  Ballard  .  .  .  Arthur  Poretz,  to  di- 
rector of  public  relations  at  Mogul. 
Lewin.  Williams  &  Saylor  .  .  .  Noel 
O'Daniell,  to  account  executive  at 
Connor  Associates,  Inc.,  Aurora,  111. 
.  .  .  John  Meskill,  associate  media 
director  at  Marschalk  &  Pratt  .  .  . 
Dr.  Norman  Young,  to  research  di- 
rector and  Nancyann  Graham,  di- 
rector of  home  economics  at  Mogul, 
Lewin.  Williams  &  Saylor. 


FILM 


An  ambitious  schedule  for  film 
production  and  distribution  is 
being  posted  by  increasing  num- 
bers of  film  companies  for  1959. 

These  were  among  last  week's  de- 
velopments and  announcements  in 
that  area: 

•  MGM-TV  will  put  at  least  seven 
new  pilots  before  the  cameras  be- 
tween now  and  March,  and  construc- 
tion is  underway  at  MGM  to  enlarge 
and  modernize  studio  facilities. 

•  Goodson-Todman  will  film  the 
Philip  Marlowe  series  with  William 
Froug  as  creative  head;  CNP  will 
distribute  the  show. 

•  Jack  Chertok  will  make  the 
Barney  Ruditsky  series,  and  Raylock 
Productions  will  film  Outpost  in 
Space ;  both  will  be  shot  at  MGM  and 
distributed   through   CNP. 

•  CBS  Tv  Films  has  completed 
its  pilot  for  The  Lawyer. 

•  Fremantle  will  handle  Encyclo- 
pedia Britannica  films  in  Canada. 

•  Pyramid   Productions  will  film 
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Deadline  starring  Paul  Stewart;  Fla- 
mingo will  distribute  the  series. 

Sales:  Latest  sales  of  Rescue  8  by 
Screen  Gems  bring  the  series  into  142 
markets;  they  are  Tasty  Baking  Co. 
for  WBAL-TV,  Baltimore,  with  op- 
tions in  Philadelphia  and  other  mar- 
kets; City  National  Bank  and  Clark 
Jewelers  '  for  WKY-TV.  Oklahoma 
City;  Tide  on  WCRG-TV  in  Cedar 
Rapids;  also  stations  WCCO-TV, 
Minnapolis;  and  WDAF-TV,  Kansas 
City  .  .  .  CBS  Newsfilm  adds  to  its 
subscriber  list  KDKA-TV,  Pitts- 
burgh; WTEN-TV,  Albany,  N.  Y.; 
and  WHCT-TV,  Hartford;  new  over- 
seas subscribers  include  services  in 
Warsaw  and  Zurich  with  renewals  in 
Algeria  and  Sweden. 

More  Sales:  MGM  Our  Gang  come- 
dies and  other  short  subjects  plus 
feature  films  sold  or  optioned  to 
KRTV,  Great  Falls;  KFDM-TV.  Beau- 
mont; WDSU-TV,  New  Orleans; 
WTIC-TV,  Hartford;  WTEN-TV,  Al- 
bany, and  KPAC-TV.  Port  Arthur 
.  .  .  UAA  reports  sales  of  feature 
films,  Popeye  cartoons  and  other 
film  product  to  WBKW-TV,  Buffalo; 
WJRT-TV.  Flint;  WTVR,  Richmond; 
KCRG-TV,  Cedar  Rapids;  WAFB- 
TV.  Baton  Rouge;  KOMO-TV,  Seat- 
tle; KGBT-TV,  Harlingen;  WMT-TV, 
Cedar  Rapids;  WHO-TV,  Des  Moines; 
WM AZ-TV,  Macon ;  KTUL-TV,  Tulsa ; 
KVOA-TV,  Tucson;  KVII-TV,  Ama- 
rillo;  KOOL-TV.  Phoenix,  and 
KABC-TV,  Los  Angeles  .  .  .  KHJ-TV. 
Los  Angeles,  purchased  the  RKO 
Showcase  Package. 

More  distribution  plans:  Rich- 
ard Ullman,  of  Miami,  Fla.,  is  dis- 
tributing animated  space  adventures 
of  Colonel  Bleep  and  Watch  the 
Birdie  series  .  .  .  ABC  Films  placed 
Festival  35  package  of  J.  Arthur 
Rank  films  on  sale. 

Upcoming  production:  Formula 
7  Productions  of  New  York  City 
has  entered  live  tv  production  and  tv 
and  features  film  production  fields 
.  .  .  Star  of  Cincinnati  music  series 
Colin  Male  prepared  a  tape  audition 
for  ABC  TV. 

Commercials :  New  Telestudios  tape 
clients  include  Florida  Citrus  Com- 
mission through  Benton  and  Bowles 
and  Julius  Kayser  Ltd.  through  Dan- 


How  about; 

ALASKA? 


Mow  will  your  message  col 
through  in  those  faraway  srj 
beyond  the  suburbs?  An  ivl 
tower  is  a  sure  road  to  nowhel 
Pre-testing  becomes  more 
more  vital  as  costs  grow. 

And    film    makes    pre-tes 
easy  .  .  .  lets  you  use  impar 
audiences  where  and  when 
want  .   .   .  lets   you  test  to  y 
heart's  content  .  .  .  economicc 

Actually,  film  does  three  thi 
for  you  ...  3  big  important  thii 

1.  Gives  you  the  high-p< 
commercials  you've  com 
expect .  .  .  fluff-free  .  . . 

2.  Gives   you    coverage 
full  pre-test  opportunity 

3.  Retains  residual  values! 

For  more  information  write: 
Motion  Picture  Film  Departr 
EASTMAN  KODAK  COMP/ 
Rochester  4,  N.Y. 

East  Coast  Division 

342  Madison  Ave. 
New  York  17,  N.Y. 

Midwest  Division 

1  30  East  Randolph  Drive 
Chicago  1 ,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 
Hollywood  38,  Calif. 


W.  J.  German,  Inc. 

Agents  for  the  sale  and 
distribution  of  Eastman 
Professional  Motion  Picture 
Films.  Fort  Lee,  N.J.; 
Chicago,  III.; 
Hollywood,  Calif. 


A/ways  shoof  it  on  EASTMAN  FILM  . . .  You'll  be  glad  you  did' 


iel  and  Charles  .  .  .  Gordon  Weisen- 
born  has  become  associated  with 
Fred  Niles  of  Chicago  for  special  pro- 
duction assignments  .  .  .  Alan  Alch 
of  Hollywood  will  create  and  produce 
spots  for  Blitz  Beer  of  Portland 
through  Weiner  and  Gossage  agency 
of  San  Francisco. 

SMPTE  Note:  Lectures  on  sound 
recording  will  be  held  for  SMPTE 
members  and  non-members  in  New 
York. 

Strictly    personnel:      Dick    Law- 


rence becomes  general  sales  manager 
of  Economee  Television  Programs, 
the  Ziv  division  under  Pierre  Weis 
.  .  .  Shifts  in  stockholder  identity 
have  resulted  in  the  resignation  of 
Bernard  Goodwin  as  president  and 
director  of  Metropolitan  Broadcast- 
ing Corporation  ( formerly  DuMont 
stations)  .  .  .  Russ  Alben  becomes 
new  manager  of  Jayark  Films'  adver- 
tising-promotion department  to  han- 
dle Bozo  the  Clown  programs  and 
merchandising  .  .  .  Barry  Winton 
joins  Official  Films  as  Baltimore  rep- 
resentative. 


a  M&Wplus  market 

The  *t  mm  ma  em 

Albany  —  Schenectady  —  Troy 


Exclusive  ABC  for  most  of  its  coverage. 
Investigate  .  .  .  write,  wire  or  phone 
todayl 


THIS  NEW  STATION 

ALBANY,  N.  Y. 

is  engineered  to  deliver  the  market 
covering  eastern  New  York,  western 
Massachusetts  and  parts  of  Vermont 
and  New  Hampshire.  It  provides  a 
sales  potential  of  53,495,571,000.00 
consumer  spendable  income.  And 
that's  cash  register  money!  Food  sales 
alone  are  over  S615  million;  drugs 
over  S72  million. 


Represented  by  VENARD,  RINTOUL  &  McCONNELL,  Inc. 


NETWORKS 


NBC  Radio  this  week  disclosed 
that  it  has  signed  $6.6  million 
wor!h  of  renewed  and  new  busi- 
ness since  29  October,  when  CBS 
Radio  announced  its  Program 
Consolidation  Plan. 

In  terms  of  net  billings  the  divi- 
sion was  as  follows:  Total  renewal 
business,  $4,213,583;  total  new  busi- 
ness, $2,383,010.  The  period:  1  No- 
vember-9  January. 

Among  the  major  buys  on  the  new 
business  side  were  Waberly  Bonded 
Fabrics,  Lewis-Howe,  Mogen  David, 
Raybestos,  Lever,  Renuzit  and  an  au- 
tomotive parts  manufacturer. 

Long-term  renewers  included  R.  J. 
Reynolds,  Sun  Oil,  B&W,  Bristol- 
Myers,  Allis-Chalmers,  No.  American 
Van  Lines  and  Ex-Lax. 

On  the  tv  front:  NBC  TV  in  its 
year-end  report,  states  a  13%  in- 
crease over  its  1957  sales  record. 

This  1958  figure,  according  to  chair- 
man Robert  Sarnoff,  more  than  dou- 
bled the  sales  volume  of  five  years 
ago,  and  entered  the  fourth  quarter 
leading  all  networks  in  sponsored  eve- 
ning time. 

Network  tv  business:  Alberto- 
Culver,  to  sponsor  Meet  McGraw  via 
ABC  TV  .  .  .  Sunbeam  Corp.  (Perrin- 
Paus),  has  signed  for  alternate  weeks 
on  CBS  TV's  What's  My  Line,  join- 
ing Kellogg  .  .  .  P&G  (B&B)  is  in  for 
three  NBC  TV  shows:  alternate 
weeks  of  Dragnet;  one-third  of  Ellery 
Queen;  and  one-third  of  Cimarron 
City  .  .  .  Two  regional  sponsors  for 
ABC  TV:  Boyer  International  Labs, 
for  Meet  McGraw  and  Hudson  Pulp 
&  Paper,  for  Walt  Disney  Presents 
.  .  .  Corn  Products  renewed  its  sched- 
ule on  four  NBC  TV  daytime  shows: 
It  Could  Be  You,  Queen  For  A  Day, 
Treasure  Hunt  and  The  Price  Is 
Right. 

Network  radio  business:  The 
Parker  Pen  Co.  has  increased  its 
time  (two  segments  daily)  on  Don 
McNeill's  Breakfast  Club.  Other  ad- 
vertisers buying  into  this  ABC  show 
since  the  start  of  this  year:  Ameri- 
can Home;  Beltone  Hearing  Aid;  Ex- 
Lax;  General  Foods;  Gulf  Guaranty 
Land  &  Title;  Landers,  Frary  & 
Clark;     Magla    Products;     Rock    of 
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FOOD   FAIR 

PROPERTIES   PICKS 

JACKSONVILLE 


Ralph    Biernbauni.   Vice   President    and 
General  Manager,  Food  Fair  Properties,   Inc. 

Food  Fair  Properties,  Inc.,  has  picked 
Jacksonville  for  a  gigantic  41-acre  shop- 
ping area — Philips  Highway  Plaza.  The 
faith  of  America's  largest  shopping  cen- 
ter developers  in  the  State  of  Florida's 
Gateway  City  is  exceeded  only  by  the 
enthusiasm  Jacksonville  has  shown  over 
this  recent  addition  to  the  rapidly  ex- 
panding  North   Florida   economy. 


AND  JACKSONVILLE  PICKS 
WFGA-TV 
I    In   Jacksonville,    Jaxons    have   picked 
|    WFGA-TV,   Channel    12    as   the   best 
I    family   station   in    the   huge   $l'/fc   bil-     | 
|    lion     North     Florida-South     Georgia    § 
|    market. 

?sss       °° ':'''?::„:■ 

Basic  NBC  and   Selected   ABC   Programming 

Represented   nationally   by 

Peters,  Griffin,   Woodward,  Inc. 


WFG  A  —  TV 

Channel   12 

Jacksonville,  Florida 

FLORIDA'S     COLORFUL     STATION 


Ages  Corp.;  Russell  Spruance  Co.; 
and  Standard  Brands. 

Network    affiliations:     WKINE, 

Keene,  N.  H.,  switched  from  CBS  to 
NBC  Radio  last  week.  It  had  been  a 
CBS  affiliate  for  21  years . . .  WDSM, 
Duluth-Superior,   to   NBC   Radio. 

Thisa  'n'  data:  Mutual  this  week 
initiated  a  regional  news  feeding 
service  to  its  453  affiliated  stations 
.  .  .  On  the  special  front :  over 
NBC  TV,  Some  of  Manie's  Friends, 
a  tribute  to  the  late  Emanuel  Sacks, 
former  head  of  Columbia  Records 
and  RCA  Records,  programing  head 
of  NBC  and  staff  v.p.  of  RCA.  Lig- 
gett &  Myers  (McCann-Erickson)  will 
sponsor  this  hour  and  one-half  special 
on  Tuesday,  3  March. 


RADIO  STATIONS 


Continuing  the  hattle  for  radio's 
right  to  air  legislative  session: 

WADK,  Newport,  R.  I.,  was  the 
victor  in  an  hour  long  debate  with 
the  City  Council  last  week,  over  the 
station's    right    to    tape    record    the 


WWIN,  Baltimore,  has  embarked 
on  a  promotion  campaign  which 
relates  the  role  it  now  plays  in 
radio  —  the  personal  medium  — 
to  the  great  services  that  radio 
has  performed  from  its  incep- 
tion. 

The  effect :  identity  of  a  compara- 
tively new  station  not  only  with  the 
medium's  distinguished  past  but  with 
the  newer  forms  of  radio  program- 
ing technique. 

WOOD,  Grand  Rapids,  has  issued 
a  news  letter  to  agencies  and  adver- 
tisers describing  the  effects  of  a  41- 
day  newspaper  strike  on  food  and 
chain   department  stores  business. 

The  highlights  of  this  survey  — 
conducted  by  the  station  among  lo- 
cal merchants: 

•  Every  company  but  one  said 
business  was  better  during  this  period 
than  the  same  time  a  year  ago. 

•  The  strike  proved  that  no  adver- 
tising medium  was  indispensable  to 
business,  and  that  several  alternatives 
exist. 

•  All  agreed  that  newspapers  were 
most  missed  for  advertising  special 
or  promotional  items. 


WMAR-TV 
SUCCESS  STORY  . 


New  England  Confectionery 

Company 

*naJirrA  of  fin*    ea  ric/ies  since  AW7 

25-4      MASSACHUSETTS     AVENUE, 
CAMBRIDGE      39       MASS       USA. 


Kecco 


C.   S.   IIIIL 

Bolt. mora  21,  Maryland 


December  30,  1958 
Mr.  Tony  Picha 

Promotion  &  Publicity  Manager 
WMAR-TV— Sun  Square 
Baltimore  1,  Maryland 

Dear  Tony: 

In  cheaking  over  my  records,  I  thought 
you  would  like  to  know  what  WMAR-TV 
has  done  to  improve  the  sale  of 
Necco  products  being  featured  in  spot 
commercials  on  your  programs. 
For  your  edification,  as  well  as  my  own, 
I  have  spent  considerable  time  working  out 
an  analysis  of  sales  on  Rolo  and  Sky  Bar 
to  our  57  direct  buying  accounts  who 
distribute  these  types  of  products 
in     the     Baltimore     area. 

The  sales  analysis  referred  to  above 

was  based  on  the  period  September  through 

December,    1957    (no   television),    versus 

September    through     December,     1958 

(WMAR-TV  television).  During  the  above 

stated  period,  sales  on  Rolo  showed  a 

phenomenal  increase  of  400.68%  in  1958 

over  1957.    Sky  Bar  sales  realized 

a  37.01%  increase  on  the  same 

comparative  basis  as  hitherto  stated. 

As  Sky  Bar  has  been  well  established  on 

the  local  market,  it  cauld  not  be 

expected  to  show  a  markedly  heavy  sales 

increase  as  has  been  the  case  with 

a  comparatively  new  proc'u:t  such  as  Rolo. 

Sky  Bar  and  Rolo  are  highly  regarded 
by  our  direct  buying   accounts  as  to  having 
excellent  consumer  acceptance. 
Nevertheless,  in  some  manner  we  had 
to  get  a  message  to  the  consumer  as  to 
the  appeal  of  subject  products.  Thus,  I  feel 
our  recent  improved  success  with  Rolo 
and   Sky   Bar  is   attributed   mainly  to  adver- 
tising   through    the    medium    of   television. 

I  should  like  to  thank  you  for  the 
sales  promotion  and  cooperation  you  have 
given  my  Company  in  conjunction  with 
our  advertising.  Best  wishes  in  all  your 
activities  during  the  coming  year. 


Very    truly    yours 

.A)    ' 


c     (?-< 


CSB:pb 


New     England     Confectionery    Co 


WMAR-TV 

Sunpapers    Television 
Channel  1 

Baltimore  3,  Maryland 
"MARYLAND'S   PIONEER 
TELEVISION   STATION' 

THE  KATZ  AGENCY 


m 
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Ideas  at  work: 

•  A  new  year,  a  new  promotion: 
KYA,  San  Francisco,  ended  its  treas- 
ure hunt  last  week,  awarding  $50,000 
to  the  winner.  Station  reports  the 
campaign  turned  out  to  be  the  big- 
gest in  its  history,  with  more  than 
100.000  listeners  searching  for  the 
money  during  one  weekend. 

•  Make  a  call  anywhere  on  the 
globe:  this  was  the  theme  of  a  spot 
promotion  developed  by  Applestein, 
Levinstein  &  Golnick.  Baltimore  agen- 
cy for  the  Globe  Brewing  Co.,  for  its 
holiday   announcements   on   WCAO, 


Baltimore.    Brewery  plans  to   renew 
offer  on  upcoming  holidays. 

•  Radio  Moscow:  The  name  for 
a  new  series  of  programs  on  WBT, 
Charlotte.  They  will  consist  of  re- 
broadcasts  of  recordings  of  portions 
of  English  language  broadcasts  by 
Radio  Moscow,  followed  by  commen- 
tary from  station's  newsmen. 

•  Gone  are  the  days:  KGBT, 
Harlingen,  Texas,  sent  a  document 
to  KFQD.  Anchorage,  Alaska,  relin- 
quishing its  title  of  "the  biggest  radio 
station  in  the  largest  state." 

•  What's  the  good  word?    The  an- 


Budweiser's  Dollar  buys  More 

on  WKOW 


Thank  you,  Harry  Renfro  of 
D'Arcy  for  the  opportunity 
to  prove  that  WKOW  is 
"First  in  selling  a  buying 
Madison  and  Southern  Wis- 


consin. 


Ben  Hovel 
General   Manager 


".  .  .  .  with  on-the-spot,  hard- 
hitting merchandising  that 
paid  off.  Personal  calls  and 
mailings  to  every  area  tav- 
ern, liquor  and  grocery  store 
by  WKOW's  dynamic  Mer- 
chandising Director  Jim  Mil- 
er  .  .  .  more  than  double 
the  number  of  'Pick  a  Pair' 
action  displays  put  up  than 
we  hoped  for.  .  .  . 

"This  kind  of  selling  help 
from  'Wisconsin's  Most  Pow- 
erful Radio  Station'  gave  us 
the  extra  strength  we  needed 
for  real  market  penetra- 
tion. .  .  ." 

Al  Frank 

Frank  Beer  Distributors,  Inc. 

BUDWEISER  BEER 


WKOW 

MADISON,  WISCONSIN 


RADI0 10  KW  at  1070 
TV  Q 


swer  should  be  the  one  selected  by 
KREM,  Spokane,  in  its  campaign  to 
promote  community  courtesy.  Sta- 
tion selects  a  good  word,  like  "Smile" 
and  gives  cash  to  people  answering 
the  phone  with  it. 

•  No  fish  stories  here:  WCCO, 
Minneapolis-St.  Paul,  is  looking  for 
the  ice  fishing  champions  of  the 
Northwest.  The  person  catching  the 
biggest  Northern  pike,  walleys  and 
crappie  in  the  five-state  area  served 
by  WCCO  will  receive  $50  and  mer- 
chandise. 

Thisa  'n'  data:  Lester  Johnson 
and  Willard  Happy,  presented  with 
wrist  watches  for  their  25th  year  with 
WFDF,  Flint  .  .  .  Graham  Poyner,  i 

v.p.  and  program  manager  at  WPTF, 
Raleigh,  also  a  25-year  man,  and  pre- 
cented  with  a  silver  bowl  .  .  .  Bob 
DeHaven,  of  WCCO,  Minneapolis- 
St.  Paul,  is  leading  a  group  of  76  sta- 
tion listeners  on  a  two-week  "Good 
Neighbor  Holiday"  in  Hawaii. 

Add  random  notes:  KOMA,  Ok- 
lahoma City,  is  using  the  saturation 
technique  via  outdoor  billboards  to 
announce  its  affiliation  with  NBC  .  . . 
Eldridge,  Inc.,  Trenton,  N.  J.  agen- 
cy, is  promoting  advertising  via  a 
show  on  WTTM,  Trenton,  dubbed, 
This   Is   Advertising. 

Station  purchases:  WTRX,  Bell- 
aire,  Ohio,  to  Frederic  Gregg  and 
Charles  Wright,  for  $130,000,  bro- 
kered by  Blackburn  &  Co.  .  .  . 
WCFV,  Clifton  Forge,  Va.,  to  James 
R.  Reese,  Jr.,  for  $45,000,  brokered 
by  Paul  H.  Chapman  Co. 

About  power  and  hours :  WFGM, 

Fitchburg,  Mass.,  began  24-hour  op- 
eration last  week,  after  some  fours 
years  of  expansion  and  planning  .  . 
KGO-FM,  San  Francisco,  completed 
its  new  antennae  and  raised  its  power 
to  more  than  six  times  its  previous 
strength. 

Station  staffers:  Stanley  Spero 
and  Robert  Forward,  named  v.p.'s 
in  charge  of  sales  and  programs  re- 
spectively, at  KMPC,  Los  Angeles  . .  . 
Charles  Burge,  to  general  manager 
of  KWRE,  Warrenton,  Mo.  .  .  .  Hal 
Sundberg,  station  manager  and  Bill 
Mayer,  program  manager  of  WMBD, 
Peoria  .  .  .  Gihhs  Lincoln,  to  sta- 
tion manager  of  KING,  Seattle  .  . 
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Leslie  Biehl,  named  executive  direc- 
tor KYW-FM,  Cleveland  .  .  .  Alex 
Cole  becomes  co-owner  of  WYFE, 
New  Orleans.  Bill  McMillan,  news 
director,  KOMA.  Oklahoma  City  .  .  . 
George  Gilbert,  account  executive, 
WABC,  New  York  .  .  .  Bob  Lyte, 
promotion  director.  WCAR,  Detroit 
.  .  .  Robert  Nelson,  news  editor  at 
WBZ.  Boston  .  .  .  John  Behnke,  pro- 
moted to  commercial  manager, 
KOMO,  Seattle. 

Add  personnel  appointments: 
Thomas  Warner,  general  manager 
of  WJLB.  Detroit,  named  v.p.  .  .  . 
Tom  Matts,  to  news  director  of 
KBOX.  Dallas  .  .  .  Joseph  Wolf- 
man,  sales  manager.  KSON,  San 
Diego  .  .  .  Lansdell  Anderson,  re- 
gional sales  manager  of  Intermoun- 
tain  Network  .  .  .  Richard  Gravel, 
to  national  sales  manager  and  Her- 
man Kramer,  local  sales  manager 
of  WTAG,  Worcester.  Mass.  .  .  . 
Irvin  Boudreau,  account  executive, 
WDRC,  Hartford  .  .  .  Mort  Stern, 
account  executive.  WABC,  New  York 
.  .  .  Jaek  Loughmiller,  national 
sales  supervisor.  KNX-CRNP.  Los 
Angeles    .   .   .   Fred   Kaufman,    ac- 


Private  line— The 

nicest  things  happen 
when  you  buy  time 
on  KYW  Radio, 
Cleveland 


count  executive,  KOMO,  Seattle  .  .  . 
Roy  Bray,  account  executive,  KFMB, 
San  Diego. 


REPRESENTATIVES 


Larry  Webb,  managing  director 
of  the  SRA,  in  a  talk  before  the 
Oklahoma  Broadcasters  Associa- 
tion last  week,  estimated  the  total 
sales  for  1958  as: 

•   National  Spot  Radio — $178  mil- 
lion,  an   increase   of  5'r    over   1957. 


•  National  Spot  Tv  $330  million, 
an  increase  of  about  I2'<   over  1957. 

Wild)  also  guestimated  that  ^><>t 
tv  will  show  a  10' ,  increase  this  year 
over  1958,  or  a  total  of  $365  million. 

While  admitting  that  National  Spot 
Radio  didn't  fare  so  well  in  '58,  he 
said  he  felt  that  the  final  figures  will 
run  slightly  ahead  of  1957  I  he  \ear 
National  Spot  set  an  all-time  high. 

Among  the  other  recent  organi- 
zational changes  at  Edward  Pe- 
try: 
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Of  240  Time  Segments . . .  Here's  the  Score 
in  Metropolitan  Baltimore's  Negro  Market- 


RADIO 
STATION 

FIRST 

WEBB 

240 

Other 
Station 

0 

(Negro  Pulse:  Sep.-Oct.  1958) 

WEBB 

Always 

FIRST... 

First  every  minute  of  the  day! 

*         *         * 

BALTIMORE'S  LARGEST  DAYTIME  STATION 

W-E-B-B 

5,000   WATTS 


1360  on  your  dial 


Baltimore  16,  Maryland 


Represented  by 
STARS  NATIONAL,  INC. 

400  Madison  Ave.,  New  York  17  •  Phone  PLoza  8-0555 


Ernest  Jahncke,  Jr.,  to  v.p.  and  as- 
sistant chairman  of  the  board;  Betty 
Doyle,  to  secretary-treasurer. 

Members  of  the  tv  plans  board : 
Edward  Page.  Eastern  sales  manager; 
Robert  Hutton,  Jr.,  tv  promotion  di- 
rector; William  Rohn,  marketing 
director;  George  Johannessen,  tv  re- 
search director;  Louis  Smith,  Chica- 
go sales  manager;  Richard  Hughes, 
Atlanta  sales  manager;  L.  D.  Lari- 
mer, Los  Angeles  sales  manager;  and 
Hugh  Kerwin,  Dallas  sales  manager. 

Members  of  the  radio  plans 
board :  E.  E.  Eshelman,  Eastern  sales 
manager;  William  Steese,  promotion 
director;  William  Rohn;  William 
Cartwright,  Detroit  manager;  Wil- 
liam Pipher,  Chicago  sales  manager; 
Lloyd  McGovern,  San  Francisco  man- 
ager; and  Joseph  Sierer,  Atlanta 
manager. 

(For  details  on  top  echelon  changes 
at  Petry,  see  SPONSOR,  10  January, 
page  6.) 

Peters,  Griffin,  Woodward  pre- 
sented, last  week,  its  "Colonel 
and  Colonelette  of  the  Year" 
awards  for  1958. 

The  winners: 

Robert  Teter,  v.p.  and  director  of 
radio,  named  "Radio  Colonel  for 
1958:;  John  Sias,  v.p.,  "Tv  Colonel 
for  1958";  the  two  secretaries  rec- 
ceiving  the  Colonelette  awards  were 
Angela  Spinelli  and  Elisabeth  Ulbert. 
Also  named  a  Colonette,  Frances 
Brune. 

Rep  appointments:  Adam  Young, 
for  KUDL,  Kansas  City  .  .  .  George 
P.  Hollingbery,  for  WKIX, 
Raleigh;  WTTM,  Trenton,  N.  J.;  and 
WHOT,  Youngstown,  Ohio;  WVLK, 
Lexington,  Ky.;  and  WFKY,  Frank- 
fort, Ky.  .  .  .  H-R  Tv,  Inc.,  for  WOI- 
TV,  Des  Moines  .  .  .  Richard 
O'Connell,  for  WIZE,  Springfield, 
Ohio  .  .  .  McGavren-Quinn,  for 
KCCC-TV,  Sacramento,  to  air  15 
February. 

Strictly  personnel :  Sherman  Ad- 
ler,  named  Midwest  director  of  the 
newly  created  client  relations  de- 
partment of  CBS  TV  Spot  Sales  .  .  . 
James  Smith,  assistant  to  the  ex- 
ecutive v.p.  and  sales  manager  of 
Adam  Young  .  .  .  John  Wade,  to 
the  post  of  director  of  tv  research  at 
Avery-Knodel  .  .  .  Bob  Lefko,  ac- 
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count  executive  at  Rambeau,  Vance, 
Hopple,  Inc.  .  .  .  John  Markey,  to 
Midwest  manager,   Devney,  Inc. 


TV  STATIONS 


At  Chicago's  Broadcast  Advertis- 
ing Club  luncheon  last  week, 
Richard  Moore,  president  of 
KTTV,  Inc.  Los  Angeles,  gave  his 
views  on  tv's  best  kept  secret: 
the  true  size  of  the  tv  audience. 

Moore  suggested  that  "the  light  of 
tv  has  not  failed;  it  has  been  hidden 
under  a  bushel." 

That  bushel,  according  to  Moore, 
is  the  tendency  to  transplant  various 
radio  practices  into  tv — like  the 
"must-buy"  sales  policy;  and  ratings, 
which  are  "incapable  of  telling  the 
stations,  the  networks,  the  agency  or 
the  advertiser  the  most  important 
thing:  how  many  people  watch  his 
program." 

He  urged  adopting  a  new  word 
to  replace  "ratings'" — "reach" 
for  "tv  reaches  the  American  public 
in  numbers  and  impact  as  no  other 
medium  can." 


Las  Vegas— The 
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Ideas  at  work : 

•  Tv  and  radio  network  affili- 
ates in  Denver  are  working  together 
to  promote  Colorado's  Centennial 
celebration.  What  they're  out  for:  to 
bring  a  maximum  number  of  net- 
work stars  to  the  city  during  the  year. 
Chairman  of  the  radio /tv  committee 
for  the  Centennial:  Orville  Rennie,  of 
KOA. 

•  The  contest's  over:  White  Front 
Stores  of  Southern  Cal.,  sponsors  of 
The  Rams  Highlights,  via  KTTV, 
Los  Angeles,  helped  to  form  a  Junior 
Rams'  Fan  Club  for  kids,  bringing 
the  membership  up  to  6,000.  High- 
light of  the  club  was  contest  spon- 
sored by  the  Store,  with  a  college 
scholarship  as  top  prize. 

•  See  yourself  on  tv:  WAGA-TV, 
Atlanta,  constructed  a  closed-circuit 
tv  station  in  a  department  store  to 
demonstrate  its  new  videotape  record- 
er to  the  public.  Passerbys  were  in- 
terviewed, and  minutes  later,  saw 
themselves  on  tv. 

Thisa  'n'  data:  Kroger  Co.  will  be 
a  daily  feature,  in  color,  on  Ruth 
Lyons'  50-50  Club  via  the  Crosley 
Broadcasting  tv  network — WLW  in 
Cincinnati,  Dayton,  Columbus  and  In- 
dianapolis .  .  .  KCCC-TV,  Sacramen- 
to, starts  telecasting  in  two  weeks, 
and  begins  its  regular  programing 
schedule  15  February. 

Kudos:  Jerome  Reeves,  general 
manager.  KDKA-TV,  Pittsburgh, 
named  "Pittsburgh's  Man  of  the 
Year"  by  the  city's  Junior  Chamber 
of  Commerce  .  .  .  WFBC-TV,  Green- 
ville, S.  C,  celebrating  its  fifth  anni- 
versary. 

On  the  personnel  front:  Lloyd 
Cooney,  named  general  sales  man- 
ager of  KSL-TV.  Salt  Lake  City  .  .  . 
Avery  Chenoweth,  to  program  di- 
rector of  WSAZ-TV,  Charleston- 
Huntington  .  .  .  Robert  Rich,  to  as- 
sistant manager  of  WDSM.  Superior, 
Wis.  .  .  .  John  Horn,  director  of  in- 
formation services,  WCBS-TV,  New 
York  .  .  .  Ken  Bagwell,  to  national 
sales  manager.  WTVJ,  Miami  .  .  . 
James  Goldsmith,  director  of  sales, 
220  Tv,  Inc.,  St.  Louis  .  .  .  Edna 
Hanna,  to  head  sales  promotion  ac- 
tivities at  KOMO-TV,  Seattle  .  .  . 
Tom  Cary,  to  account  executive  at 
KMTV,  Omaha.  ^ 


SPONSOR      •      24   JANUARY    1959 


81 


IT'S  S  FACT! 


1859— John  H.  Gregory  discovered  the  first 
gold  lode  in  Gilpin  County,  Colorado . . . 
The  population  of  Denver  was  4,726! 

1959— Population  of  the  Denver  TV  cover- 
age area  served  by  Channel  9  is 
1,479,500  people  who  have  a  spend- 
able income  of  $2,803,077,000! 

IT'S  ALSO  &  FSCT! 

One  day  spot  saturation  on  Channel  9 
for  Denver  Car  dealer  resulted  in 
42  new  car  sales  in  one  day.  A 
new  record! 

Channel  9  personalities  promoted  kids 
theatre  party  and  outpulled  com- 
petition's identical  promotion  .  .  . 
same  day,  same  time— two  to  one! 

THE  FACT  IS... 

For  the  best  buy  in  Denver 


KBTV 


CHANNEL 


THE  FAMILY  STATION 


Join  the  "Rush  To  The  Rockies' 
Come  to  Colorado  in  '59  .  .  . 


J  SStlJ* 


•9  HAVWT    ™V( 

LOOKED  UP! 


SPECIALIZED  NEGRO 
PROGRAMMING 


With  100%  Negro  programming  per- 
sonnel, KPRS  is  effectively  directing 
the  buying  habits  of  its  vast,  faithful 
audience.  Your  sales  message  wastes 
neither  time  nor  money  in  reaching 
the  heart  of  its  "preferred"  market. 
Buying  time  on  KPRS  is  like  buying 
the  only  radio  station  in  a  community 
of  128,357  active  prospects. 


1,000  W.      1590  KC. 

KPRS 

KANSAS  CITY,   MISSOURI 
For  availabilities  call  Humboldt  3-3100 


Represented  Nationally  by- 
John  E.  Pearson  Company 


Tv  and  radio 
NEWSMAKERS 


Robert  A.  Schmid  joined  Headley-Reed 
Co.  as  a  v.p.,  in  the  rep  firm's  New  York 
City  office.  His  broadcasting  background 
includes  the  position  of  administrative  v.p. 
in  charge  of  advertising,  research  and 
public  relations,  and  a  member  of  the 
board  at  Mutual  Broadcasting  System; 
v.p.  of  RKO  Teleradio;  v.p.  and  member 
of  the  board  of  General  Teleradio;  and 
v.p.  for  station  relations  at  NTA  Film  Network.  Schmid  now  joins 
S.  Beeson.  president.  J.  Wrath,  exec.  v.p.  and  J.  Hardingham,  v.p. 

Paul  B.  Evans  has  been  appointed  na- 
tional manager  of  WIP,  Philadelphia.  For- 
merly an  account  executive  with  WINS, 
New  York.  Evans  has  been  connected  with 
radio  since  1950.  His  other  experiences 
included:  national  spot  salesman  for  Paul 
H.  Raymer  Co.;  NBC  Spot  Sales  in  Chi- 
cago, and  national  sales  manager  for  the 
Storer  owned  and  operated  stations.  He 
was  graduated  from  Northwestern  University  in  1948.  Evans  will 
handle  national  accounts  as  liaison  between  WIP  and  Edward  Petry. 


rfkv*  j 


mz  to 


John  W.  Kluge,  Washington  D.  C.  owner 
of  broadcasting  stations,  has  been  elected 
chairman  of  the  board  of  Metropolitan 
Broadcasting  Corp.,  the  successor  to  Du 
Mont  Broadcasting  Corp.  (Stations  WNEW- 
AM  &  TV,  New  York;  WTTG,  Washing- 
ton, and  WHK,  Cleveland  I .  Richard  D. 
Bucklev,  with  Metropolitan  since  1957, 
was  named  president  and  chief  executive 
officer.  Kluge's  varied  interests  include  head  of  broadcasting  corps., 
owner,  food  brokers,  realty  co's,  trotting  stables,  an  investment  co. 


RifjjHaMBijmeMMWWMajl 
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Alva  R.  Hopkins,  who  retired  from  RCA 
1  January  to  enter  the  management  con- 
sultant field,  will  be  a  consultant  to  Ampex 
Corp.'s  Professional  Products  division. 
He  will  devote  a  substantial  portion  of  his 
time  to  Ampex,  concentrating  on  market 
planning  for  the  firm's  VR-1000  Videotape 
recorder  and  other  tape  recordings.  Hop- 
kins' 30  years  background  with  RCA  in- 
cluded these  positions:  senior  engineer:  commercial,  regional  and 
general  sales  manager  and  manager  of  the  broadcast  and  tv  division. 


I — — 
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gives  you 


more  for  your  money 

than  any  other  Tulsa  advertising  medium! 


X&MG-  SO,000  WATTS 

TULSA.  0/CLAWOMA 

OS  MV/A4  COA/TOUR   740  f.C. 


KANS 


N40. 


ARK. 


These  days,  astute  time-buyers 
(like  nearly  everyone  else!)  want 
more  for  their  money.  You  get  it 
when  you  buy  Regional  KRMG 
in  Tulsa,  the  rich  oil  capital  of  the 
world.  KRMG's  big  coverage, 
audience  responsiveness  and  su- 
perior salesmanship  are  seen  in 
one  success  story  after  another. 
Example:  a  recent  one-week  pro- 
motion pulled  87,312  postcards! 
More  facts?  Contact  General 
Manager  Frank  Lane  or  your 
nearest  John  Blair  representative. 


PRIMARY   MARKET   DATA 

(Excluding  Oklahoma  City  Metropolitan  Area) 

Total  1955  1955  1955 

State  Counties       Population       Radio  Families      Passenger  Cars 

Oklahoma  57  1,573,300  377,600  492,900 

Missouri  13  365,300  115,100  104,100 

Arkansas  12  279,400  82,500  64,300 

Kansas  7  190,100  64,400  68,200 

Texas  4  26,400  8,000  9,100 

Totals  93  2,434,500  747,600  738,600 
Source:   Consumer  Markets 


The     Katz    Agency 

■  The     Katz    Agency 

The     Katz    Agency 

John  Blair  &  Co.  -  Blair-TV 

John     Blair  &  Co. 

Meredith   Stations   Are   Affiliated   With    BETTER   HOMES  and  GARDENS  and  SUCCESSFUL  FARMING  Magazines 
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KANSAS    CITY 

KCAAO 

KCMO-TV 

SYRACUSE 

WHEN 

WHEN-TV 

PHOENIX 

KPHO 

KPHO-TV 

OMAHA 

WOW 

WOW-TV 

TULSA 

KRAAG 

■   SPONSOR 


A  plan  for  national  spot  radio 

Beginning  with  this  issue,  sponsor  is  presenting  a  new  $500 
million  business  plan  for  the  national  spot  radio  industry. 
(See  page  31.) 

The  plan  itself  contemplates  a  series  of  spot  radio  activi- 
ties over  a  period  of  five  years.  The  goal:  to  build  the 
medium  to  a  half-billion  dollar  industry  by  1963. 

In  drawing  up  this  $500  Million  Plan,  we  have  relied 
heavily  on  numerous  comments,  suggestions  and  ideas  re- 
ceived from  members  of  the  advertising  and  radio  worlds. 

We  want  to  acknowledge  our  debt  to  them,  and  we  want  to 
make  clear  that  without  their  help,  it  would  have  been  im- 
possible to  suggest  this  program.  At  the  same  time  we  also 
want  to  be  certain  that  there  be  no  misunderstanding  about 
either  the  purposes  or  the  origin  of  what  we  are  proposing. 

The  $500  Million  Plan  is  the  best  series  of  recommenda- 
tions which  the  editors  of  sponsor  have  been  able  to  make  for 
the  troubling  problems  of  the  radio  spot  industry.  It  origin- 
ated in  our  own  offices,  and  whatever  omissions  or  faults  it 
contains  should  be  laid  at  our  door. 

A  pattern  not  a  blueprint 

Obviously,  no  plan  such  as  this  can  hope  to  be  an  exact 
blueprint  of  all  the  activities  to  be  followed  by  individual 
members  of  the  radio  spot  industry. 

The  use  of  the  plan,  and  its  adaptation  to  local  markets 
and  situations,  will  have  to  rest  on  the  shoulders  of  station 
operators,  station  representatives  and  industry  groups. 

Without  their  cooperation  and  implementation,  the  plan 
itself  is  useless. 

We  believe  that  the  future  of  radio  spot  is  potentially  far 
greater  than  many  members  of  the  industry  have  ever  real- 
ized. We  feel  certain  that  spot  can  lead  radio  back  to  a  major 
place  in  the  advertising  world. 

We  will  welcome  comments  from  advertisers,  agencies, 
stations  and  representatives  on  the  Plan  as  it  unfolds. 


THIS  WE  FIGHT  FOR:  Greater  awareness 
by  buyers  and  sellers  of  spot  radio  time,  that  the 
medium  has  certain  unique,  special  advantages 
not  provided  by  any  other  type  of  advertising. 


lO-SECOND  SPOTS 

Stimulant:  From  a  press  release  ol 
the  Michigan  Cherry  Commission— J 
"Maraschino  and  glace  cherries,  be] 
ing  sweet,  are  high  in  energy  values. 
In  addition,  they  are  bright  red  in 
color,  and  everyone  knows  that  red 
is  a  stimulating  hue,  say  the  produol 
ers,  so  it's  entirely  possible  that  the 
cherries  have  helped  speed  up  the 
U.  S.  tempo.  .  .  ."  In  Manhattans, 
naturally. 

Auction:  TvB's  slogan,  "People  are 
sold  on  television,"  met  with  reverse 
English  down  in  Huntington,  W.  Va] 
A  14-year-old  girl  wrote  to  WSAZ, 
began  her  letter,  "I  am  certainly  glad 
to  hear  you  sell  people  on  tv.  .  . 
Probably  hoped  to  put  in  a  bid  on 
Elvis. 

Purr-suader:  During  a  recent  Truth 
or  Consequences  (NBC  TV),  a  lion 
broke  out  of  his  cage,  prowled  about 
the  set  until  a  quick-thinking  staffer 
penciled  "SCAT"  across  a  cue  card. 
The  cat  took  the  cue,  loped  back  to 
his  cage. 

Type-casting:  Phil  Stone  of  Toron- 
to's CHUM  suggests  a  tv  spectacular 
of  Romeo  and  Juliet  starring  layne 
Mansfield.  "Who  else,"  he  asks, 
"could  lean  so  well  over  a  balcony?" 

Fan:  WNTA-TV,  Newark,  received 
the  following  from  a  woman  viewer 
anent  its  kid  show,  Junior  Town, 
conducted  by  "Mayor"  Fred  Sayles — - 
"Please  send  me  a  big  beautiful  pic- 
ture of  Mayor  Fred  Sayles.  .  .  .  He  is 
my  favorite  tv  star.  So  how  come 
such  a  sexy  guy  is  wasted  on  kiddie 
shows?  .  .  .  My  two-year-old  son 
likes  to  watch  Gumby  so  this  gives 
me  an  excuse  to  turn  the  program  on 
every  day,  but  the  poor  kid  gets  up- 
set when  I  chase  him  away  from  the 
tv  when  Mayor  Fred  comes  back  on. 
Please  send  the  picture  soon.  Better 
yet,  send  me  Mayor  Fred."' 

Table  talk:  Two  cockroaches  who 
lived  in  a  tv  set  went  out  for  dinner 
in  a  nearby  garbage  pail.  "Did  you 
see  that  Westinghouse  commercial  on 
tv  the  other  night,"  asked  the  one 
cockroach,  "that  showed  the  spotless, 
modern  kitchen  with  everything  so 
clean  and  sanitary?" 

"Please,"  said  the  other  cockroach. 
"Not  while  I'm  eating." 
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WEEKLY   MAGAZINE  TV/RADIO  ADVERTISERS  USE 


did  you  know  that 

.  .  .  there  are  36,000,000  Radios  on  the  road  today? 
Kt's  1  million  more  than  there  were  last  year !  Just  one  more  reason  why 

Spot  Radio  is  such  a  powerful  sales-maker. 


K08    Albuquerque 

WSB    Atlanta 

WGN    Chicago 

WFAA  Dallas-Ft.  Worth 

KOSI    Denver 

WANE  Fort  Wayne 

KPRC   Houston 

WISH    Indianapolis 

KARK Little  Rock 


WINZ Miami 

WISN    Milwaukee 

KSTP  ....   Minneapolis-St.  Paul 

WTAR    Norfolk 

KFAB    Omaha 

WIP    Philadelphia 

KPOJ   Portland 

WJAR Providence 

WRNL    Richmond 

Radio  Division 


KCRA   Sacramento 

WOAl  San  Antonio 

KFMB   San  Diego 

KOBY  San  Francisco 

KMA    Shenandoah 

WNDU    South  Bend 

KREM    Spokane 

WGTO   Tampa-Orlando 

KVOO    Tulsa 


EDWARD  PETRY  &  CO.,  INC 

The  Original  Station  Representative 

New  York  •  Chicago  •  Atlanta  •   Boston  •   Dallas   •   Detroit  •   Los  Angeles   •  San  Francisco  •   St.  Louis 


BEER:  AN 
INDUSTRY  IN 
FERMENT 

Big  changes  in  beer 
business  may  create 
new  media  buying  pat- 
terns. PART  ONE 

Page  27 


Why  radio  spot 
must  be  much 
more  competitive 

Page  30 

Chain  store 
marketing  for 
cigarettes 

Page  34 

Parti-Day  sales 
jump-245% 
in  13  weeks 

Page  36 


DIGEST  ON   PAGE 


TWO 


FIRST  PLACE 
BLUE  RIBBONS 

titat'i  t6e  NEW 
KIOA  STORY! 


4 


4 

0V 


FIRST  IN  IOWA 

PROVED  BY  NEW  70  COUNTY  AREA  PULSE -NOV.,  1958! 

FIRST  IN  DBS  MOINES 

FOR  22  CONSECUTIVE  MONTHS  ACCORDING  TO  HOOPER! 

FIRST  IN  LOWEST  COST  PER  1,000 

SEE  YOUR  WEED  REPRESENTATIVE  FOR  FULL  INFORMATION. 
HE'LL  GIVE  YOU  PROOF  THE  NEW  KIOA  HAS  THE  LOWEST  COST 
PER  1,000  OF  ANY  MEDIA  (AIR  OR  PRINT!)  COVERING  THE 
STATE  OF  IOWA! 


YOUR      BLUE      RIBBON      BUY 


IOWA! 


7<&  %w  KIOA 


THE  STATION  THAT  IOWA  LOVES -BECAUSE  WE  LOVE  IOWA 
940  KC  •   DES  MOINES,   IOWA  •  JIM   DOWELl,  V.P.  And  Gen.  Mgr. 


I     f^fej 


Pedttic  ftacUa  G>o*fi. 


THE  NEW  KIOA  THE  NEW  KAKC 

10,000  WATTS  •   FIRST  IN   DES  MOINES  1,000  WATTS  •   FIRST  IN  TULSA 

LESTER  KAMIN,  PRESIDENT 


Vhen  we  introduced  BOOTS  AND  SADDLES-THE  STORY  OF  THE  FIFTH  CAVALRY,  the  critics  cheered 

lie  crazy.  "Refreshing  to  see"  and  "welcome  change."  Likewise  "tops" 

ad  "uncommonly  good"!    J^i    Ratings  proved  that  the  public  was  swift 

t  agree.  What's  more,  latest  ARB  figures  show  B&S  reruns  shooting 

lies  in  the  competition,  market  after  market.    ,?§*    BOOTS  has  won 

i.  spurs.  It  figures  to  be  in  the  saddle  for  a  long,  long  time  to  come.  California  national  productions,  inc. 


NBC    TELEVISION    FILMS   A    DIVISION    OF 

CNP 
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DIGEST  OF  ARTICLES 

Beer — a  business  in  ferment 

27     Per  capita   consumption  of   beers   and   ales  has  declined   steadily   since 
1950:   only  234  breweries  are  in  business — but  next   decade  looks  good 

Competitive  strategy:  a  "must"  for  spot  radio 

30     Part    II    °f   sponsor's   $500    Million    Plan   to    make    spot   radio    a    half- 
billion-dollar  medium  by  1963  stresses  need  for  new  competitive  strategy 

Osmosis  is  a  new  timebuying  tactic 

32    D.   P.   Brother  agency  in  Detroit  has  its   buying  team   tune  throughout 
the   day    to   tape   recordings  submitted    by   major-market    radio    stations 

Philip  Morris  smokes  up  chain  store  storm 

3<f>     PM's  chain  store  sales  director  Bob  Larkin  hammers  away  on  ideas  of 
sound  management ;   complete  store  control  of  inventory,  stock,  displays 

Parti-Day  recap:  sales  up  245%   in   13  weeks 

36    Tv  test  of  new  dessert   topping  in   Wisconsin  market  indicates  rate  of 
increase  may  go  up  even  more.    Survey  shows  60%  are  award  of  product 

How  imagery-transfer  works  in  reverse 

39  Omaha  theater  chain  lets  tv  spots  supply  the  primary  image  which  is 
then    transferred    to    newspapers    and    radio    for    coordinated    impact 

Radio  made  him  most  popular  packer 

40  Stressing   personalities    and   checker-boarding   time    periods,   local   meat 
packer  zoomed  to  top  of  consumer  polls  in  Washington,  D.  C.  loyalty  drive 

Mail  poops  poor  Santa 

4X     KTVH,  Wichita,  Kans.  Santa  Claus  answers  4,135  letters  from  youngsters 
in  238  towns  after  only  a  week  of  late-night  mail-pull  mentions  on  tv 

sponsor  asks:     How  will  the  end  of  the  "must  buy" 
rule  affect  your  station? 

46    With   the   networks   no   longer   requiring   advertisers    to    purchase   mini- 
mum   number    of    stations,    station    men    discuss    its    effect    on    affiliates 
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Davenport,  Iowa  —  Rock  Island,  Illinois 

47th    TV   MARKET    IN    THE   U.S 


As   Reported   in   TELEVISION   AGE,   May    19,    1958 

41  Albany  Schenectady-Troy         46   Omaha 

42  Nashville 

43  Champaign 

44  Miami 

45  Sacramento-Stockton 


47  Davenport-Rock   Island 


48  Binghamton 

49  Raleigh-Durham 

50  Asheville 


WOC-TV      IS      No.      1      IN     COVERAGE 
IN    THIS    47th    MARKET 


48  COUNTIES 

Population*  1,727,100 

Homes  556,500 

TV  Homes  469,890 

Farm  Homes**  97,101 

TV  Farm  Homes**  54,912 

Effective  Buying  Income*  $2,852,363,000 

Retail  Sales*  $2,076,120,000 

♦Sales  Management's  "Survey  of  Buying  Power,  1958" 
**U.  S.  Census  of  Agriculture,  1954 
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Col.  B.  J.  Palmer 
President 

Ernest  C.  Sanders 

Resident  Manager 

Pax  Shaffer 

Sales  Manager 

Peters,  Griffin,  Woodward, 
Inc.;    Exclusive    National 
Representatives 

THE  QUINT  CITIES 

DAVENPORT     I    ^ 
BETTENDORF    I 

^ 

ROCK  ISLAND      j 
MOLINE                     >     ILL. 
EAST  MOLINE       ' 

channel 

^ 

IOWA 


WISCONSIN 


VAN 
BUflEN  I 


ILLINOIS 


WOC-TV  Davenport,  Iowa  is  part  of  Central  Broadcasting  Company  which 
also   owns   and   operates   WHO-TV   and   WHO-Radio   —   Des   Moines. 
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"AND  NOW  TOMORROW" 

55  2°° 

V^X^aAa    SHARE 

BOSTON 


"FIVE  GRAVES  TO  CAIRO' 

54  1* 

^^      ■    ■    I     SHARE 

LOS  ANGELES 


LAST  MONTH, LAS 


PARAMOUNT  PICTURE! 

MCI 


"FOR  WHOM  THE  BELL  TOLLS" 
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SAN  FRANCISCO 


tfEEK,  LAST  NIGHT!.. 

HE  TIME 
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SOURCE:  TRENDEX— January,  1959 
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VARIETY 


i/si 


because  it  stands  to  reason 

that  all  listeners  do  not  prefer  the 

same  thing. 

Therefore,  in  order  to  best 
serve  "most  of  the  people  most 
of  the  time,"  KOA-Radio 
adds  variety  to  every  phase  of 
broadcasting. 

There's  great  variety  in 
entertainment  as  KOA  combines  the 
best  of  network  shows  with 
popular  local  programs.  Variety 
in  style  and  presentation 
distinguishes  KOA's  news 
coverage  and  public  service 
programming.  The  appeal 
of  talented  variety  in  personalities 
is  evidenced  by  KOA's  loyal, 
responsive  audiences. 

Variety  in  programming  can  help 
you  sell  more  effectively,  too. 
On  KOA-Radio,  your  sales 
message  is  unmistakably  yours  .  .  . 
individualized  and  delivered 
to  create  immediate 
sales  action! 


Represented  nationally  by 

i  Henry  I. 
Christal  Co.,  Inc. 


KO 

DENVER/ 

One  of  America's  great  radio  stations 

850  on  your  dial 
50,000  Watts 


I 


NEWSMAKER 
of  the  week 


Edward  R.  Murrow 


Seldom  has  nighttime  radio  made  such  a  stir  as  that  created 
by  CBS  Radio's  report  on  "The  Business  of  Sex"  on  19 
January.  The  55-minute  documentary,  narrated  by  Edward 
R.  Murrow,  triggered  reams  of  newspaper  copy,  hours  of  con- 
versation and  an  attack  on  the  CBS  commentator  by  ISAM. 

The  newsmaker:  Edward  R.  Murrow,  once  described  by 
poet  Carl  Sandburg  as  "reporter,  historian,  inquirer,  actor,  ponderer, 
seeker,"  has  a  penchant  for  delving  into  controversial  matters  on  the 
air.  He  has  tackled  most  of  the  hottest  ones,  including  the  late  Sen. 
Joseph  McCarthy,  book  censorship,  school  integration,  Israel  and 
Algeria.  Most  of  his  recent  probing  has  been  on  tv  but  the  Unit 
One  setup  under  Irving  Gitlin's  Public  Affairs  Department  at  CBS 
Radio  has,  with  Murrow  narrating,  handled  some  striking  subjects, 
too.  These  include  "The  Galindez-Murphy  Case:  A  Chronicle  of  Ter- 
ror," which  dealt  with  the  disap- 
pearance of  Dr.  Jesus  de  Galindez, 
Columbia  University  instructor,  an 
outspoken  opponent  of  the  Domini- 
can Republic's  Trujillo  regime, 
and  "Who  Killed  Michael  Farm- 
er?" a  study  of  the  stabbing  of  a 
Bronx  teenager  by  juvenile  delin- 
quents. 

"The  Business  of  Sex,"  which 
dealt  with  the  use  of  call  girls  to 
nail  down  business  deals  by  busi- 
ness corporations  (big  and  little) 
probably  created  more  comments 
than  any  of  Miirrow's  excursions 
into    areas   of   dispute.     Even   the 

National  Association  of  Manufacturers  got  into  the  act.  Taking  its 
cue  from  the  New  York  Journal  American,  which  broadly  hinted  the 
broadcast  was  phony,  the  NAM  charged  the  documentary  may  have 
been  designed  to  divert  attention  from  the  Senate's  investigation  into 
labor  racketeering. 

Except  for  some  brief  comments  to  the  press  after  speaking  to  a 
New  York  City  police  official,  Murrow  has  been  keeping  quiet.  The 
only  word  from  his  employer  was  a  wire  from  CBS  public  affairs 
chief  Sig  Mickelson  to  the  Journal  American  expressing  "shock"  at 
the  paper's  assertion  the  program  was  false. 

Murrow  has  been  holding  the  attention  of  radio/tv  audiences  since 
1938,  when  he  chartered  a  27-seat  transport  out  of  Berlin  and  flew 
to  Vienna  to  broadcast  an  on-the-scene  account  of  Adolph  Hitler's 
Anschluss  with  Austria.  His  work  on  the  air  has  brought  him  a  long 
list  of  awards,  academic  honors,  no  small  amount  of  enmity  and  a 
handsome  dose  of  respect.  ^ 
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NEWSMAKER     STATION     OF    THE     WEEK 


. . .  in  St.  Louis  witH 

WIL 


BUY  Radio  when  you  buy  media 
BUY  Balaban  when  you  buy  radio 
BUY  WIL  when  you  buy  St.  Louis 
and   you    BUY  the    people  who    BUY 

Audience  up  900%  in  Hooper,  !30%  in  Pulse.  Billing  up 
400%.  All  over  the  first  10  months  of  Balaban  Operations! 

WIL  KBOX  WRIT 

St.   Louis  Dallas  Milwaukee 

THE   BALABAN  STATIONS 

in  tempo  with  the  times 
JOHN  F.  BOX,  JR.,  Managing  Director 
Sold     Nationally     by     Robert     E.     Eastman 
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1V1?  who  buys  Media, 

Is  happy  to  hear 
Commercials  within 

An  adult  atmosphere. 

Most  media  buyers  are  interested  in 
one  thing:  results.  Certainly  there 
are  a  lot  of  factors  to  be  considered 
before  a  selection  can  be  made.  Cost 
is  important,  so  are  ratings;  there's  no 
doubt  about  that.  But  even  a  low  cost- 
per-thousand  can't  produce  complete 
results  unless  you're  reaching  listen- 
ing adults  with  buying  potential. 

For  more  than  36  years,  KHJ  Radio, 
Los  Angeles,  has  racked  up  big  results 
for  agencies  and  their  clients  through 
its  foreground  sound  programming 
policy.  With  an  adult  appeal,  fore- 
ground sound  gains  and  holds  the 
listeners'  attention.  Consequently 
your  message  penetrates.  And  KHJ's 
audiences  act  on  what  they  hear,  as  a 
long  roster  of  satisfied  advertisers  can 
tell  you. 

When  you  want  to  penetrate  the  minds 
of  the  buying  adults  in  America's 
2nd  Market  choose  the  mature  atmos- 
phere of  foreground  sound  to  deliver 
results. 


KHJ 

RADIO 

LOS   ANGELES 

1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 


Timebuyers 
at  work 


Harry  Alleva,  William  Warren,  Jackson  &  Delayney,  New  York, 
believes  that  double  and  triple  spotting  of  one-minute  commercials 
on  both  radio  and  tv  is  a  bad  practice  for  which  buyers  are  often 
as  responsible  as  the  stations.  "Too  many  buyers,"  Harry  says, 
"are  influenced  by  ratings  alone.  They  insist  on  exposure  for  their 
clients  within  high -rated  time 
areas  that  are  already  overloaded 
with  sponsorship.  Some  stations 
will  succumb  all  too  quickly  to 
buyer  pressure  for  fear  of  losing 
the  buck,  and  oblige  by  creating 
additional  minute  avails  with  the 
resultant  double  and  triple  spot- 
ting." Harry  feels  that,  in  the 
long  run,  a  station  loses  prestige 
with  other  buyers,  and  more  im- 
portant, its  listeners  and  viewers. 
And  the  buyer,  he  says,  has  suc- 
ceeded only  in  airing  the  client's  message  with  little  or  no  listener 
attention  at  all.  "For  a  healthier  situation,"  Harry  says,  "the  buyer 
should  be  on  guard  against  double  and  triple  spotting.  On  the  other 
hand,  the  station  should  seriously  try  to  understand  the  buyer's 
dilemma  and  recommend  other  times  where  there  is  no  crowding." 


Joan  Rutman,  Grey  Advertising  Agency,  New  York,  feels  that  the 
term  "traffic  hours"  for  spot  radio  is  greatly  misunderstood  by 
many  agency  people  and  advertisers.  "So  many  of  them  assume 
that  this  means  7  to  9  a.m.  and  4  to  6  p.m.  only,"  Joan  says.  "This 
impression  undoubtedly  prevails  because  they  are  white-collar  ori- 
ented and  think  in  terms  of  a 
work  day  that  starts  9  to  9:30. 
They  neglect  the  thousands  of  in- 
dustries throughout  the  country 
where  the  workers  begin  their  day 
at  8  a.m.,  or  those  which  operate 
on  a  shift  basis.  Consequently, 
they  think  that  an  announcement 
at  6  or  6:30  a.m.  is  too  early." 
Also,  Joan  says,  both  stations  and 
advertisers  overlook  the  workers 
who  drive  home  for  lunch.  Joan 
points  out  that  while  there  are  no 
figures  on  these  people,  there  are  doubtless  millions  who  fall  into 
this  category.  "Agencies  and  advertisers  should  carefully  appraise 
the  working  patterns  in  each  market,"  Joan  says.  "In  many  cases, 
they  may  be  able  to  increase  their  frequencies  as  much  as  50%." 
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Unlike 
anything  you've  seen 
before! 


Unlike  anything  you've  seen  before! 


Mtfi  1 ! 


RT  LAHR,  JAME 
T  HAMILTON,  GEN 


WILLIAM  PRIN 


ImMlXMl 
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ARTHUR  KENNED 
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LYON 


IMH 

IMMY  EVERET 
MIKE  KELLIN,  I 


,  JOSEPH  WISEMAN, 

GENE  SAKS, 


HARLES  DRAKE 


gA|j|*ftfj5g  "RENDEZVOUS" 


"RENDEZVOUS" 


is  the  most  important  dramatic  series 
ever  presented  for  first  run  syndication - 
the  chance  of  a  lifetime  for  local  and 
regional  advertisers  to  get  a  network- 
quality  showcase  for  their  products. 

On  "Rendezvous}'  intrigue,  romance  and 
drama  meet ..  .in  39  new  half -hours 
based  on  stories  by  such  distinguished 
authors  as  Stephen  Vincent  Benet,  John 
Hersey,  Reginald  Rose,  Dylan  Thomas. 

No  expense  has  been  spared.  The  series 
stars  one  of  the  most  brilliant  casts 
in  television.  It's  produced  by  MGM's 
famous  Edwin  Knopf  (Lili,  The  Valley 
of  Decision)  and  Broadway's  Howard 
Erskine  (The  Desperate  Hours  and  The 
Happiest  Millionaire).  And  directed  by 
such  talents  as  Dan  Petrie  (DuPont 
Show  of  the  Month) . . .  Richard  Whorf 
(Gunsmoke) . . .  Fielder  Cook  (Patterns). 

Major  advertisers -Rheingold  Beer, 
for  instance-are  buying  "Rendezvous" 
regionally . . .  and  markets  are  going 
fast.  To  reserve  yours,  r.s.v.p. 

CBS  FILMS 

u...the  best  film  programs  for  all  stations" 

New  York,  Chicago,  Los  Angeles,  Detroit, 
Boston,  San  Francisco,  St.  Louis,  Dallas, 
Atlanta.  In  Canada:  S.  W.  Caldwell,  Ltd. 


by  John  E.  McMillin 


Commercial 
commentary 


t*f? 


Winston  sells  good 

After  all  the  outraged  hollering  against  Wins- 
ton for  fracturing  the  English  language  like  no 
cigarette  should,  it  is  a  real  pleasure  to  report 
that  this  Reynolds  hrand  is  doing  one  of  the 
nicest  selling  jobs  on  tv. 

By  nice  I  mean  that  unique  combination  of 
good  manners,  good  humor,  creativity,  imagina- 
tion, and  sales  effectiveness  that  makes  for  really 
fine  advertising. 

In  recent  weeks  I've  been  watching  Garry  Moore  romp  through 
a  variety  of  Winston  pitches  on  his  I've  Got  a  Secret  show,  and  I 
think  that  Garry  does  on  exceptionally  smooth  and  friendly  job. 

But  the  people  who  really  fill  me  with  gaping  admiration  are 
those  writers,  arrangers  and  producers  at  the  Esty  agency  who  are 
responsible  for  the  Winston  commercials. 

As  an  old  copywriter,  I'd  like  to  pay  my  respects  to  a  bunch  of 
real  pros,  and  say  "Congratulations,  kids,  you're  doing  fine." 

And  to  other  readers  of  this  column  who  are  tv  viewers  but  not 
necessarily  advertising  technicians,  I  suggest  that  you  pay  particular 
attention  to  how  Winston  does  it. 

If  you  follow  Winston  over  a  period  of  a  few  weeks,  you'll  get  a 
king-sized,  liberal  education  in  what  are,  and  always  have  been,  the 
fundamentals  of  good  advertising. 

Two  strikes  against  them 

Let's  start  with  the  simple  fact  that  a  cigarette — any  cigarette — is 
one  of  the  hardest  things  in  the  world  to  advertise. 

When  you're  dealing  with  foods  or  appliances  or  automobiles  or 
soaps  or  cosmetics,  you  usually  have  some  kind  of  demonstrable 
product  difference  around  which  to  build  your  campaign. 

But  with  cigarettes  you're  dealing  in  smoke  rings — with  ideas  so 
ephemeral  they  vanish  before  you  can  put  your  hand  to  them.  With 
vague  elusive  things  like  taste,  quality,  the  integrity  of  the  manu- 
facturer, the  fineness  of  his  tobacco. 

But  how  fine  is  fine?  And  what,  after  all,  is  quality?  And  how 
do  you  measure  integrity?    And  how  do  you  describe  taste? 

It's  a  very  tough  advertising  problem,  and  one  that's  further  com- 
plicated by  the  traditions  of  the  tobacco  industry. 

Cigarette  advertising,  in  the  past,  has  not  always  been  distin- 
guished by  good  sense,  good  taste,  or  even  simple  truthfulness. 

The  malevolent  ghost  of  the  elder  G.  W.  Hill  still  stirs  occasional 
echoes  of  his  old  shrieks  for  Lucky  Strikes.  And  his  memory  still 
tempts  some  cigarette  advertising  men  to  go  all  out  with  wild,  hys- 
terical yell-type  sells,  and  even  more  hysterical  claims. 

I'd  say  that  anyone  today  who  attempts  to  develop  a  new  cigar- 
ette campaign  is  starting  with  two  strikes  against  him.  And  this  is 
all  the  more  reason  for  admiring  the  Winston  job. 
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IT'S  S  FACT! 


1859— John  H.Gregory  discovered  the  first 
gold  lode  in  Gilpin  County,  Colorodo... 
The  population  of  Denver  was  4,726! 

1959— Population  of  the  Denver  TV  cover- 
age area  served  by  Channel  9  is 
1,479,500  people  who  hove  a  spend- 
able income  of  $2,803,077,000! 

IT'S  ALSO  fi  FACT! 

One  day  spot  saturation  on  Channel  9 
for  Denver  Car  dealer  resulted  in 
42  new  tar  sales  in  one  day.  A 
new  record! 

Channel  9  personalities  promoted  kids 
theatre  party  and  outpulled  com- 
petition's identical  promotion  . . . 
same  day,  same  time— two  to  one! 

THE  FACT  IS... 

For  the  best  buy  in  Denver 


KBTV 


CHANNEL 


THE  FAMILY  STATION 


Join  the" Rush  To  The  Rockies" 
Come  to  Colorado  in  '59  .  .  . 


— And  then  I  said  to  her,  "If  you 
aren't  having  your  morning  coffee 
with  Clyde  Cadwell,  you're  not 
living!" 


KPOP's  Mid-morning 
Sound   Salesman 


THE  POPULAR  STATION 

5,000  watts  Los  Angeles 

BROADCAST   TIME   SALES 

New   York   •    Chicago   •    Detroit  •   San  Francisco 

DORA  -  CLAYTON 

Atlanta 
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Commercial  commentary  continued 


For  Winston,  through  Esty,  has  succeeded  in  creating  a  distinctive 
image  of  brand  quality,  and  friendliness,  and  integrity.  And  they 
have  done  this  without  ever  becoming  heavy  or  stuffy  or  pompous 
or  loud.     Or  without  resorting  to  wild,  improbable  claims. 

Take  the  all-important  matter  of  brand  distinctiveness.  Winston 
advertising  looks,  seems  and  sounds  different  than  that  of  its  com- 
petition. 

Winston  achieves  this  effect  through  the  use  of  some  very  simple 
slogans  and  a  very  catchy  theme  song. 

When  you  find  yourself  clapping  out  the  beat  of  that  tricky  Wins- 
ton pause  ("good  like  a  slap-slap  cigarette  should"  I  you're  respond- 
ing to  something  that  is  different,  original,  fresh  and  new. 

Similarly  with  the  much-discussed  slogan  itself.  Three  or  four 
years  ago,  it  had  reactionary  grammarians  in  a  seething  stew. 

Today,  however,  I  think  most  of  us  can  recognize  it  for  what  it  is 
— a  good-natured,  good  humored,  tongue-in-cheek  variation  that 
laughs  at  dusty  convention,  and  dares  to  be  odd  and  different. 

Personally,  I  think  that  "Like  a  cigarette  should"  has  been  reform- 
ing the  American  language,  and  I  believe,  in  Variety's  phrase,  that 
the  "Republic  will  stand." 

Young  man  with  a  horn 

But  it  is  not  merely  a  tricky  tune  or  an  off-beat  slogan  that  makes 
Winston  advertising  so  outstanding. 

What  impresses  me  even  more  is  the  wealth  of  creative  variation 
that  the  Esty  people  give  to  the  Winston  theme,  and  the  obvious  fun 
they  are  getting  out  of  their  work. 

Nearly  all  of  us  recall  Winston's  famous  truck-driver  and  con- 
vertible commercial,  and  most  of  us  can  remember  a  good  many 
others,  too — the  boy  and  gal  at  the  piano,  the  young  man  with  the 
horn,  dauntless  as  any  Childe  Roland,  lifting  his  trumpet  to  blow 
out  the  Winston  theme  song. 

Creativeness,  the  Winston  people  seem  to  be  saying,  comes  easy  to 
us,  and  we're  happy  to  share  it  with  you. 

This  generous  creative  warmth  builds,  in  my  opinion,  the  strong- 
est possible  bond  of  friendship  between  an  advertiser  and  his  cus- 
tomers. It  is  the  best  reason  I  know  of  for  not  repeating  commercials 
ad  infinitum  and  ad  nauseam. 

For,  in  watching  how  a  really  creative  advertiser  rings  the  changes 
on  a  familiar  theme,  there's-  always  an  element  of  surprise  and  de- 
light. You  can't  help  getting  the  impression  that  he's  a  nice  guy, 
that  the  makers  of  Winston  are  good  and  friendly  people. 

I  wouldn't  trade  that  impression  for  many  millions. 

Moreover,  it  radiates  a  kind  of  warmth  about  the  whole  advertis- 
ing job.  There's  a  spirit  of  youth,  a  spirit  of  fun  in  Winston  com- 
mercials. You  instinctively  feel  that  both  Reynolds  and  Esty  enjoy 
their  work.    And  their  enthusiasm  is  bound  to  be  infectious. 

Something  of  this  same  quality  pervades  nearly  every  fine  adver- 
tising job  I  know  of — The  Pepsi  spots,  the  Elgin  baby  commercial, 
to  quote  a  couple  of  recent  examples. 

It  is  the  quality  that  makes  advertising,  at  its  best,  a  decent  busi- 
ness, a  self-respecting  business  and  a  fun  business  too. 

And  does  it  pay  off?    Well,  have  you  had  a  look  at  Winston  sales  i 
figures  recently?  ^ 


SPONSOR 


31    JANUARY    1959 
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FIRST 
DETROIT 


with 


wjbk-tv  s  MORNING 


MOVIE! 


Children  off  to  school  .  .  .  husband  off  to  work  ...  a  cup 
of  coffee  and  now  a  Good  Movie!  The  "Morning  Show" 
is  the  first  feature  film  of  the  day  in  Detroit,  Monday 
through  Friday  at  9:00  AM.  Every  show  is  a  top-flight 
feature  from  UNITED  ARTISTS,  SCREEN  GEMS, 
NTA,  RKO,  and  coming  soon,  PARAMOUNT. 

Strategic  programming  to  1,900,000  Television  homes 
is  one  reason  why  WJBK-TV  has  a  consistent  #1  rating 
in  the  nation's  fifth  market  —  9  billion  dollars  worth  of 
purchasing  power!  With  this  leadership  and  being  Mich- 
igan's first  station  with  full  color  and  Video-Tape  facil- 
ities, WJBK-TV  tops  them  all  in  dominating  Detroit  and 
southeastern  Michigan.        Represented  by  the  Katz  Agency 


100,000  Watts     CBS  AFFILIATE      1057-foot  tower    N.Y.  Sales  Office:  623  Madison  Ave.,  N.Y.  22  •  PLaza  1-3940 


WJBK-TV      WJW-TV       WSPD-TV     WAGA-TV      WITI-TV 

Detroit  Cleveland  Toledo  Atlanta        Milwaukee 


sales 


up  UP  UP 

Your  advertising  dollar  produces  more.  Spend  it  where 
you  know  there  is  a  great  profit  opportunity— in  the 
WGAL-TV  coverage  area.  This  pioneer  station  ranks 
first  in  viewer  preference  in  Lancaster,  Harrisburg, 
York,  as  well  as  in  numerous  other  cities:  Gettysburg, 
Hanover,  Lebanon,  Chambersburg,  Carlisle,  Lewis- 
town,  etc.  Your  advertising  dollar  goes  farther. 
WGAL-TV's  multi-city  coverage  costs  less  than  buy- 
ing single-city  coverage.  Present  your  sales  message 
where  results   are  assured— on  CHANNEL  8! 

•  1,040,465  households  •  942,661  TV  households 

•  3,691,785  people  •  $3%  billion  annual  retail  sales 

•  $62/3  billion  annual  income 

W6AL-TV 

LANCASTER,  PA. 

NBC  and  CBS 

STEINMAN  STATION  .  Clair  McCollough,  Pres. 


AMERICA'S    lOth    TV    MARKET 


Representative:  The  MEEKER  Company,   Inc.    •    New  York    •    Chicago    •    Los  Angeles    •    San   Francisco 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 
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Every  sector  of  tv  advertising  appears  to  be  on  the  threshold  of  the  biggest 
boom  yet,  with  complete  revision  from  a  buyers'  to  a  sellers'  market  by  the  fall. 
These  are  the  signs  pointing  to  the  trend: 

•  Advertisers  already  are  asking  for  options  on  shows  with  fall  starting  dates. 

•  Madison  Avenue  agencies  report  that  availabilities  for  chainbreaks  in  the  top  mar- 
kets again  have  become  distressingly  tight. 

•  Some  of  the  bigger  agencies  in  spot  have  urged  their  clients  to  expedite  their  cam- 
paign decisions  so  that  they  can  start  lining  up  their  requirements  early  enough. 

•  Network  sales  the  past  few  weeks  have  taken  on  a  roaring  momentum — just 
like  spot — with  a  number  of  clients  (Kellogg  and  Philip  Morris,  to  mention  a  couple)  buy- 
ing film  shows  without  first  knowing  where  they're  going  to  be  spotted. 

•  Detroit  is  showing  indications  of  coming  through  soon  in  a  big  way  with  more 
regular  network  series,  specials,  and  spot  flurries. 

•  Seasonal  advertisers  are  talking  about  linking  themselves  to  a  continuing  vehicle 
in  addition  to  specials  (a  la  Parker  Pen  with  the  Breakfast  Club). 


There  might  be  a  good  sales  cue  in  this  for  stations  around  the  country: 
Coca-Cola  has  come  up  with  a  radio  format  for  its  bottlers  which  entails  a  night- 
time hour  labeled  Hi-Fi  Club:  money  prizes  are  involved. 


William  E.  (Pete)  Matthews,  print  specialist,  this  week  was  moved  up  at  Y&R 
to  v.p.  and  director  of  media  relations. 

The  title  had  been  previously  held  by  Peter  Levathes,  who  recently  was  made  admin- 
istration boss  of  the  agency's  tv  department. 

Under  the  new  setup  of  media-buying  authority,  Levathes  will  negotiate  in  behalf  of  the 
media  planning  committee — for  network  and  syndication  time  as  well  as  programing.  The 
buying  of  other  tv  spots  will  continue  to  be  handled  under  the  media  relations  director. 


Esty  this  week  termed  as  quite  gratifying  the  response  to  its  effort  to  induce  ra- 
dio stations  to  revise  their  discount  structures  so  that  R.  J.  Reynolds  can  benefit  from 
the  fact  that  it's  a  super-user  of  year-around  spot  schedules. 

The  reception  to  the  agency's  request  via  reps  turned  out  thus: 

1)  Some  stations  agreed  to  establish  a  maximum  624-time  rate. 

2)  In  some  cases  stations  offered  to  establish  a  1,000-plus  rate. 

3)  Other  stations  observed  that  they  were  sympathetic  with  the  agency's  problem  and 
would  look  into  the  possibility  of  adjusting  their  ratecards. 


Definitely  gathering  steam  is  the  trend  among  radio  stations  to  adopt  a  single  rate 
or  firm  up  the  groundrules  on  what  constitutes  a  local  retail  advertiser. 

Reps  who  are  members  of  the  SRA  reported  this  week  that  quite  a  number  of  their  sta- 
tions are  about  ready  to  swing  to  one  of  the  two  policies. 

Commented  one  rep:  "All  that's  needed  to  set  the  pattern  and  solidify  the  whole  indus- 
try toward  the  single  rate  is  for  the  three  top  stations  in  the  top  50  markets  to  back 
the  movement." 
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!  ^  SPONSOR-SCOPE  continued 

New  business  in  national  spot  tv  was  bullish  again  this  week. 

Most  of  the  business  from  the  New  York  e»d  was  for  one-minute  spots  on  late  night 
schedules,  indicating  that  advertisers  have  about  given  up  their  efforts  to  buy  daytime  min- 
utes and  are  switching  to  other  areas. 

The  week's  call  for  availabilities  included  Gleem  (Compton),  Ipana  (DCS&S),  and  Lip- 
ton  (Y&R).  Lipton  will  go  five  weeks,  starting  next  week;  Ipana  is  geared  for  a  run  of  16 
weeks.    Unlike  the  other  two,  Lipton  also  is  seeking  20-second  periods. 

In  Chicago:  (1)  DeSoto  (BBDO.  Detroit)  is  looking  for  availabilities  on  news,  weath- 
er, and  sports  strips  in  10-11  markets;  (2)  Parker  Pen  (Tathum-Laird)  is  supplementing 
its  Breakfast  Club  buy  with  tv  spots  in  key  markets,  starting  in  March. 

National  spot  radio  got  a  nice  order  from  Mum  (DCS&S)  this  week — 21  weeks 
in  about  40  markets,  starting  2  March. 

Aqua-Ivy  (Anderson  &  Cairns)  was  scouting  around  in  38  scattered  markets 

for  minutes,  which  would  start  16  March  and  run  6-8  weeks.  The  product  is  a  poison  oak  and 
ivy  deterrent. 

In  Chicago,  Florist  Telegraph  is  lining  up  spots  on  about  230  stations  for  a  Val- 
entine Day  push  via  Keyes,  Madden  &  Jones. 

A  group  of  high-powered  radio  stations  met  in  Chicago  this  week  to  discuss  the 
feasibility  of  setting  up  their   own  centralized  programing  service. 

The  talks  are  a  continuation  of  feelers  started  by  some  broadcasters  in  New  York 
several  weeks  ago. 

NBC  TV  has  taken  a  leaf  out  of  the  across-the-schedule  plan  in  spot  selling. 
The  network  has  begun  to  sell  the  Garroway  and  Jack  Paar  shows  plus  NBC  News 

as  a  package  on  the  thesis  that  the  audience  duplication  is  only  about  3%. 
(A  study  is  in  the  works  further  defining  this  duplication.) 

It  may  be  due  to  the  paucity  of  available  and  acceptable  new  product,  but  within  re- 
cent weeks  at  least  four  properties  have  had  a  rebirth  of  sponsorship  on  the  tv  net- 
works:   Buckskin,  Meet  McGraw,  Richard  Diamond,  and  Tombstone. 

Agency  show  buyers  think  this  indicates  that  sponsors  will  resort  more  than  ever  to 
tested  film  shows  as  replacements  this  summer. 

A  recent  SPONSOR-SCOPE  item  on  how  one  agency  (heavy  in  groceries)  ranked 
the  first  25  markets  may  have  caused  some  readers  to  equate  this  list  erroneously  with 
general  market  evaluation. 

It's  not  unusual  for  a  market  to  have  one  rank  in  total  retail  sales  and  quite  a  different 
rank  for  a  specific  product.    The  two  often  aren't  the  same. 

Like  may  other  businesses,  modern  marketing  methods  and  consumer  habits  have 
put  a  big  crimp  in  the  tobacco  industry's  pride  of  status. 

Down-South  tobacco  oldtimers  may  lament  it,  but  cigarette  marketing  today  has  much 
in  common  with  the  merchandising  of  drugs  and  toiletries. 

Gone  is  the  symbol  of  fine  leaf  tobacco  because:  (1)  the  blending  of  cigarettes  has 
changed  considerably,  and  (2)  the  quality  in  the  tobacco  can't  count  so  much  when  the 
smoke  is  filtered  through  a  chemical. 

With  the  chances  of  loyalty  to  a  brand  ever  decreasing  as  a  result  of  the  rise  of  the  men- 
thol and  filter  tip,  the  cigarette  manufacturer's  main  avenue  to  leadership  is  (1)  progres- 
sive management,  (2)  quick  transition  to  the  new  with  a  quality  product,  and  (3)  ad- 
vertising spark  and  plenty  of  it. 
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SPONSOR-SCOPE   continued 

Both  CBS  TV  and  NBC  TV  have  stepped  up  their  efforts  to  wean  away  the  accounts 
whose  initial  26-week  run  on  ABC  TVs  Operation  Daybreak  Flan  expiree  in  April. 
The  targets  include  Bristol-Myers,  Lever,  Nestle,  Johnson  &  Johnson. 


Note  that  knowledgeable  Madison  Avenue  showmen  figure  will  be  the  next  trend 
in  elicksome  network  tv  fare:    mysteries  with  a  strong  aeeent  on  action. 

They  contend  that  it's  the  only  type  that  can  stand  up  against  the  westerns. 

Incidentally,  P&G  has  taken  an  option  on  one  of  these  starring  Robert  Taylor. 


Oldsmobile  is  reversing  an  air  media  tradition:  Instead  of  integrating  the  show's 
stars  into  the  commercial,  it's  integrating  the  commercial's  stars  into  the  show. 

Olds'  commercial  personalities,  Florence  Henderson  and  Bill  Hayes,  for  the  past  two 
seasons  will  have  a  musical  show  starring  them  on  NBC  TV  (Thursday  8:30-9  p.m.).  This 
series  replaces  the  current  Patti  Page  show. 

Noted  a  Madison  Avenue  wag:  Why  couldn't  Piel's  convert  Bert  and  Harry  into  a 
cartoon  series? 


Business  in  tv  network  specials  sparked  again  this  week: 

•  Ford's  Mercury-Lincoln-Edsel  division  paired  up  with  Timex  to  sponsor  the  Phil 
Harris  show  on  NBC  6  February.    Total  cost:   $250,000  for  show;  $130,000  for  time. 

•  Timex  bought  half  of  the  nighttime  edition  of  the  two  29  March  Mary  Martin  specials. 
Total  cost:    $402,000,  show;  $167,000,  time. 

•  Minnesota  Mining  (BBDOl  will  do  another  special  on  ABC  in  April. 

•  Liggett  &  Myers  will  bring  back  Frank  Sinatra  to  ABC  six  or  seven  times. 


If  you're  interested  in  reaching  women  only,  you  may  be  able  to  make  a  sav- 
ing of  about  20%  by  using  daytime  tv  exclusively. 

Witness  this  comparative  cost  of  commercial-minute-per-woman-viewer  as  based  on 
the  September-October  1958  Nielsen  cost-per-thousand  report  and  the  October  1958  ARB 
audience  composition: 

TIME  CLASSIFICATION  COST  OF  COM.-MIN.-PER-WOMAN-VIEWER 

Daytime  $2.82 

Nighttime  3.56 

Source  of  calculation:    NBC  TV  Research  Department. 

Note:    Average  viewers  per  set  in  daytime  are  1.6;  nighttime,  2.5. 


Judging  from  the  score  for  the  week  of  5-1 1  January,  the  tv  networks  as  a  whole  will  have 
less  nighttime  sponsored  this  January  than  the  year  before. 

However,  the  billings  will  be  larger  because  of  increased  rates  and  lineups.  The  distribu- 
tion of  sponsored  time  for  that  5-11  January  week  was: 

1958 
17  his.;  15  mins. 
24  hrs. ;    3  mins. 
22  hrs.;  57  mins. 
64  hrs.;  15  mins. 

1958 
19  hrs.;  45  mins. 
25 hrs.;  15  mins. 
19  hrs.;  38  mins. 
64  hrs. ;  38  mins. 


NIGHTTIME  NETWORK 

ABC  TV 
CBS  TV 
NBC  TV 
TOTAL 

DAYTIME  NETW015K 

ABC  TV 
CBS  TV 
NBC  TV 
TOTAL 


1957 
18  hrs.;  40  mins. 

25  hrs. :  45  mins. 
24  hrs.;  38  mins. 
67  hrs.;  3  mins. 

1957 
4  his.;  57  mins. 

26  hrs. ;  36  mins. 
18  hrs.;  57  mins. 
49  hrs.;  34  mins. 
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^  SPONSOR-SCOPE  continued 

In  Irving  lo  sell  a  cigar  company  prospect  on  a  quarter-hour  of  NBC  News  this 
week,  the  network  indulged  in  one  of  those  print  vs.  tv  cost  studies  that  shed  some  inter- 
esting light  on  the  fineness  of  media  rivalry. 

The  prospect  had  been  using  an  inside  four-color  page  in  Time,  costing  $19,940. 
NBC  matched  that  with  a  news  period  on  119  stations,  $26,970  and  came  out  with  this 
comparison: 

1)  The  magazine  delivered  2,825,000  men*,  whereas  the  average  NBC  News  delivers 
3.840,000  men"". 

2)  The  magazine's  cost-per-l,000-men-exposed  to  the  ad  was  $7.06,  while  the  cost-per- 
1,000-men-viewers  came  to  $7.02. 

*Men  who  said  they  remembered  the  ad  as  reported  by  Starch;  **based  on  Nielsen  plus 
audience  composition. 

Your  Hit  Parade,  last  of  its  kind,  makes  its  final  exit  the  end  of  March. 

The  report  persists  that  the  sponsoring  brand — Hit  Parade — also  is  headed  for 
limbo. 

CBS  TV's  plan  is  to  move  Rawhide  up  to  Hit  Parade's  Friday  (7:30  p.m.)  time, 

which  would  give  the  hour  western  a  starting  edge  against  Ellery  Queen  and  Disney  Presents. 
Rawhide,  by  the  way,  is  at  the  moment  fully  sponsored. 

Donahue  &  Coe  again  is  on  the  prowl  seeking  to  tie  up  the  chainbreak  in  the 
Academy  Awards  telecast  (NBC  TV)  set  for  6  April. 

The  agency  is  acting  for  the  Motion  Picture  Association  of  America,  which  wrould 
like  to  see  the  break  devoted — with  payment,  of  course — to  an  institutional  plug  for  thea- 
tre attendance  instead  of  products  under  contract  by  NBC  affiliated  stations. 

Clearing  the  decks  for  this  film-industry-sponsored  event  involves  over  200  tv  stations 
in  the  U.S.  and  Canada. 

Notable  among  buyers  of  network  radio  this  week  were  Midas  Mufflers,  Mail 
Pouch  Tobacco,  Clairol  and  Lehn  &  Fink. 

Midas  will  underwrite  a  quarter  of  the  NBC  News  on  the  Hour  for  about  16  weeks,  while 
Mail  Pouch  will  use  both  CBS  and  NBC  on  a  saturation  basis  to  exploit  its  annual  racing 
horse  giveaway. 

For  Clairol  it's  a  weekly  15-minutes  of  Galen  Drake  for  30  weeks  and  for  Lehn  &  Fink  8 
serial  units  and  6  impacts  over  eight  weeks.    Both  are  on  CBS. 

Employee-owned  Needham,  Louis  &  Brorby  reported  this  week  record  billings 
for  1958  of  $37,814,761—15%  over  the  1957  total. 

The  net  profit  after  taxes  came  to  $203,403,  or  a  half  cent  on  each  billings  dollar. 
NL&B's  air  media  billings  are  well  over  50%  of  the  total  billings. 

The  plea  among  sponsors  to  their  agencies  of  "Let's  try  to  get  away  from  west- 
erns" is  beginning  to  bear  fruit:  Not  one  of  the  five  shows  bought  by  advertisers 
this  week  is  a  western  or  in  any  way  related  to  a  western. 

The  new  shows  and  their  buyers  were:  Jackie  Cooper's  Hennessey  (Lever)  ;  Trouble 
Shooters  (Marlboro)  ;  Captain  of  Detectives,  with  Robert  Taylor  in  seven  episodes  (P&G)  ; 
Dennis  the  Menace   (Kellogg)    and  the  new  Dick  Clark  show  (Lorillard). 

Types:  Trouble  Shooters  is  straight  adventure,  Hennessey  and  Dennis  are  situation  come- 
dies and  the  categories  of  the  Clark  and  Taylor  shows  are  obvious. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6; 
Spot  Buys,  page  24;  News  and  Idea  Wrap-Up,  page  58;  Washington  Week,  page  53;  sponsor 
Hears,  page  56;  Tv  and  Radio  Newsmakers,  page  66;  and  Film-Scope,  page  54. 
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as  Colorado  Celebrates  Its  Centennial 

STARR  YELLAND  — Highest  rated  sports  show Avg.  20.9 

CARL  AKERS  —  Highest  rated  evening  news Avg.  23.9 

Highest  rated  afternoon  news Avg.  11.4 

BOB  BUTZ  —  Highest  rated  morning  news Avg.    4.7 

ART  GOW — Highest  rated  live  music  show Avg.    4.7 

GENE  AMOLE  —  Highest  rated  live  remote  show 19.9 

FRED  'N  FAE  —  Highest  rated  morning  kid  show 5.1 

DICK  BECKER  —  Highest  rated  weather  show Avg.  22.4 

WHIRLYBIRDS  — Highest  rated  syndicated  show 37.7 

Again  first  from  sign  on  to  sign  off,  seven  days  a 
week,  in  both  the  one  week  and  four  week  period. 
3  of  top  5  network  programs  on  CBS-Television. 
*November  ARB 


TELEVISION 

CBS    IN    DENVER 

channel 


Represented  by  KATZ  Agency 
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WHAT'S  UP  FRONT  COUNTS 
and  Goldie's  GOT  IT  THERE! 

FRONT  LINE  PERSONALITIES 
FRONT  LINE  POWER 
FRONT  LINE  PROGRAMS 

THE    LARGEST   VIEWING   AND 
BUYING  AUDIENCE  IN    NO.  CALIF. 


KHSLTV 

CHANNEL  12 

THE   GOLDEN   EMPIRE   STATION 


CHICO,   CALIFORNIA 

CBS  and  ABC  Affiliate 

Represented  nationally  by  Avery-Knodel,  Inc. 

San  Francisco  Representative 

George  Ross,  National  Sales  Manager 

Central  Tower 


WANTED! 

Time-Buyers 


The  South' s  fastest  growing 
agency  offers  exciting  and 
rewarding  challenge  to 
experienced  time  buyers. 
Expanding  Radio-TV  Depart- 
ment needs  at  least  two  top 
buyers  immediately.    Usual 
fringe  benefits  plus  profit 
sharing.    Send  full  details  to: 

President 

Henderson  Advertising  Acency,  Inc. 

P.  O.  Box  1700 

Greenville.  South   Carolina 


49th  and 
ladison 
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Cuban  tv 

My  company  Promotora  Panameri- 
cana  is  Cuba's  only  independent  tele- 
vision and  radio  program  producing 
enterprise  and  I  have  always  felt  that 
Sponsor  is  the  best  magazine  of  its 
type.  Now  that  I  am  "on  my  own"  I 
feel  that  more  than  ever  before,  I 
need  all  the  valuable  information 
which  sponsor  magazine  brings  every 
week  to  its  readers  all  over  the  world. 
I  would  be  more  than  glad  to  fur- 
nish you  information  regarding  our 
television  industry  in  Cuba,  and  some 
of  our  most  outstanding  television 
programs. 

At  the  present  moment  we  are  pro- 
ducing thirteen  different  programs 
every  week  and  I  am  sure  that  in 
a  short  time,  there  will  be  other  in- 
dependent producers  starting  out  in 
our  country. 

Dr.  Luis  Hernandez  de  Hita 

president 

Promotora  Panamericana 

Havana,  Cuba 

Mid-season  round-up 
Years  ago,  the  type  of  analysis  which 
has  been  compiled  in  the  article  "Tv 
still  goes  thataway."  10  January,  page 
31,  had  to  be  pulled  together  by  the 
media  analysis  departments  of  the 
large  agencies  that  could  afford  them. 
It  certainlv  was  a  joy  to  see  that  this 
wrap-up  of  the  first  13  weeks  of  net- 
work television  for  the  1958-59  sea- 
son is  already  compiled  for  us  in 
such  a  manner  that  even  a  beginner 
in  this  field  could  understand  it.  We 
would  like  to  encourage  Sponsor  to 
continue  to  print  analyses  of  this  sort 
in  the  future  since  they  are  both  edu- 
cational and  informative. 

David  H.  Haughey 

asst.  media  dir.,  broadcast 

D'Arcy  Advtg.,  Chicago 

Commercial  Commentary 
The  regrettable   column   bv   John   E. 
McMillin  in  the  17  Jan.  1959  issue 
of  "sponsor"   leaves    out   one   basic 


fact,  "ANACIN  does  relieve  a  head- 
ache." 

Benson  C.  Brainard,  pres. 

Lavoptik  Co.,  Inc. 

St.  Paul 

Honestly,  I  can't  turn  another  page 
of  your  magazine  with  any  interest 
until  I've  gotten  a  note  off  to  you  in 
behalf  of  Mr.  Bonham  of  Anacin. 
And  I  don't  mean  in  his  defense. 

My  comment  is  just  this,  that  many 
manufacturers  besides  the  makers  of 
Anacin  have  caused  advertising  to 
bear  the  mark  of  whoredom. 

I  thank  sponsor  for  your  writings. 
Harold    R.    Gingrich 
Radio/Tv  Advtg. 
Oak  Park,  III. 
P.S. 

Some  thoughts  on  another  area,  of 
the  use  of  advertising  in  questionable 
ways,  are  in  December  Harper's,  in 
the  article  "Mutiny  of  the  Bountiful." 
For  between  the  makers  of  nostrums 
and  the  beggars  of  money  for  disease 
"relief"  advertising  is  getting  to  be 
a  serious  distraction. 

I've  got  to  write  you  an  enthusiastic 
fan  letter  on  your  commercial  com- 
mentaries in  sponsor  in  general,  and 
in  particular  your  most  recent  one 
entitled  "Build  Thee  More  Stately 
Mansions."  You've  got  the  guts  to ; 
say  the  things  that  many  of  us  want 
to  say  and  the  ability  to  say  them 
well.    My  congratulations. 

James  L.  Saphier 

James  L.  Saphier  Agency 

Beverly  Hills,  Calif. 

Radio  walloping  again 

We  at  WNGO  thought  that  your  ar- 
ticle "Radio  Wallops  Newspapers  in 
New  Grocery  Shopping  Study"  was 
one  of  the  best  you've  had.    We  have 
some  very  "hard  to  convince"  super- 
markets we  would  like  to  show  it  to. 
Charles  W.   Stratton 
gen.  mgr.,  WNGO 
Mayfield,    Kentucky 
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Biggest  breakfast 


ABC  Radio  signs  11  advertisers  for  Don  McNeill's  "Breakfast  Club"! 
Network's  total  sales  since  November:  more  than  $5,000,000! 

ABC  proudly  points  to  the  great  new  sponsors*  of  Don  McNeill's  "Break- 
fast Club."  With  the  addition  of  these  sponsors,  we  have  completed  one 
of  the  most  sweeping  sales  of  radio  time  in  our  history.  •  Advertisers' 
appetite  for  ABC  Radio  is  sharpened  daily.  More  than  36  new  adver- 
tisers have  been  signed  by  the  network  in  the  past  two  months  alone! 
•  Good  reason:  Our  bill  of  fare  is  both  popular  and  very  sensibly  priced. 
Let  us  take  your  order! 

*  Bel  tone  Hearing  Aid  Company  •  Ex-Lax,  Inc.  ■  Food  Products  Manufacturer  (to  be  announced  Feb.  6)  ■  General 
Foods  Corp.  (Perkins  Division)  •  Gulf  Guaranty  Land  &  Title  Co.  •  Landers,  Frary  &  Clark  •  Magla  Products 
Parker  Pen  Company  •  Rock  of  Ages  Corp.  •  Russell  Spruance  Company  •  Standard  Brands,  Inc. 

ABC  RADIO  NETWORK 
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Problem  Solved  by 
an  Ad  Manager 


Tom  figured  he'd  never  make 
any  real  dough. 


Everybody  complained  90 
much  about  ad  costs  he  dared 
not  ask  for  a  raise. 


1 


Blair  TV  Associates  said  he 
could  get  real  mileage  in  un- 
duplicated  markets  such  as 
WCTV. 


He   tried    it.    Sales   up,    costs 
down,  everybody  happy. 


He  got  the  raise,  and  winters 
in  Miami  like  everybody  else! 


WCTV 


Tallahassee 
Thomasville 


for  North  Fla.  and  South  Ga. 

John  H.  Phipps 
Broadcasting  Stations 


National  and  regional  spot  buys 
in  work  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

Planters  Nut  &  Chocolate  Co.,  Wilkes-Barre,  Pa.,  is  kicking  off  a 
campaign  in  17  markets  for  its  peanut  butter.  The  schedules  start  in 
February  for  eight  weeks.  Minutes  and  chainbreaks  during  daytime 
slots  are  being  used,  with  frequencies  varying.  The  buyer  is  Ed 
Karns;  the  agency  is  the  Don  Kemper  Co.,  New  York. 

Colgate-Palmolive  Co.,  New  York  is  preparing  schedules  in  50 
markets  for  its  Super  Suds  detergent.  The  campaign  begins  the  sec- 
ond week  in  February  for  14  weeks.  Minutes,  I.D.'s  and  20s  are 
being  placed;  frequency  varies  from  market  to  market.  The  buyer 
is  Steve  Semons;  the  agency  is  Cunningham  &  Walsh,  Inc.,  New  York. 

Family  Products  Division,  Warner-Lambert  Pharmaceutical  Co., 
Inc.,  Morris  Plains,  N.  J.,  is  entering  52  markets  with  a  campaign  for 
its  Quick  Home  Permanent.  The  19-week  schedule  starts  in  Februai  \ . 
Minutes  during  both  daytime  and  nighttime  segments  are  being  used. 
Frequencies  depend  upon  the  market.  The  buyer  is  Frank  Sweeney; 
the  agency  is  Lambert  &  Feasley,  Inc.,  New  York. 

Brown  &  Williamson  Tobacco  Corp.,  Louisville,  Ky.,  is  going  into 
major  markets  for  its  Kool  cigarettes.  The  schedules  start  in  Febru- 
ary on  a  52-week  basis;  the  advertiser  usually  cuts  back.  Minutes 
during  nighttime  periods  are  being  lined  up;  frequencies  vary  from 
market  to  market.  The  buyer  is  Jack  Sinnott;  the  agency  is  Ted 
Bates  &  Co.,  New  York. 

RADIO  BUYS 

Ford  Motor  Co.,  Dearborn,  Mich.,  is  going  into  markets  throughout 
the  country  to  push  its  Edsel  car.  The  four-week  campaign  starts  in 
February.  Minutes  during  daytime  slots  are  being  scheduled;  fre- 
quencies vary  from  market  to  market.  The  buyers  are  Lou  Kennedy 
and  Ralph  Bodle;  the  agency  is  Kenyon  &  Eckhardt.  Inc.,  New  York. 

Q-Tips  Sales  Corp.,  Long  Island  City,  N.  Y.,  is  lining  up  schedules 
in  top  markets  for  its  Q-Tips  cotton  swabs.  The  campaign  starts  16 
February  for  13  weeks.  Minutes  and  chainbreaks  during  daytime 
slots  are  being  purchased.  Frequencies  depend  upon  the  market. 
The  buyer  is  Anita  Wasserman;  the  agency  is  the  Lawrence  C. 
Gumbinner  Adv.  Agency,  Inc.,  New  York. 

Boyle-Midway,  div.  of  American  Home  Products  Corp.,  New  York, 
is  planning  a  campaign  in  scattered  markets  for  its  Griffin  shoe  polish. 
The  schedules  kick  off  15  February  for  12  weeks.  Chainbreaks,  20's 
and  30's  during  daytime  periods  are  being  placed.  Frequencies  vary 
from  market  to  market.  The  buyer  is  Ed  Richardson;  the  agency  is 
Geyer,  Morey,  Madden  &  Ballard,  Inc.,  New  York. 
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it's  a  habit... 


— U  ll> 


f           KMJ-TV  .  .  . 

JpV           vSfV 

first  TV  station  in 

The  Billion-Dollar               , 

Valley  of  the  Bees 

1LJ 

^@l 

3j                          THE 
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FIRST  TV  STATION   IN   FRESNO 

For  example: 

»  More  Quarter-Hour  Wins  Monday 
thru  Saturday 

27%  more  than  Station  A 
82%  more  than  Station  B 


in  FRESNO 

(California) 


First  in  Share  of  Audience  Sign- 
on  to  Sign-off 

first  in  weekday  mornings 
first  in  weekday  afternoons 
first  7  nights  per  week 

Nine  Out  of  Top  Twenty  Shows 
50%  more  than  Station  A 
80%  more  than  Station  B 


KATZ 


(Oct-Nov  1958  4-week  ARB  Fresno  Metropolitan  Area) 

AGENCY,      NATIONAL      REPRESENTATIVE 
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TWO  FUN  SHOWS  FOR 


ATTRACTING   A   FAMILY  AUDIENCE 

Here's  a  BEST  BUY  for  spot  buyers  looking  for  good  family  coverage 
in  the  big,  rich  Western  New  York  Market.  57  minutes  of  comedy  pro- 
gramming that  attracts  young  and  old,  on  the  only  TV  station  in  the 
area  that  delivers  a  17  county-plus  audience  in  Western  New  York  and 
Northeastern  Pennsylvania  —  and  a  bonus  audience  in  the  Canadian- 
Niagara  Peninsula.  These  LIFE  OF  RILEY  and  BURNS  AND  ALLEN 
re-runs  provide  the  perfect  background  for  profitable  promotion. 

If  your  product  is  for  Mom,  Dad,  Sister  and  Brother . . .  and  Aunt 
and  Uncle,  too,  then  check  today  with  Harrington,  Righter  and  Parsons, 
our  national  representatives.  They'll  arrange  a  spot  for  you  on  Dinner 
Date  Theatre. 

YOUR   TV    DOLLARS    COUNT    FOR    MORE   ON    CH 


WBEIM-TVc 


CBS  in  Buffalo 

THE    BUFFALO    EVENING    NEWS    STATION 
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PART  ONE  OF  A  TWO-PART  STORY 


Courtesj   of   American   Brewei 


BEER:  Big  business  in  ferment 


^    Mergers   and   population   factors   temporarily   have 
this    $75    million-a-year    air    media    spender    on    edge 

^    But  more  internal  stability  and  growth  in  the  right 
age     brackets     will     step     up     sales — and     advertising 


J\n  orderly  but  potent  revolution  is 
taking  place  in  the  brewing  industry 
I  which  invests  about  $75  million  a 
year  in  the  air  media  ) .  Its  effect  has 
already  been  felt  in  that  sector;  it 
will  be  felt  much  more  in  the  next 
five  years. 

Here's  the  basic  framework  to  bear 
in  mind : 


•  The  early  1960's  should  see  the 
consumption  of  beer  (which  has  been 
in  a  steady  decline  per  capita-wise 
since  1950)  pick  up  again  as  the 
bumper  crop  of  World  War  II  babies 
reaches  majority  and  swells  the  ranks 
of  the  beer-drinking  age  group — 21 
to  59. 

•  Some  analysts  of  the  brewing  in- 


dustry foresee,  by  1964,  a  total  U.S. 
beer  production  of  94  million  bar- 
rels (there  are  31  gallons  of  beer  to 
a  barrel) ,  or  more  than  4  million  bar- 
rels more  than  are  being  made  now. 

•  Only  thing,  if  the  revolution  con- 
tinues, is  that  this  flood  of  suds  will 
be  produced  by  a  relative  handful  of 
brewing  companies.  Most  of  these 
will  have  at  least  two  brands — one 
premium-priced,  one  popular-priced. 

Implications  for  the  broadcast  in- 
dustry are:  (1)  Dwindling  of  ad 
revenue  from  smaller  local  breweries 
as  close  shop:  and  l2i  excellent 
chance  of  more  national  spot  and  even 
network  investments  1>\  the  surviving 
colossi     among     shipping     brewers. 
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"Brewing  has  stumbled  into  a  war 
of  attrition,"  says  the  beverage  ana- 
lyst for  a  Wall  Street  investment  firm. 
The  brewers  themselves  would  be  the 
last  to  refute  this. 

SPONSOR  believes  that  agencies, 
sponsors,  and  broadcasters  might  well 
take  a  look  at  the  battleground:  this 
two-part  story  is  that  look.  This 
week's  installment  deals  with  the 
breuing  industry  itself — its  market- 
ing problems  and  potentials.  Next 
week's  will  project  the  events  into 
effects  on  the  air  media. 

Some  of  the  latest  and  most  sig- 
nificant developments  in  the  beer 
marketing  revolution  can  be  noted  in 
these  samples: 

Carling  Brewing  fa  subsidiary  of 
Canadian    Breweries)     has    just    ac- 


quired Heidelberg  Brewing  of  Ta- 
coma,  Wash.;  in  August,  Pabst 
bought  Blatz  in  Milwaukee,  adding 
two  more  brands  to  the  Pabst  line — 
Blatz  and  Tempo  beers;  Anheuser- 
Busch  is  opening  a  new  branch  brew- 
ery in  Tampa,  and  last  February  took 
over  another  Florida  brewery  ■ — 
American  Brewing  in  Miami. 

Such  concentrations  are  the  har- 
bingers of  what  lies  ahead  for  brew- 
ing. Last  year,  44  brewing  companies 
disappeared  from  the  U.S.  scene.  To- 
day, there  are  234  breweries — count- 
ing branch  breweries  of  the  big  re- 
gional and  national  producers  —  in 
operation.  This  is  about  a  hundred 
less  than  the  figure  for  the  first  year 
of  Bepeal.  In  1934,  the  year  after 
Repeal,  the  number  of  breweries  had 


jumped  to  756,  but  that  was  the  top 
of  the  graph.  It's  been  going  down- 
hill ever  since;  slightly  more  than 
400  survived  by  1950;  five  years 
later  they  had  shrunk  to  just  under 
300.  Brewers'  mortality  since  1934 
has  been  more  than  two-thirds. 

While  the  number  of  breweries  has 
been  dwindling,  total  production  has 
been  increasing.  Those  756  breweries 
of  1934  produced  37.7  million  bar- 
rels (average  per  brewery:  not  quite 
50,000  barrels),  while  20  years  later 
about  300  breweries  spilled  out  over 
85  million  barrels  (average  per  brew- 
ery: almost  300,000  barrels).  The 
reason  for  the  jump  in  production 
obviously  was  an  increasing  popula- 
tion— and  apparently  a  thirstier  one. 

In  1950,  however,  something  hap- 
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QUICK    PANORAMA    OF    THE    NATION'S    lO    BIGGES* 


Rank 
1957 

Brewery   & 
Home   Plant 

Branch  Breweries 
By  State 

Brands 

Distribution 
By  Regions 

1 

Anheuser-Busch 

(St.  Louis) 

Mo.,  Fla.,  N.J., 
Calif. 

Budweiser,  Busch 
Bavarian,   Michelob 

National 

2 

Schlitz 

(Milwaukee) 

N.Y.,  Calif.,  Mo., 
Wis.,  Fla. 

Schlitz 

Old  Milwaukee 

National 

3 

Falstaff 

(St.  Louis) 

Mo.,  La.,  Neb., 
Calif.,  Ind.,  Tex. 

Falstaff 

Calif.,  Midwest, 
S.E.  &  S.W.  states 

4 

Ballantine 

(Newark) 

None 

Ballantine  ale  &  beer 

National 

5 

Hamm 

(St.  Paul) 

Calif.,  Minn. 

Hamm's  Preferred 

National 

6 

Carling 

(Cleveland) 

Ohio,  III.,  Ca., 
Mass.,  Mich. 

Red  Cap  Ale 
Black  Label 
Stag 

National 

7 

Liebmann 

( Brooklyn) 

NJ. 

Rheingold  Extra  Dry 
Rheingold  Ale 
McSorley's  Ale 

Metropolitan  N.  ^ 

8 

Schaefer 

(New  York  City) 

N.Y.  (Albany) 

Schaefer 

New  England  state 
Mid-Atlantic  state 
Fla.,  &  Va. 

9 

Pabst 

(L.A.  &  Chicago) 

Wis.,  N.J. 

Pabst  Blue  Ribbon 
Eastside  Old  Tap  Lager 
Blatz  &  Tempo 

National 

10 

Stroh 

(Detroit) 

None 

Stroh's  Bohemian 

Midwest  and 
N.W.  states 

SOURCES:    Research   Corporation  of  America,   U.   S.   Brewers  Foundation,   SRDS,   American   Brewer  Magazine 
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pened  both  to  the  U.S.  population  and 
its  thirst  for  beer.  From  1934  to  that 
year,  per  capita  annual  consumption 
of  beers  and  ales  had  climbed  from 
7.9  gallons  to  17.2.  Since  then  it  has 
drifted  steadily  downward  to  about 
15  gallons  per  capita.  Today,  it  is  vir- 
tually a  static  market.  Although  popu- 
lation has  increased  appreciably  since 
1950,  it  has  done  so  at  the  extreme 
ends  of  the  life  span — in  the  CO-plus 
age  group  (  because  of  longevity)  and 
in  the  under-21  class  (through 
births).  The  beer-consuming  bracket 
(21  to  59)  picked  up  only  a  15% 
gain  between  1940  and  1955.  So  the 
brewers  are  now  pointing  to  the 
1960s  when  this  highly-regarded  age 
segment  should  show  a  sharp  increase. 
Yet  within  the  brackets  of  eligible 


imbibers,  something  apparently  hap- 
pened to  the  beer  thirst  also.  In  the  10 
years  from  1947  to  1957,  per  capita 
beer  consumption  went  down  about 
18%,  distilled  spirits  lost  only  2'  >  . 
while  wines  and  soft  drinks  gained 
33%  and  25 %  respectively.  Brewers, 
however,  can  take  comfort  from  the 
fact  that  they  still  lead  the  rest  in  per 
capita  consumption  I  wines  can  claim 
only  about  9/10  of  a  gallon;  spirits 
about  iy±  gallons;  and  soft  drinks 
about  11%  gallons)  and  that  many 
of  the  teen-agers  drinking  soft  drinks 
today  will  be  beer  customers  tomor- 
row. The  highest  peak  in  per  capita 
beer  consumption  in  the  U.S.  came 
in  the  years  just  prior  to  World  War 
I  when  the  gallonage  was  at  21  a 
{Please  turn  to  page  65) 


Steel    and    Glass — not    wooden    barrels 
are    today's   hallmarks.     These    fermenting 
tanks     are     at     Jacob     Kuppert     Brewery 
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SltREWERS  AND  THE  VAST   EMPIRES  THEY  CONTROL 


1957 


6,116 


6.024 


4,292 


3,982 


3,376 


3,151 


2.966 


*i    2,940 


2.700 


2,584 


SALES 
(by  thousand  barrels* 

1955 


5.617 


5.780 


5.653 


3,953 


3.072 


2.655 


3.162 


2.600 


3.275 


2.153 


1950 


Agency 


Client 
Ad  Manager 


Client 
Mktg.   Dir. 


4,889 


5,097 


2.287 


4.375 


1.053 


502 


2.662 


2.652 


3,149 


514 


D'Arcy,  Gardner 

(St.  Louis) 


JWT 

(Ch 


icago) 


Grant 

(Chicigo) 


D-F-S 

(NYC) 


Wm.  Esty 

(NYC) 


Campbell-Mirhun 

( Milwaukee) 


Various" 


FC&B 

(NYC) 


BBDO 

(NYC) 


K&E 

(NYC) 


Y&R 

(LA.) 


Zimmcr,   Keller,  & 
Calvert,  Inc. 

(Detroit) 


Walter  T.  Smith.  Jr. 


Jos.  M.  McMahon.  Jr. 
F.  L.  Smawley 


Alvin  Griesedieck,  Jr. 


Leonard  Faupel 


John  R.  Moran 


R.  C.  Garretson 


Wm.  L.  Dye 


John  Nemesh 


Theodore  Rosenak 


William  Bien 


R.  A.  Uihlein,  Jr. 

(v. p.   dir.   sis.) 


Karl  K.  Vollmer 


W.  H.  Alley 

(gen.    sis.    mgr.) 


Henrv   Turnbull 


D.  J.  Dittmann 

(sl_.  pr.  mgr.) 


John  E.  Finneran 

(v. p.  chg.  sis.) 


John  T.  Morris 


Rocco  B.  Bunino 

(v. p.  chg.  sis.) 


Harold  S.  \\  agoner 

(v.p.  chg.   sls.> 


Mtlors  B&B  (NYC);  Lang,  Fisher  &  Stashover  (Cleveland);   Edward   H.   Weiss  Co.    (Chicago);    Winius-Brando   Co     (SI     Louis);    Harold 
bot  Co.   (Boston);   Liller,  Neal  &  Battle   (Atlanta);  Aitken-Kynett   (Philadelphia) 
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PART     TWO    OF    A    SPONSOR    SERIES 


SPONSOR'S 

$500  MILLION 

PLAN  FOR 

SPOT  RADIO 


Why  Spot   Radio   must 
get    more    competitive 

^    If    the    industry    is    to    reach    $500    million    goal 
by    1963    it    must    throw    out    old    business    concepts 

^    In   planning   new   basic   strategy   the   first   need   is 
to  face  "facts  of  life"  about  spot  radio's  competition 


Last  week  in  introducing  its 
$500  million  plan  for  national 
spot  radio,  sponsor  proposed  a 
radio  sales  goal  of  at  least  9%  of 
appropriations  spent  by  national 
advertisers  by  1963. 

Such  a  goal  would,  in  spon- 
sor's opinion,  mean  at  least  $550 
million  in  billings  for  national 
spot  radio  alone,  almost  three 
times  the  present  rate,  sponsor 
believes    this    entirely    possible 


providing  the  industry  can  revise 
and  re-plan  its  activities  along 
sounder,  more  business-like  lines. 
Before  turning  to  details  of 
such  replanning,  however,  spot 
radio  needs  to  draw  up  a  new 
"battle  plan" — a  new,  long-range 
over-all  concept  of  basic  business 
strategy  to  replace  the  haphazard 
short-range  and  short-sighted 
business  tactics  now  followed  in 
many  parts  of  the  industry. 
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SPONSOR'S  $500  MILLION  PLAN 

sponsor  is  presenting  its  new  5-year,  $500  million  plan 
for  national  spot  radio   in  five  weekly  installments: 

Step  one:  Sales  Goals  for  spot  radio.  Why  SPONSOR  believes 
it    can    reach    $500    million    by     1963.      (24    January) 

Step    two  Basic  strategy  for  spot  radio.    Why  SPONSOR  believes 

it    must    be    strongly    competitive    against    "Big    Three" 
(discussed  in  this  issue) 

Step  three:  Putting  Spot  Radio's  house  in  order.  Mistakes,  errors, 
and  outworn  methods  which  must  be  quickly  corrected. 
(7  February) 

Step  four:  Building  spot  radio's  strength.  How  the  medium  can 
add  to  its  present  stature,  resources  and  importance. 
( 14  February) 

Step  five:  Selling  spot  radio's  image  and  power.  A  discussion  of 
new  types  of  spot  radio  sales  approaches.  (21  February) 

In  addition  to  these  articles  already  planned,  SPONSOR  will  schedule 
additional   features    bearing   on    spot   radio's   future,    as    they   develop 
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#%ny  realistic  plan  for  increasing 
radio  spot's  share  of  national  adver- 
tising must  start  with  an  obvious  fact 
of  simple  arithmetic: 

The  only  way  in  which  spot  can  get 
more  is  for  some  other  medium  or 
media  to  get  less. 

That  is  the  only  way  it  can  be  done. 

National  radio  spot  can  never  build 
up  its  share  of  national  advertising 
volume  by  continuing  its  present 
practices  of  bitter  inside-the-industry 
fights.  It  cannot  do  it  by  warfare 
among  stations,  groups  and  station 
representatives. 

It  can  only  achieve  what  SPONSOR 
believes  is  its  rightful  estate  if  it  turns 
and  boldly  faces  up  to  its  outside 
competition.  It  must  re-plan  and  re- 
organize as  an  industry  to  take  busi- 
ness from  other  media. 

Here  are  the  major  media  which 
are  competing  with  radio  spot  for  the 
national  advertiser's  dollars,  together 
with  estimates  (from  McCann  Erick- 
son-Printers'  Ink)  of  how  much  na- 
tional advertising  each  received  in 
1958. 

Magazines  $765  million 

Newspapers  —     740 

Net  tv  726        " 

Spot  tv  ______  369        " 

Outdoor  ..  138 

Net  radio 65 

By  comparison,  national  radio  spot 
received  an  estimate  $190  million  in 
1958  (sponsor  estimate). 

Obviously  if  radio  spot  is  going  to 
reach  a  goal  of  anything  like  $500 
million  by  1963,  it  will  have  to  roll 
up  its  sleeves  and  wade  in  against 
some  very  tough  competition. 

That's  the  first  fact  of  its  economic 
life. 
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SPOT  RADIO'S  3  TOUGHEST  COMPETITORS 


1.  NEWSPAPERS.  The  biggest 
advertising  medium  in  the  U.S.  Bigger 
than  tv  and  magazines  combined.  To- 
tal national  and  local  revenues  over 
$3  billion.  Now  organizing  for  an  in- 
dustry-wide "Total  Selling"  program. 
If  spot  radio  is  to  build  as  a  medium, 
it  must  find  new  ways  to  take  business 
from  newspapers.  Newspapers  repre- 
sent both  spot  radio's  biggest  com- 
petitor,   and    its    biggest    opportunity. 


2.  SPOT  TV.  Probably  the  fast- 
est growing  medium  in  the  entire  ad- 
vertising picture.  Will  bill  well  over 
$400  million  in  1959.  Increasingly 
popular  with  agencies  and  large  na- 
tional advertisers  for  "market-by-mar- 
ket" campaigns.  To  sell  against  spot 
tv,  spot  radio  must  develop  new  ideas, 
plans,  and  packages  which  have  a 
greater  appeal  to  the  national  adver- 
tiser than  what  he  is  now  offered. 


3.  OUTDOOR.  Did  a  healthy 
$138  million  in  national  advertising 
in  1958.  Twice  as  big  as  net  radio 
for  instance,  and  twice  as  popular 
with  national  advertisers.  Often  un- 
noticed by  air  media  men,  it  has  many 
prime  national  accounts  against  which 
spot  radio  must  learn  how  to  sell 
Radio  can  offer  more  proven  sales  suc- 
cesses than  outdoor  but  lacks  the 
ability  to  dramatize  these  successes. 
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The  second  is  simply  this:  spot 
radio  must  pick  out  its  real  or  "nat- 
ural" competitors  and  concentrate  on 
them . 

Of  the  six  other  major  media  in 
which  national  advertisers  place  their 
appropriations,  there  are  three  which 
are  natural  and  obvious  competitors 
for  radio  spot:  newspapers,  spot  tv, 
and  outdoor.  These  are  spot  radio's 
real  opponents. 

The  remaining  three — magazines, 
net  tv,  and  net  radio — are  not,  in 
sponsor's  opinion,  spot  radio's  real 
competition  for  a  variety  of  reasons. 

Magazines  are  used  by  national  ad- 
vertisers for  entirely  different  pur- 
poses and  objectives  than  are  the 
localized,  market  -  by  -  market  cam- 
paigns in  which  spot  radio  figures. 

Net  tv  also  represents  a  different 
kind  of  national  expenditure,  one  in 
which  huge  appropriations  are  used 
to  blanket  the  total  national  market. 
Neither  net  tv  nor  magazines  oper- 
ate in  the  same  way  as  radio  spot. 
They  are  not  its  real  "enemies"  nor 


has  radio  spot  any  effective  weapons 
with  which  to  fight  them. 

As  for  network  radio,  many  station 
owners  and  station  representatives 
who  have  resented  the  sales  tactics  of 
the  networks  will  be  surprised  to 
learn  that  sponsor  does  not  consider 
it  one  of  spot  radio's  "natural  com- 
petitors. 

Here  is  why :  In  the  first  place  net 
radio  is  much  the  smallest  of  the 
national  media,  and  even  if  spot  ra- 
dio got  every  dime  of  advertising 
now  being  placed  in  network,  it 
would  fall  far  short  of  its  $500  mil- 
lion goal. 

In  the  second  place,  a  continuation 
of  the  present  bitter  warfare  between 
network  and  spot  will  only  mean  (as 
it  has  in  the  past)  a  downgrading  of 
the  reputation  and  good  name  of  ra- 
dio itself.  And  such  downgrading 
hurts  spot  even  more  than  it  hurts 
network   radio. 

In  the  third  place,  if  spot  radio 
takes  time  out  to  fight  net  radio,  it  is 
inevitably  neglecting  far  bigger,  and 


much    more    dangerous    competition. 

Newspapers  are  by  far  the  largest 
advertising  medium  in  the  U.  S.  and 
in  1958  accounted  for  more  than  $3 
billion  in  national  and  local  advertis- 
ing revenues. 

In  sponsor's  opinion,  newspapers 
must  be  considered  spot  radio's  No.  1 
target  during  the  next  five  years. 

The  nature  and  structure  of  spot 
radio  I  discussed  at  length  in  future 
sponsor  articles)  make  it  exception- 
ally well  equipped  to  compete  with 
newspapers  for  national  advertising 
revenues,  providing  the  industry  can 
find  the  courage  and  leadership  to 
put  its  own  house  in  order. 

But  let  no  one  underestimate  the 
power  or  plans  of  the  newspapers 
themselves.  At  recent  meetings  in 
Chicago,  the  ANPA  I  American  News- 
paper Publishers'  Association)  an- 
nounced a  new  "Total  Selling"  pro- 
gram, a  vigorous,  carefully  organized 
plan  designed  to  win  for  newspapers 
a  greater  share  of  national  advertis- 
ing dollars. 
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SPOT    RADIO   AND    ITS    COMPETITION 

1958  EXPENDITURES  BY  NATIONAL  ADVERTISERS 

(MILLIONS  OF  DOLLARS) 


$765 


$740 


S726 


$369 


$190 


I 


$138 


$65 

n 


Magazines     Newspapers         Net  TV  Spot  TV         Spot   Radio         Outdoor  Net  TV 

Source:    McCann-Btickson-Printers'    Ink    estimates,    based    on    6    month    data    for    all    media    except    radio 
spot.     Radio  spot  figure  of   $1!)0   million    is   a   SPONSOR   estimate,    based   on   industry   information. 


Claiming  the  support  of  1,750  daily 
publications,  the  "Total  Selling"  pro- 
gram will  stage  four  major  promo- 
tions during  1959,  aimed  at  national 
advertisers  in  the  automobile,  food, 
appliance,  and  health  and  beauty  aid 
industries. 

Spot  radio  must  find  the  ideas  and 
methods  to  combat  such  competition. 
For  its  very  life  depends,  in  large 
measure,  on  how  well  it  can  do  against 
newspapers  between   1959  and   1963. 

Spot  tv  is  spot  radio's  No.  2  op- 
ponent, and  gaining  power  very  fast. 
sponsor  expects  spot  tv  to  do  well 
over  $410  million  in  1959,  due  to 
mounting  enthusiasm  for  the  medium 
among  agencies  and  national  adver- 
tisers. 

Yet  there  are  undoubtedly  many 
accounts  which  might  use  spot  radio 
schedules  even  more  profitably  than 
they  are  using  spot  tv. 

Spot  radio's  real  problem  in  com- 
bating spot  tv  is  to  come  up  with  sell- 
ing ideas,  plans  and  packages  that 
make  more  sense  to  the  national  ad- 
vertisers, than  what  he  has  seen  so  far. 

Outdoor  is  the  third  of  spot  radio's 
major  opponents,  and  surprisingly 
healthy,  in  view  of  the  fact  that  out- 
door, as  an  industry,  cannot  point  to 
the  same  proven  sales  successes  as 
most  other  media. 
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In  outdoor's  total  $138  million, 
there  are  many  prime  national  ac- 
counts which  spot  radio  must  solicit 
aggressively  during  the  next  five 
years.  And  as  with  newspapers  and 
spot  tv,  it  must  develop  new  sales 
plans  to  capture  outdoor  business. 

These  then  are  the  "Big  Three"  of 
spot  radio's  competition.  And  SPON- 
SOR believes  that  it  will  help  spot  ra- 
dio men  to  face  this  fact  vigorously 
and  honestly. 

If  spot  radio  is  going  to  be  suc- 
cessful in  raising  its  own  percent 
share  of  national  advertising,  then  it 
must  whittle  down  the  shares  which 
these  "Big  Three"  competitors  are 
getting. 

sponsor  believes  that  three  things 
are  necessary  in  order  to  do  this. 
First,  spot  radio  must  put  its  own 
house  in  order;  it  must  clean  up  some 
of  the  practices  which  are  now  re- 
tarding its  healthy  progress.  Second, 
spot  radio  must  make  itself  even 
stronger  as  an  advertising  medium, 
by  developing  and  enlarging  its  own 
resources.  And  third,  it  must  develop 
a  new  kind  of  selling  to  present  the 
industry's  image  and  power  in  a  new. 
more  favorable  light. 

Next  week,  sponsor  discusses  the 
steps  to  be  taken  in  spot  radio's 
"house-cleaning."  ^ 


AGENCY 


W  D.  P.  Brother  media- 
buyers  add  helpful  dimension 
by  hearing  station  program 
tapes    throughout    work    day 


\Jsmosis  is  becoming  a  significant 
factor  in  timebuying  tactics  as  agency 
buyers  struggle  more  desperately  to 
sort  conflicting  claims  and  to  juggle 
rating  and  audience  figures.  One  of 
the  newer  variations  in  this  osmosis 
process  has  been  developed  in  De- 
troit, where  D.  P.  Brother  &  Co.  ex- 
poses its  entire  buying  staff  to  back- 
ground "radio"  throughout  the  day. 

The  background  is  tape  recordings 
furnished  by  radio  stations  in  major 
markets  from  all  over  the  country 
who  supply  two  or  three  hours  of 
their  programing  to  the  agency. 
Brother  services  such  national  ac- 
counts as  Oldsmobile  and  AC  Spark- 
plug, divisions  of  General  Motors. 

From  start  to  finish  of  the  work 
day,  except  for  lunch  hours  and  con- 
ference sessions,  Brother  buyers  are 
"tuned  in"  —  both  consciously  and 
subconsciously  —  to  tapes  furnished 
by  these  stations.  The  agency  objec- 
tive: to  supplement  the  factual  infor- 
mation on  ratings,  adjacencies  and 
availabilities  with  the  more  intangible 
pros  or  cons  of  the  specific  radio 
operation.  The  buyers'  tuning-in 
process  gives  them  a  two-hour  aural 
pattern  of  the  station  personalitv,  its 
performers,  its  program  technique 
and  handling  of  commercials  and  its 
"public  face."  Both  buyers  and 
clients  are  increasingly  interested  in 
this  public  picture  as  intra-station 
competition  and  claims  increase. 

Conflicting  claims  by  stations  and 
the  media  salesmen  representing  them 
was  the  major  factor  in  the  agency 
decision  to  adopt  this  "hear-and- 
learn-as-you-work"  principle.  Jack 
Walsh,   chief  buyer,   cites   this   case. 

Taking  the  San  Francisco-Oakland 
market  as  an  example,  he  said  12  of 
the  18  radio  stations  there  cited  their 
facilities  as  a  "must  buy"  and  gave 
sound  documentation. 

Brother's  answer  to  this  problem: 
seeing  that  the  buyer  "is  master  of 
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a  lot  more  information  than  the  rating 
books  provide." 

Mr.  Walsh  sees  these  "seemingl) 
contradictory  claims  and  counter- 
claims in  every  multiple-station  mar- 
ket in  the  country."  And  Oldsmobile 
usually  buys  more  than  one  station 
in  a  market. 

The  qualitative  factor  in  buying  is 
of  increasing  concern  to  agencies  and 
clients.  Because  many  stations  in 
purely  quantitative  terms  appear  to 
be  equal  in  terms  of  delivery  and 
cost,  the  buyer  must  go  into  this 
deeper  dimension  to  seek  such  quality 
elements  as  a  station's  public  service 
policies,  the  stability  of  its  manage- 
ment, the  quality  and  integrity  of  its 
news  presentations,  its  over-all  audi- 
ence attraction  and  its  general  pro- 
graming facade. 

Yet  Brother  executives  realize  lis- 
tening and  analyzing  taped  radio 
programing  is  not  as  simple  as  it 
might  appear.  The  thing  they  cau- 
tion buyers  aaainst  most  strongly: 
the  injection  of  personal  opinion  and 
taste  into   their  deliberations. 

C.  W.  Wacker,  v.p.  and  media  di- 
rector for  the  agency,  describes 
"operation  tape  recorder:" 

"In  order  to  have  a  sound  picture 
of  all  the  radio  stations  in  America's 
top  markets,  the  tape  recording  ma- 
chine plays  in  all  offices  of  the  time- 
buying  department. 

"This  tape  recorder  is  being  used 
as  much  as  possible  so  we  can  get 
definite  impressions  of  stations'  pro- 
graming, calibre  of  news  and  hand- 
ling of  commercials.  This  informa- 
tion is  then  entered  on  data  sheets. 

"Each  station  is  given  the  oppor- 
tunity to  have  a  couple  of  hours  as 
an  'audition.'  This  gives  us  a  third, 
and  most  important,  dimension — the 
station's  actual  on-the-air  programing 
along  with  costs  and  ratings.  We  ex- 
pect this  to  be  a  continuing  project," 
says  Mr.  Wacker. 

The  chief  buyer.  Jack  Walsh,  em- 
phasizes the  importance  of  a  clear 
understanding  of  each  station's  quali- 
tative strength  as  a  major  aid  in  ex- 
pediting the  purchase  of  radio  an- 
nouncements. And  buyers  work  bet- 
ter as  well  as  faster  when  buying  in 
a  sizable  number  of  markets  if  data 


have  been  obtained  well  in  advance. 

Once  availabilities  come  pouring  in 
and  representative  salesmen  begin 
their  pitches,  there  is  no  time  to  start 
collecting  "beyond  the  rating"  fac- 
tors, he  says.  At  this  point,  speedy 
verdicts  are  called  for.  But  with 
previously-learned  qualitative  factors 
in  hand,  Mr.  Walsh  finds  the  task  of 
analyzing    stations    is    much    easier. 

What  do  stations  think  of  this 
audition  idea? 


Here's  yvhal  top  management  peo- 
ple from  two  50  kyv  stations  in  L.OS 
Angeles  had  to  say. 

No.  1:  "We  believe  that  the  quali- 
tative factors  in  radio  buying  today 
are  as  important  as  the  quantitative 
factors." 

No.  2:  "Frankly.  I  am  very  much 
impressed  with  your  project  because 
I  think  its  the  only  way  that  you 
can  actually  get  a  true  impression  of 
the  personalit)   of  the  station.  "      ^ 


Agency  monitoring  is  innovation  at  Detroit's  D.  P.  Brother  agency  as  Dick  Hoffman.  <b 
buyer  on  Oldsmobile  and  AC  Sparkplug,  and  Jack  Walsh,  chief  buyer,  check  station  tape^ 
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Hard-smoking  accounts  for  peak  Philip  Morris  Co.  sales  and  busy  schedule  of  Bob  Larkin,  chain  store  sales  chief  who  heads  extensive 


PM  SMOKES  UP  A  CHAIN  STORE 


^    Philip  Morris  hits  hard  for  food  chains  to  retain 
control    of    inventory    and    in-store    space    allocation 


N 


ext  to  water  and  air, 
can  be  found  most  easily  and  in  the 
greatest  quantity  in  the  most  places. 
So  says  Robert  Sutton  Larkin,  Philip 
Morris'  director  of  chain  store  sales. 
His  is  a  big  job  in  a  big  industry. 
The  cigarette  industry,  as  he  describes 
it,    has    the    "most    universally    con- 


sumed product.  It  can  be  found  in 
every  corner  and  crevice  of  any 
country."  The  problem  of  getting  and 
keeping  this  universal  distribution 
and  distribution  in  depth — so  that 
smokers  need  only  reach  out  a  hand 
to  find  a  pack  of  cigarettes — is  Mr. 
Larkin's   major  preoccupation. 


Distribution  is  necessarily  the  fo- 
cal point  in  cigarette  manufacture 
and  in  its  advertising.  To  make  pro- 
duction pay  off  and  to  get  maximum 
impact  and  return  from  the  ad  cam- 
paign (the  company,  for  all  brands, 
spends  an  estimated  $10  million  a 
year  on  network  and  spot  television, 
alone),  manufacturers  have  to  know 
the  problems  of  the  retailer. 

This  is  what  Philip  Morris  and 
Bob  Larkin  have  been  doing  with 
increasing    intensity    since   the    mer- 
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education  program.  Chains  get  60%  of  sales 


STORM 


chandising  revolutions  which  fol- 
lowed World  War  II.  Cigarettes  sold 
automatically  during  the  war  years, 
but  the  competitive  race  started  up 
with  renewed  vigor  in  1946  and  1947. 

Cigarettes,  which  had  been  a  step- 
child in  the  considerations  of  most 
grocery  store  management  people, 
gained  respectability  as  managers  be- 
gan to  realize  the  profit  potential  in 
this  (relatively)  high  mark-up  item 
and  in  a  fast-turnover  line. 

PM  needed  a  man  with  new  revolu- 


tionary ideas  of  his  own  and  some 
persuasive  counter-revolutionary  de- 
vices. That  man  was  Bob  Larkin.  one 
of  four  top  executives  brought  into 
the  compam  in  1947  to  put  some  of 
their  time-tested  experience  as  well 
as  their  new  ideas  to  work  for  PM 
in  its  own  merchandising  revolution. 
Even  then  the  handwriting  was  visi- 
ble on  most  chain  store  walls.  An 
increasing  share  of  cigarette  sales 
was  being  made  in  chain  stores 
(drug  as  well  as  grocery).  The  bat- 
tle was  raging  for  in-store  display 
space,  for  ever  better  and  bigger 
racks,  for  top  position  and  heavy 
stocks. 

Bob  Larkin  knew  the  retailer's 
problems — and  a  lot  of  the  answers. 
His  father  in  Elgin,  111.,  had  oper- 
ated a  local  grocery  store  where  the 
son  took  his  in-store  training  Larkin 
applied  these  behind-the-counter  gro- 
cery techniques  to  marketing  theory  at 
Northwestern  U.  in  Evanston.  111., 
where  he  took  a  Bachelor  of  Science 
degree  and  attended  graduate  school. 

Successive  years  with  the  Indepen- 
dent Grocers  Alliance  in  the  late  30's 
— at  a  time  when  the  voluntary  chain 
and  the  independents  were  growing 
in  stature  and  in  sales  volume — led 
to  New  York  marketing,  merchandis- 
ing, sales  and  promotion  work  in  the 
food  product  field  with  the  Loose- 
Wiles  Biscuit  Co.  (now  Sunshine). 
The  only  missing  element  to  Bob 
Larkin's  jigsaw  of  the  total  food  store 
operating  picture  came  with  account 
and  merchandising  assignments  at 
Compton  Advertising.  From  this 
agency  he  joined  Philip  Morris  in 
1947  as  director  of  sales  promotion. 

Today,  as  director  of  chain  store 
sales,  he  is  responsible  for  the  co- 
ordinated activity  of  all  departments 
in  stocking  and  servicing  multiple- 
unit  groups  of  stores.  These  chain 
stores,  at  the  current  time,  represent 
about  60T  of  all  PM  business. 

For  every  100  cartons  of  cigarettes 
sold,  almost  40  are  sold  in  grocery 
stores  (25  in  supermarkets,  alone), 
16  in  vending  machines,  15  in  drug 
stores.  12  in  tobacco  shops.  9  in  res- 
aurants  and  five  to  the  military,  the 
rest  in  miscellaneous  outlets. 

Bob  Larkin  has  introduced  many 
new  ideas  to  the  field  of  cigarette 
merchandising  and  marketing  in  line 
with  his  company's  policy  of  working 
for  the  "long  pull"  in  sales  and  dis- 
tribution.   PM's  theory:  know  the  re- 


tailer's business  better  than  he  does 
(or  at  least  as  well)  ;  instruct  him  in 
cigarette  merchandising  because  he 
can't  be  expected  to  know  everything 
about  5.000  different  items. 

The  Larkin-PM  program  is  a  sim- 
ple one  in  concept,  infinitely  more 
complex  in  application.  Its  theme  is 
"Think  Retail."  PM  helps  chain 
store  retailers  to  operate  their  entire 
business — not  just  the  cigarette  por- 
tion of  the  business  more  efficiently, 
more  professionally  and  more  im- 
aginatively . 

"It's  an  educational  program,  pure 
(Please  turn  to  page  45  i 


Marlboro  Man  Larkin  posed  for  one  of 
earliest  Leo  Burnett  ads,  supervises  I'M 
planning  of  better  in-store  displays,  rec- 
ommendations   for    improved    management 


SPONSOR 


31    JANUARY    1959 


Parti-Day   recap:   sales   up   245 


o 


^    After    13    weeks,   tv   test   of   new   dessert    toppings 
indicates    sales    may    go    even    higher    during    next    13 

^    Study   of   brand   awareness   shows,   after  less   than 
two  months  of  advertising,  that  60%  know  of  product 


^%fter  13  weeks  of  advertising,  an- 
swers are  starting  to  roll  in  from  the 
tv  sales  test  of  Parti-Day  dessert  top- 
pings in  the  Green  Bay.  Wis.,  area. 

Barring  some  unforeseen  monkey 
wrench  in  the  marketing  machinery, 
those  conducting  the  26-week  test, 
being  reported  exclusively  in  sponsor 
on  a  week-by-week  basis,  are  already 
prepared  to  pronounce  it  a  resound- 
ing sales  success. 

•  Sales  are  running  at  a  rate 
245%  higher  than  before  the  test 
started  (see  chart  below)  and  the  fig- 


ure is  expected  to  go  even  higher. 
There  was  no  doubt  that  tv  could  sell 
the  product  but  the  sales  rate  was  a 
pleasant  surprise. 

•  Brand  awareness  is  at  a  high 
level — more  than  60%  in  point  of 
fact — a  gratifying  figure  uncovered 
in  a  survey  made  after  less  than  two 
months  of  advertising. 

•  The  survey  made  strikingly  clear 
that  brand  awareness  is  primarily  due 
to  tv. 

•  The  use  of  live  minutes,  Avith  a 
local   personality   carrying   the   sales 


burden,  has  proved  itself  and  will  be 
used,  modified  by  local  conditions,  in 
other  markets. 

All  the  answers  are  by  no  means 
in.  The  client,  Parti-Day,  Inc.,  a 
subsidiary  of  Liquid  Carbonic  Corp., 
and  its  agency,  D'Arcy's  Chicago  of- 
fice, are  concerned  with  more  than 
just  sales  figures.  With  13  weeks  yet 
to  go,  however,  more  data  will  be 
accumulated. 

For  those  who  haven't  been  follow- 
ing the  test,  here's  a  recap. 

Parti-Day  is  a  49^  dessert  topping 
put  out  in  four  flavors  and  packaged 
in  an  aerosol  container.  Dessert  top- 
pings are  not  new  but  the  aerosol 
container  for  toppings  is  and,  aside 
from  a  minor  brand,  Parti-Day  is  the 
only  topping  in  the  Green  Bay  area 
so  packaged.  (Nestle  recently  jumped 
into  Hartford  with  an  aerosol-pack- 
aged dessert  topping.) 


DESSERT  TOPPING  SHIPMENTS  SHOW  UNEVEN  RISE 

NUMBER  OF  PARTI-DAY  CASES  SHIPPED  IN  GREEN  BAY  AREA 


City 


Manitowoc 

Oshkosh 

Appleton 

Gillett 

Green  Bay 

Menominee 

Fond  du   Lac... 
Stevens  Point. 

Wausau 

Norway 

Sheboygan 


TOTALS 


BEFORE  TV 
STARTED 

(CASES) 

15-day  Average 


0 

12 

114 

16 

8 

5 

0 

30 
0 

27 
50 


262 


FIRST  13  WEEKS  OF  TV  TEST  (cases) 


580     1450       370     1090       350     1595 


AFTER  TV 
STARTED 

(CASES) 


905.8 


Peaks  and  valleys  in   semi-monthly  sales   totals  are  due  to  over-careful   buying  by   wholesalers   who   still  aren't   convinced 
of  tvs  sales  power,  according  to  food  broker.    Conservative  buying  is  followed  by  larger  orders   as   stocks   hit  a  low  point 
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Parti-Day  was  introduced  to  the 
trade  in  a  number  of  markets,  includ- 
ing Green  Bay,  last  April  but  no  ad- 
vertising was  used  in  the  Green  Bay 
area  before  tbe  tv  test  began.  Where 
advertising  was  used,  the  pattern  in- 
volved substantial  space  in  newspa- 
pers at  the  beginning  followed  1>\  tv 
spots.  The  spots  were  usually  five  a 
week  on  film,  both  day  and  night  and 
mostly  of  the  20-second  variety. 

Client  and  agency  decided  to  see 
what  tv  could  do  by  itself  with  live 
commercials  one  minute  long  and 
aired  by  a  local  personality.  Other 
marketing  problems  involved  (  1  I  the 
popularity  of  flavors  I  Parti-Day  fla- 
vors are  chocolate,  fudge,  butter- 
scotch and  marshmallow ) ,  (2)  to 
what  extent  women,  young  children 
or  teens  are  the  best  prospects,  (3) 
the  copy  themes,  (4)  product  uses. 
(5l  broker  merchandising  support 
and  other  problems  as  well.  As  both 
Richard  H.  Partridge,  Parti-Dav  v.p. 
for  sales  and  James  B.  Wilson,  ac- 
count supervisor  at  D'Arcy,  explained 
to  sponsor,  they  expect  the  test  to 
provide  definite  answers  for  use  in 
other  markets. 

The  client  voted  a  budget  of  $9,980 
for  26  weeks  firm  on  WBAY-TV. 
Green  Bay.  This  pays  for  10  spots 
per  week  during  the  day  on  five  pro- 
grams— three  kid  shows,  a  home  and 
farm  show  and  a  women's  service 
show. 

An  important  part  of  the  campaign 
was  support  provided  by  the  Otto  L. 
Kuehn  Co.,  Parti-Day's  food  brokers 
in  the  Green  Bay  area  as  well  as  in 
Milwaukee,  where  the  firm  is  head- 
quartered and  where  Parti-Day  is 
also  distributed.  Kuehn's  salesmen 
sell  the  brand  through  about  a  dozen 
wholesalers  in  the  Green  Bay  area 
and  through  A&P  and  National  Tea, 
which  buy  for  their  Green  Ba\  area 
stores  via  Milwaukee.  None  of  the 
sales  figures  referred  to  in  this  story 
include  the  two  chains. 

A  team  of  six  Kuehn  salesmen, 
supervised  by  Marvin  W.  Bower,  the 
broker's  merchandising  director,  and 
briefed  by  Robert  Parker,  the  sta- 
tion's marketing  chief,  kicked  off  the 
campaign.  During  the  first  week  the 
ad  drive  was  aired,  Kuehn's  detail 
men  went  around  to  stores  with  kits 
containing  full  details  of  the  tv  test. 
They  have  also  been  instrumental 
in  arranging  for  in-store  demonstra- 
tions   by    dairy    firms    tying    in    the 


TWO-PRONGED  DRIVE  PUSHES  PRODUCT 


1. 


Live  tv  commercials:  Russ  Widoe,  WBAY-TV  personality,  sells  Parti-Day  via  min- 
ute plugs.   Shown  is  birthday  party,  featuring  product,  given  to  children  on  the  air 


In-store  demonstrations:  Dairy  firms,  plugging  ice  cream,  tie  in  Parti-Da}  dessert 
topping.    About  20  demonstrations  have  been  run  or  are  planned  in  (ireen  Ba>   area 


Parti-Day  toppings  with  ice  cream. 
The  broker's  sales  crew  is  cooper- 
ating with  sponsor  by  providing  fig- 
ures on  the  sales  progress  of  Parti- 
Day.  Also  cooperating  with  facts,  fig- 
ures and  background  information 
are,  in  addition  to  Partridge.  Wilson. 
Bower  and  Parker,  the  general  man- 
ager of  WBAY-TV,  Haydn  Evans, 
and  Robert  J.  Curry,  D'Arcy  account 
executive.  The  result  is  a  uniquelj 
public    picture   of  a   tv   test    and    its 


marketing  by-products  as  it  unfolds. 

Among  the  information  provided 
to  sponsor  was  the  results  of  a  tele- 
phone survey  made  under  the  agen- 
cy's supervision  less  than  two  months 
after  the  tv  commercials  started  run- 
ning. The  survey  covered  302  people 
called  in  the  city  of  Green  Bay  and 
picked  at  random  In  the  interviewers. 

Curry  told  sponsor:  "One  thing 
stands  out  in  this  report,  which  we 
feel  dramatical!)    points   out   how  ef- 
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fective  tv  advertising  is  in  creating 
consumer  awareness  of  a  product: 
61.3%  of  the  persons  interviewed  had 
heard  of  Parti-Day  toppings — even 
though  this  product  had  been  adver- 
tised less  than  two  months. 

"W  e  also  feel  that  it  is  significant 
that  74.6%  of  the  people  who  had 
heard  of  Parti-Day  could  trace  their 
awareness  directly  to  Parti-Day's  tv 
advertising." 

The  awareness  figures  are  a  com- 
bination of  two  questions  asked  re- 
spondents. An  unaided  recall  query, 
asking  the  sample  which  brands  of 
topping  they  were  familiar  with, 
evoked  the  Parti-Day  name  in  nearly 
22%  of  the  cases.  At  the  end  of  the 
interview,  when  it  was  no  longer 
necessary  to  hide  the  fact  that  the 
survey  was  made  for  Parti-Day,  inter- 
viewers asked  whether  the  person  had 
heard  of  Parti-Day.  Another  40% 
answered  affirmatively. 

The  22%  figure  elicited  in  the  un- 
aided recall  question  put  Parti-Day 
second.  The  only  brand  to  top  it  was 
Hershey's  topping,  a  non-aerosol 
product  which  has  been  around  for 
years  (Hershey's  lack  of  national  ad- 
vertising has  long  been  the  despair 
of  admen ) .  Other  questions  also  put 
Parti-Day  second  in  Green  Bay  city 
in  terms  of  (1)  percent  of  people 
who  had  ever  purchased  a  topping, 
(2)  percent  with  a  topping  now  in 
the  home  and  (3)   brand  popularity. 

High  on  the  list  of  marketing  prob- 
lems being  probed  in  the  test  is  the 
popularity  of  various  flavors.  One  of 
the  reasons  the  Green  Bay  area  was 
chosen  was  the  fact  that  it  is  a  good 
place  to  sell  chocolate  and  ice  cream. 


The  latter  product  is  commonly  used 
with  toppings  (or  syrups,  as  some 
people  call  them)  and  chocolate  is, 
by  far,  the  most  popular  flavor. 

In  view  of  this  fact,  the  first  analy- 
sis of  sales  by  flavor  turned  out  to  be 
a  surprise.  Through  the  chocolate 
and  fudge  flavors  were  expected  to 
run  well  ahead  of  the  others,  a  check 
after  the  test  had  run  two  months 
showed  the  following  figures  for  case 
shipments:  chocolate,  965;  fudge, 
917;  butterscotch,  876;  marshmallow, 
742. 

The  telephone  survey,  which  sought 
information  on  flavors  on  hand,  also 
threw  expectations  a  little  askew. 
Percent  of  respondents  with  the  vari- 
ous Parti-Day  flavors  on  hand  were 
as  follows:  chocolate,  8.6;  fudge,  3.3; 
marshmallow,  1.7;  butterscotch,  5.3. 
Note  that  the  case  shipment  figures 
were  for  the  Green  Bay  area,  while 
the  survey  covered  Green  Bay  city 
only. 

While  information  on  flavors  is 
important  in  ad  planning,  it  is  ob- 
viously dangerous  to  project  figures 
on  one  market  to  the  country  as 
whole.  Furthermore,  client  and 
agency  executives  have  found  so  far 
that  every  market  is  different.  How- 
ever, the  survey  was  valuable  in  that 
it  showed  the  popularity  of  competi- 
tive flavors  in  the  city  studied. 

Among  other  valuable  data  col- 
lected was  information  on  reasons 
why  users  like  Parti-Day.  In  order, 
the  reasons  were:  (1)  ease  of  use, 
convenient  container,  75.2%;  (2) 
like  taste,  best  flavor,  56.5%;  (3) 
keeps  well,  no  refrigeration,  18.8%. 
The  importance  of  these  answers  is 


BRAND  AWARENESS  DUE  TO  TV 

SOURCE  OF  BRAND  AWARENESS 


Brand  "H" 

Television  -9% 

Saw  in  store 29.3 

Used  for  years 50.2 

Children  -9 

Other  2.0 

Don't  know 16.7 


Parti-Day 

Brand  "S" 

Brand  "J" 

74.6% 

2.3% 

3.2% 

16.9 

53.5 

65.4 
6.5 

5.1 

3.2 

3.4 

34.9 

16.1 

9.3 

6.5 

Piiliiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiliiiiw 


that  no  unexpected  reason  for  liking 
Parti-Day  cropped  up. 

Parti-Day  is  easy  to  use.  The  can 
merely  has  to  be  shaken  and  then  in- 
verted. Pressing  the  spout  forces  out 
the  liquid.  Unlike  most  aerosol  prod- 
ucts, it  does  not  foam.  The  aerosol 
method  avoids  messy  spooning 
pouring  or  dripping.  As  for  its 
keeping  qualities,  it  stores  indefi- 
nitely— even  without  refrigeration. 
There  is,  perhaps,  one  disadvantage 
to  the  package:  unless  shaken,  the 
gas  propellent  will  merely  escape 
from  the  container  when  the  spout  is 
pressed,  ultimately  making  the  pack- 
age useless.  For  this  reason,  demon- 
stration  commercials   are   important. 

The  Green  Bay  survey  also  got 
into  the  question  of  who  made  the 
initial  purchase  of  the  Parti-Day.  In 
common  with  most  brands,  it  was 
found  that  the  housewife  made  the 
first  purchase.  In  the  case  of  Parti- 
Day,  husbands  bought  it  in  6.8%  of 
the  cases.  Children  played  a  minor 
role  in  the  initial  purchase,  though 
in  the  case  of  Parti-Day  they  played 
a  more  important  part  than  with  the 
other  brands. 

The  question  on  the  source  of 
brand  awareness  pinned  down  with- 
out question  the  effectiveness  of  tv. 
As  pointed  out  by  Curry  of  D'Arcy, 
74.6%  of  those  who  knew  about 
Parti-Day  became  aware  of  it  through 
tv.  Another  16.9%  first  learned  of  it 
when  they  saw  it  in  the  store  and 
5.1%  of  the  respondents  heard  about 
it  through  their  children.  In  the  case 
of  Hershey,  about  half  of  those 
knowing  about  the  brand  said  they 
had  used  it  for  years  and  nearly 
30%  could  trace  their  awareness  to 
seeing  it  in  the  store.  In  the  cases  of 
two  other  major  brands,  the  saw-it- 
in-the-store  factor  was  the  most  im- 
portant. 

Though  the  agency  hasn't  said 
anything  about  it,  the  relatively  low 
influence  of  the  moppet  set  in  Parti- 
Day  sales  has  undoubtedly  started 
off  some  re-thinking  on  the  question 
of  what  types  of  programs  to  use. 
Three  of  the  five  shows  being  used 
on  WBAY  are  children's  programs, 
on  the  surface  an  overly  heavy  em- 
phasis in  view  of  the  Green  Bay  re- 
search findings. 

It  is  probably  true,  however,  that 
children  are  important  consumers  of 
Parti-Day,    though    they've    exerted 
(Please  turn  to  page  64) 
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Copy  image  created  on  tv  (in  this  case  by  KMTV's  Jean  Hughes)    is  transferred  to  editorial-type  movie  display  ads  and  radio  spots 


Imagery -Transfer  works  in  reverse 


W    Omaha  theater  chain  lets  tv  spots  supply  the  primary 
image  which  is  then  transferred  to  newspapers  and  radio 

W    Better  integration  of  promotion  enables  coordinated 
drive  on  age  groups,  fast  turn-around  in  emergencies 


#%ilmittedl\ .  it's  the  teenage  audi- 
ence that's  keeping  the  movies  in 
business. 

Motion  picture  advertising  that 
overlooks  this  vast  army  is,  of  course, 
missing  a  bet.  But  to  hit  it  exclu- 
sively is  to  tap  only  a  portion  of 
the  movie-going  reserve.  This  is  why 
a  Midwest  theater  chain  is  using  a 
checker-board  pattern  of  tv  tied  to 
unique  newspaper  and  radio  support. 
Primary  aims:  a  multi-target  ap- 
proach and  quick  schedule  changes  to 
meet  emergencies.  What  they've 
learned  could  be  applied  by  any  ad- 
vertiser with  a  universal  commodity 


restricted  by  usage  to  one  age  group. 

Here's  how  Cooper  Foundation, 
which  operates  a  chain  of  theaters  in 
Nebraska,  Oklahoma,  and  Colorado 
builds  double  the  grosses  of  other 
cities,  according  to  Cooper's  Omaha 
city  manager.  Phil  Keough: 

(1)  One-two,  kid-adult  punch.  Kid 
show  participations  plug  a  movie 
with  kid  appeal  in  the  afternoon. 
Kids  are  urged  to  ask  "Mommy  and 
Daddy"  to  take  them  to  see  it.  but 
the  matter  isn't  dropped  there.  Late 
evening  participations  in  a  person- 
ality show  are  aimed  directly  at 
"Mommy    and   Daddy,"   so   that   the 


direct  request  or  corner-of-the-eve 
impression  from  the  afternoon  isn't 
lost. 

(2)  Personality  vs.  late  movies. 
A  personality  show  (Jack  Paar  cut- 
ins  on  KMTV  in  Omaha,  for  exam- 
ple) are  preferred  to  late  movie  par- 
ticipations. The  theory:  People  who 
can  be  sold  new  movies  basically  are 
not  fans  of  the  oldies. 

(3)  Local  contests.  The  family  au- 
dience is  the  obvious  target  here. 
An  amateur  vocal  bout  aired  every 
Sunday  afternoon  on  KMTV.  The 
contest  was  restricted  to  songs  from 
"South  Pacific*  and  was  the  major 
promotional  push  behind  the  opening 
of  the  picture  and  installation  of 
Todd-AO  gear  in  Omaha.  The  15- 
minute  program.  Two  on  the  Aisle. 
also  promoted  other  Cooper  films 
(see  picture  above) .  The  end  of  the 
"South  Pacific"  run  is  nowhere  in 
sight,   but   the   program   will   be    re- 

(Please  turn  to  page  64) 
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How  to  get  glamour  out  of  radio 


^    Briggs  &  Co.  (Washington,  D.  C.)  consistently  rates 
No.    1    in    consumer    polls    after    radio    loyalty    drive 

^    Glamour  and  coverage  were  achieved  by  stressing 
personalities    and    by    checker-boarding    time    periods 


W 


hen  alls  said  and  done,  any 
product — no  matter  whether  national, 
local,  or  regional — is  sold  just  one 
way:  locally.  If  it  doesn't  ultimately 
move  across  somebody's  counter, 
that's  that. 

This  truism  is  so  utterly  obvious 
that  the  radio  broadcasters  for  years 
have  tried  to  use  it  as  a  basic  sales 
tool  (particularly  for  national  spot). 
They've  pointed  out  how  radio  hugs 
the    consumer    like    the    skin    on    his 


back — it's  in  his  parlor,  bedroom, 
kitchen,  basement,  car,  tractor,  boat. 
Ergo,  they  say,  radio  is  the  ultimate 
in  on-the-spot  leverage. 

To  which  they  often  get  this  cyni- 
cal reply :  Radio  lacks  the  glamorous 
touch,  and  its  audience  is  split  up 
among  too  many  stations. 

But  now  a  notable  success  in 
Washington,  D.  C.  adds  a  strong  note 
of  realism  to  the  whole  debate.  This 
is  the  situation  in  capsule  form: 


•  The  advertiser  is  Briggs  &  Co. 
(meat  products;  also  an  ice  cream 
line). 

•  Briggs  has  topped  the  competi- 
tion in  many  vital  lines — both  na- 
tional and  private  brands — by  waging 
an  intensely  local  war. 

•  Radio  historically  has  been  the 
major  weapon. 

•  Glamour  has  been  no  problem 
for  Briggs — they  use  station  per- 
sonalities to  achieve  that  effect. 

•  Nor  has  fragmentation  of  the 
audience  been  any  obstacle — Briggs 
buys  on  a  hop-scotch  pattern  that 
covers  the  clock. 

Here  is  the  step  by  step  account 
of  Briggs'  impact  on  the  field  from 
the  time  they  packaged  their  first 
frankfurter  20  years  ago. 

The  Briggs  brothers — Raymond, 
Luther,  and  Lester — realized  that  to 
succeed,  a  local  product  must  create 
a  setting  for  itself.  To  combat  the 
advertising  barage  of  national  brands, 
they  needed  a  medium  that  could 
give  them  "first  person"  contact  with 
the  market,  create  a  personal  feeling 
about  the  company,  highlight  a 
"made  fresh  daily,  delivered  fresh 
daily"  angle. 

With  a  distribution  of  virtually 
nothing  in  1939,  Briggs  spent  what 
it  could  for  local  personalities  con- 
sidered strong  enough  to  do  the  job. 
In  the  first  year,  they  made  gains  and 
were  able  to  add  to  the  line. 

But  after  the  war  Briggs  faced  a 
second  problem  in  addition  to  the  ad- 
vertising heat  of  national  brands. 
This  was  the  trend  toward  private 
labels.  Many  advertised  brands  found 
themselves  battling  for  supermarket 
shelf  space.  Briggs  was  no  excep- 
tion. 


In-store  work  by  WTOP's  Mark  Evans 
(r)  was  part  of  campaign.  He  compares 
prices  with  packer  Raymond  Briggs  and 
Acme  asst.  store  mgr.  Harold  Thomas   (c) 


Consumer  loyalty  resulting  from  heavy 
use  of  radio  helped  overcome  national 
brand    and    private    label    size    advantages 
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"We  knew  we  had  to  concent  rale 
on  creating  a  consumer  army  who 
would  do  something  hesides  just  ask." 
>a\s  Briggs  &  Co.  President  Raymond 
Briggs,  Sr.  "Only  demand  would 
keep  us  on  the  shelves." 

"'We  needed  a  central  personality 
to  spark  the  mobilization,"  he  says, 
"and  his  influence  had  to  extend  be- 
yond the  consumer  to  the  grocery 
trade  itself.  A  substantia]  part  of  our 
[Success  in  staying  on  the  shelves 
would  depend  on  the  goodwill  of 
supermarket  managers  and  chain 
buyers. 

Mark  Evans  (WTOP  Radio  per- 
sonality) was  selected  to  carry  the 
Standard  for  Briggs  in  1950.  Briggs 
bought  participations  in  his  after- 
noon show  aimed  at  housewives.  The 
company  and  Evans  carefully  treaded 
[the  psychological  tightrope  of  copy 
points  that  would  not  condemn  pri- 
vate labels,  but  at  the  same  time 
would  create  a  greater  awareness  of 
brand  for  Briggs. 

Copy  points  that  Evans  stressed 
called  for  these  actions  by  the  con- 
quer, in  addition  to  "just  asking": 

•  If  the  store  is  temporarily  out 
of  the  merchandise,  ring  for  mana- 
ger and  request  it. 

•  Don't  be  talked  into  switching 
brands. 

•  Look  for  the  bigger  display  of 
Briggs'  products. 

That  last  bit  of  psychology  placed 
the  store  manager  in  the  position  of 
having  to  give  Briggs  some  sort  of 
display.  "Evans'  army  would  expect 
it  as  a  matter  of  course,"  says  Briggs. 

Meantime  many  products  were  los- 
ing out  for  lack  of  shelf  space.  Briggs 
held  its  own.  In  1951,  it  showed 
55'  ,  mentions  in  consumer  prefer- 
ence surveys. 

When  Evans  went  into  tv  in  1950. 
Briggs  went  with  him,  using  partici- 
pations in  his  7  p.m.  show  until  net- 
work preemptions  took  it  off. 

By  1955,  consumer  surveys  showed 
Briggs  clearly  ahead  of  the  pack  in 
number  of  mentions.  It  averaged 
over  60%  mentions  for  its  frankfur- 
ters I  with  Armour  and  Swift  fluctu- 
ating between  <>'  <  and  9%).  Pork 
sausage:  60%.  Sliced  luncheon 
meats:  39%.  Ham:  29%.  Bacon: 
24%.  In  the  last  two  items,  Swift 
was  breathing  close  on  its  neck,  has 
now  overtaken  it  in  ham,  while  Rath 
is  ahead  in  bacon.  (Currently  Briggs 
(Please  turn  to  page  63) 
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MAIL   POOPS  POOR  SANTA 


Jolly  Old  St.  Nicholas  at  jolly  young  (seven  years)  KTVH,  Wichita,  Kans., 
is  going  into  retirement  for  11  more  months  after  writing  4,135  personal  letters 
to  Santa  fans  in  238  Kansas  towns.  Here's  his  report  to  SPONSOR'S  publisher 
on  the  success  of  the  KTVH  Christmas  season,  and  a  one-week  mail  gimmick. 

Dear  Little  Norm: 

HO  HO  HO  AND  UGH!   I  hope  you  had  a  Happy  Yule, 
and  that  you  enjoyed  all  the  nice  things  that  I  left 
you.  I  know  that  this  letter  is  getting  to  you  a  little 
late,  but  as  you  know,  just  before  I  started  on  my 
yearly  trip  to  visit  all  you  good  boys  and  girls  I  had 
suggested  to  the  parents  who  listened  to  KTVH's  10  to 
10:30  p.m.  news,  weather  and  sports  strip  each  day  that 
I  would  write  you  children  a  personal  letter. 

WELL  ...  I  am  just  now  getting  my  arm  out  of  its 
sling  ...  and  the  writers'  cramp  out  of  my  typewriter. 

I  answered  4,135  letters  personally,  and  person- 
ally I 'm  pooped  ! 

You  might  be  interested  to  know  that  these  4,135 
letters  were  sent  to  children  in  238  different  towns 
and  cities  in  the  state  of  Kansas  alone  (not  to 
mention  many  out-of-state  letters  as  well). 

This  offer  of  mine  was  only  mentioned  on  the 
three  shows  listed  above  AND  only  for  one  week! 

Yours  for  bigger  and  better  mail  pull. 

Santa  Claus 
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Capsule  case  histories  of  successful   t 
local  and  regional  television  campaigi 


AUTOMOBILES 

SPONSOR:    McLean  Pontiac  Corp.  AGENCY:    Direct 

Capsule  case  history:  Although  the  year  1958  has  been  a 
very  trying  one  for  the  automobile  industry  and  its  retail 
sales  agencies,  a  Portsmouth,  Va.  Pontiac  agency  which 
used  television  has  a  different  story  to  tell.  During  the  first 
quarter  of  1958,  the  sales  of  the  McLean  Pontiac  Corp. 
had  materially  decreased  over  the  past  five  years,  and  the 
company  made  a  thorough  study  of  what  might  be  the  best 
medium  to  advertise.  During  March  1958,  the  agency  com- 
menced a  schedule  of  one-minute  participations  in  WAVY- 
TV's  Early  Late  Show.  "From  that  point  on  our  sales  volume 
showed  a  remarkable  increase,"  stated  Richard  J.  Davis, 
McLean's  secretary.  "There  were  many  instances  where  a 
displayed  automobile  was  purchased  without  the  buyer  ac- 
tually appearing  at  the  agency,  after  having  seen  the  vehicle 
on  television."  The  company  strongly  believes  that  its  suc- 
cess in  1958  was  due  solely  to  television  advertising,  and 
plans   to   devote  most   of  its   1959  budget  to   WAVY-TV. 

WAVY-TV,  Norfolk-Portsmouth  Participations 

NEW     HOMES 

SPONSOR:    Tegtmeier  Realty  Co.  AGENCY:    Direct 

Capsule  case  history:  Several  television  spots  in  a  three 
day  period  sold  hundreds  of  thousands  of  dollars  worth  of 
new  homes  for  a  Omaha  realtor.  On  Friday,  14  November, 
the  Tegtmeier  Realty  Co.  purchased  one  10-second  spot  on 
television  station  KETV,  Omaha.  The  following  day,  Satur- 
day, three  more  10-second  spots  appeared.  Sunday  saw  the 
beginning  of  Tegtmeier 's  new  five-minute  Sunday  afternoon 
news  on  KETV.  As  a  direct  result  of  just  these  few  an- 
nouncements, Harvey  W.  Tegtmeier,  the  firm's  president  and 
general  manager  reported  that  he  sold  six  homes  with  an 
aggregate  valuation  of  $90,000.  "In  each  case,"  he  said, 
"the  purchaser  mentioned  seeing  the  advertisements  on  tele- 
vision." The  only  medium  used  by  the  realty  company  for 
this  campaign  is  television,  and  the  only  station  KETV. 
"These  results  are  beyond  our  highest  expectations,"  said 
Mr.  Tegmeier.  "It  certainly  proves  tv's  impact."  The  com- 
pany  purchased    a    13-week   campaign    on    the   tv   station. 

KETV,  Omaha  Participations  &  Sponsorship 


PERSONAL  LOANS 

SPONSOR:   Mercantile  Acceptance  Co.  AGENCY:    Dire. 

Capsule  case  history:  After  only  three  weeks  on  KTVl 
the  Mercantile  Acceptance  Co.  of  San  Francisco  reporte1 
that  the  dollar  volume  from  one  branch  directly  accountabl 
to  television  was  somewhere  between  $10,000  and  $15,00( 
Jack  Cole,  vice  president  of  the  loan  company,  reported  the 
in  the  two  weeks  before  the  KTVU  schedule  commencec 
business  was  way  off  in  his  company,  and,  in  fact,  this  wa 
the  case  throughout  the  loan  field.  However,  since  going  o 
television  in  October,  he  reports  business  has  increased  t 
the  point  where  it  is  much  better  than  the  month  of  Septen 
ber,  generally  regarded  as  a  high  point  in  the  industry.  Mi 
Cole  further  reported  that  six  phone  calls  had  even  bee: 
received  at  Mercantile's  executive  offices  on  Market  Streel 
all  of  which  reported  tv  as  their  source  of  interest.  Mercan 
tile  Acceptance's  schedule  on  KTVU  calls  for  nine  an 
nouncements  per  week,  within  Roller  Derby,  Topper,  Mys 
tery  Strip  and  Racket  Squad.    The  cost  per  lead  is   low 

KTVU,  San  Francisco  Participation 


FARMERS'     PICNIC 

SPONSOR:    Rochelle  Chamber  of  Commerce  AGENCY:    Direc 

Capsule  case  history:  Each  year  the  Rochelle  Chambe 
of  Commerce  in  Rochelle,  111.,  a  small  farming  community 
located  in  the  North  Central  portion  of  the  state,  holds  ; 
farmers'  picnic.  This  annual  affair  is  somewhat  of  a  cros 
between  an  agricultural  fair  and  a  farmers'  market — and  it; 
success  or  failure  has  an  important  bearing  on  the  state  o 
Rochelle's  economy.  Although  Rochelle  is  almost  30  air  mile 
from  Rockford,  Mike  Pullin,  entertainment  chairman  of  th 
1958  Farmers'  Picnic,  called  upon  television  station  WREX 
TV,  Rockford,  to  put  the  annual  affair  across.  The  195o 
Picnic  was  one  of  the  most  successful  in  Rochelle's  history 
In  a  letter  to  WREX-TV  general  manager  Joe  Baisch,  Pullin 
said:  "The  large  crowd  was  certainly  very  much  due  to  the 
efforts  of  WREX-TV.  .  .  .  Furthermore,  the  air  time  on 
WREX-TV  helped  us  to  keep  within  our  limited  budget.' 
The  Farmers'  Picnic  committee  was  so  gratified  with  results, 
it  has  already  decided  to  use  WREX-TV  again  in  1959. 
WREX-TV,  Rockford  Announcement 
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NEW    GAME!    FIND    THE    FARMER* 
—  in  the  Land  of  Milk  and  Jfoney! 


Answer's  easy.  They're  both  farmers  —  well-heelea  aairymen  nvin 
in  the  bountiful  Land  of  Milk  and  Money.  This  market  of  ours  is  story- 
book stuff  . . .  scores  of  small  cities  and  thousands  of  big  dairy  farms 
.  .  .  400,000  TV  families  enjoying  CBS-ch.  2  t~' 
So,  cultivate  our  Farmers,  and  win  the  Gam 

*  A  Wisconsin  farmer  is  distinguishable  today  only  by  his  add 
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MetropolitaTNMchita  and/Hutchinson  are  twin  cities  in 
the  heart  of  ricfNg^owing  Central  Kansas  — an  area 
more  prosperous  .  .Tnrote  populated  .  .  .  than  Alaska. 
This  big  and  still-growing  ma>tetis  covered  completely 
by  KTVH,  exclusive  /CBS-TV  for  Cental  KansasyThis 
heavily  concentrated^ area  of  well-paid  indusTmi^prkers 
and  successful  fanners  represents  more  than  halyoT 
State's  population.  TO  SELL   KANSAS  .  .  .  BUf  KTVH. 


BASIC 


IINSON 


44 


^^^^  REPRESENTED  NATIONALLY  BY  BLAIR  T£LFV     LQN  ASSOCIATES 

DlH.  IN    HUTCHINSON  ■       HOWARD  0    P  E/ERSON,  GEN.  MGR. 
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PHILIP   MORRIS 

I  Cont'd  from  page  35  ) 

and  simple,"  says  Mr.  Larkin.  "It's  a 
long-range  one,  too,  centered  on  con- 
structive, up-beat  ideas,  research  and 
programs  which  will  help  the  chain- 
Store. 

The  "Think  Retail"'  program  is 
[geared  specifically  to  better  store 
management  and  to  "space  manage- 
ment," says  Mr.  Larkin.  "Space 
shortage  is  not  the  problem  in  chain 
stores  today;  it's  what  you  do  with 
the  space  you've  got." 

He  cites,  for  example,  this  frequent 
occurrence  in  a  food  store.  "The  sup- 
plier will  come  in  with  a  cigarette 
rack  and  in  exchange  for  the  fixture 
hell  get  20rv  of  the  shelf  space 
for  his  product.  But  tests  show  his 
brand  accounts  for  only  5' <  of  the 
store  sales." 

Mr.  Larkin's  recommendation:   in- 
ventory   control    which    allots    space 
according    to    consumer    tastes    and 
therefore   to   actual   sales.      If   Marl- 
Iboro    (PM's  top-selling   brand)    gets 
1 20   per    cent    of    a    store's    sales,    it 
should  have  an  equivalent  amount  of 
[display   space,  he   alleges    (with   this 
formula  applicable  to  all  brands). 

A  new  wrinkle  on  the  old  face  of 
in-store  merchandising  appeared  re- 
cently when  P.  Lorillard  reportedly 
contracted  with  a  large  food  chain  to 
lease — actually  rent — shelf  space  for 
its  product  line. 

Another  instance  of  the  store  re- 
linquishing control  over  its  facilities, 
this  new  arrangement  is  understood 
to  provide  a  chain  retailer  with  from 
$5  to  $10  monthly  for  eye-level  shelf 
position  I  on  a  year-long  contract 
with  30-day  cancellation.  PM's  posi- 
tion is  this:  if  Lorillard  lor  any 
other  company)  doesn't  sell  well  in 
the  market  or  the  store,  the  retailer 
is  being  cheated  by  (  1  I  buying  too 
much  inventory,  ( 2 1  not  being  able 
to  sell  it,  (3)  thus  accumulating  un- 
fresh  stock  and — throughout  the  en- 
tire operation — (4  I  losing  control 
over  his  space  and  his  stock. 

Much  of  the  confusion  and  the 
hubbub  at  the  retail  level  comes  from 
the  fact  that  many  chain  stores  are 
"trying  to  turn  into  drug  stores  or 
department  stores  over  night,  and  this 
just  can't  be  done,"  savs  Bob  Larkin. 
"They're  adding  new  lines  right  and 
left  and  in  the  shuffle  many  managers 
are  relinquishing  authority  and  con- 
trii|. 

Some  chains  stock  as  manv  as  35 


different  cigarette  brands,  a  confus- 
ing array  if  shelved  haphazardly. 
PM  manufactures  six  cigarette  brands 
I  Marlboro.  Philip  Morris  regular  and 
king.  Parliament,  Benson  &  Hedges 
and  Spud  l  plus  eight  pipe  tobaccos 
and  one  cigar. 

The  brand  with  which  Bob  Larkin 
has  had  the  most  fun  personally  is 
Marlboro,  which  has  seen  a  phe- 
nomenal rise  in  sales  because  of  its 
original  flip-top  box  two  years  ago 
and  the  success  of  its  unique  adver- 
tising campaign  featuring  masculine 
Marlboro  men  with  tattoos  and  mag- 
netic glances. 

Mr.  Larkin  proved  to  have  one  of 
the  most  magnetic!  One  of  the  first 
men  to  be  featured  in  the  print  series 
of  Marlboro  men.  "I  put  my  bald 
head  on  the  Marlboro  chopping 
block"  at  the  request  of  Roj:ei 
Greene,  PM  vice  president  for  ad- 
vertising. 

The  reaction  to  the  pretesting  ( be- 
fore appearing  in  the  Satevepost  and 
New  Yorker )  brought  what  the  mer- 
chandiser-model terms  a  "mixed 
rave. 

But  most  of  the  smokers  thought 
him  "masculine,  an  executive,  strong 


and  clean-cut.  a  man  of  decision, 
sophisticated  and  a  perfectionist," 
exactly  the  playback  PM  sought.  Mr. 
Larkin.  himself,  found  the  photo- 
graphic impression  flattering  de- 
spite which  he  shunted  three  enor- 
mous blowups — sent  to  his  wife — to 
one  of  the  dimmer  corners  of  the  base- 
ment. 

Lots  of  other  things  do  occur  to 
the  PM  executive,  however,  and  these 
are  usually  sparkling,  progressive 
ideas  about  cigarette  and  chain  store 
merchandising  which  he  launches  into 
programs  every  day.  He  has  a  mer- 
chandising force  of  10  specialists, 
most  of  whom  are  in  the  field. 

He  himself  spends  about  a  week  a 
month  on  the  road,  frequently  ap- 
pearing as  a  major  speaker  before 
trade  groups.  He's  been  a  guest  lec- 
turer at  Columbia  U.  and  New  York 
1  niversit)  s  graduate  school  of  mar- 
keting, and  has  been  called  on  fre- 
quently to  discuss  his  special  fields  of 
interest  before  many  advertising  and 
sales  clubs.  His  blend  of  professional 
knowledge  with  an  appealing  light 
and  humorous  touch  makes  his  diplo- 
matic dose  of  advice  not  only  pala- 
table but  sought-after.  .  ^ 


THINGS  ARE 


POPPING 


i 

Toes  tapping.  Fingers  snapping/It:  .^  the  bouncy  new  sound 
of  WBZ,  sparked  by  the  greatest  collection  of  deejays  in 
all  New  England.  Popular  music  for  everybody  ...  a  fine 
mix  of  current  pops,  great  standards  of  all  time,  and  tomor- 
row's hits.  And  there's  more.  Fresh,  lively  news  coverage. 
New,  tight  program  lineup.  It's  got  the  town  buzzing  —  the 
ratings  jumping.  It's  the  sound  of  Boston's  Most  Popular 
Station.  d  i 


°|AL      10  30 
BOSTON 


WBZA  SPRINGFIELD 


Westinghouse  Broadcasting  Company,  Inc. 
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As  network  selling  practices  change,  SPONSOR  ASKS: 

How  will  the  end  of  the 

"must  buy"  rule  affect 


With  networks  no  longer  requir- 
ing advertisers  to  buy  a  minimum 
number  of  stations,  station  men 
diseuss  its  effect  on  the  affiliates. 

George     Kapel,     gen.     sales     manager, 
KBET-TV,   Sacramento,    Cal. 

One  thing  is  certain:  selling  tele- 
vision is  going  to  be  more  interesting 
for  everyone  in  1959.  The  new  CBS 
dollar  volume  factor  replacing  the 
"must  buy"  list  guarantees  that  most 


It  will 
become 
increasingly 
competitive 


of  us  cannot  afford  the  luxury  of 
complacency.  This  applies  to  agen- 
cy timebuyers,  national  representa- 
tives and  station  salesmen. 

The  network  picture  has  become  in- 
creasingly competitive  and  network 
advertisers  have  appeared  to  benefit 
from  this  newly  obtained  flexibility. 

But  flexibility  without  clearance  is 
a  hollow  gain.  For  example,  sup- 
pose Lux  orders  Station  X  for  its 
Playhouse  Friday  nights,  but  Schlitz 
doesn't  because  of  a  limited  sales 
volume  in  the  market  involved.  Even 
if  the  station  is  allowed  to  carry  the 
series  weekly  by  deleting  Schlitz  com- 
mercials, the  main  problem  of  lost 
revenue  is  not  solved.  The  station 
could  elect  to  buy  a  syndicated  show 
for  alternate  weeks  to  sell  locally  or 
regionally,  but  I  doubt  that  either 
the  network  or  station  would  like  this. 
Lux  could  suffer  a  loss  of  audience 
because  the  same  program  was  not 
presented  weeklv.  The  station  would 
find  it  almost  impossible  to  buv 
Grade  AA  syndicated  products  with 
less  than  52  runs.  And  what  does  the 
station  do  with  the  syndicated  films 
if  Schlitz  were  to  change  its  mind  and 
want  to  add  the  market  at  a  later 
date? 


Is  the  answer  to  be  found  in  a  net- 
work co-op  plan?  If  so,  wouldn't 
spot  advertisers  be  interested  in  al- 
ternate week  announcement  buys? 

These  questions  will  be  resolved 
successfully  not  by  one  man  but 
rather  by  the  collective  thinking  of 
a  youthful  dynamic  industry,  which 
remains  that  way  because  its  people 
like  challenge  and  change  or  else  they 
would  long  ago  have  found  easier 
ways  to  make  a  living. 

Joe   M.   Baisch,  gen.  mgr.,   WREX-TV, 
Rockford,  III. 

The  CBS  and  NBC  networks'  modi- 
fication of  selling  rules  by  elimina- 
tion of  "must  buy"  in  favor  of  "mini- 
mum-dollar purchases"  should  bene- 
fit some  intermediate  and  secondary 
stations. 

I  don't  believe  any  serious-thinking 
segment  within  our  dynamic  industry 
feels  there  will  be  any  disastrous  re- 
action to  the  network  structure  in  its 
present  form  or  that  there  will  be 
more  than  minor  adjustments  as  re- 
lates to  individual  stations  by  these 
new  policies. 

The  minimum-dollar  approach  will 
serve  well  the  networks,  the  agencies 
and  their  clients,  and  our  individual 
stations.  Its  adoption  will  best  serve 
the   industry   by   tending   to   prevent 


It  will  benefit 
intermediate, 
secondary 
stations 


additional  federal  regulation.  I  be- 
lieve it  is  a  significant  tribute  to  those 
decision-makers,  the  network  policy 
proclaimers,  who  have  responded  to 
their  responsibilities  by  the  timely 
elimination  of  "must  buv"  in  favor 
of  "minimum-dollar  buy."  I  believe 
this  action  will  preclude  further  gov- 
ernmental regulation  in  an  important 


arena  of  the  industry's  business  coi 
duct. 

In  evaluating  the  effect  of  "min| 
mum-dollar  buy"  in  our  distinctiv 
area  market,  it  must  be  noted  the 
Rockford  has  always  been  an  "o\ 
tional  buy."  As  a  result  of  servin 
the  WREX-TV  family  of  cities  wit, 
good  signal  service,  strong  selling  an 
promotion,  backed  with  solid  impo: 
tant  public  service,  an  important  tel< 
vision  market  of  character  and  ii 
tegrity  endorsed  with  viewing  loyalt 
has  been  carved  deep  into  Souther 
Wisconsin-Northern  Illinois,  in  th 
Rock  River  Industrial  Valley.  An 
the  straightforward  selling  of  our  ni 
tional  representative,  and  our  contir 
uous  campaigning  in  national  trad 
publications,  have  placed  Rockfort 
on  an  almost  automatic  "must  buv 
of  optional  station  lists. 

That  some  dollars  may  be  re-alb 
cated  by  certain  advertisers  fror 
"must  buy"  areas  could  well  serve  t 
funnel  more  revenue  deeper  int 
pipelines  reaching  the  secondar 
areas  where  the  cost  factors  are  res 
sonable  and  the  program  rating  p( 
tentialities  high. 

As  a  potentially  important  by-pn 
duct  of  the  "minimum  buy"  (becaus 
of  this  new  flexibility  to  network  a( 
vertisers)  television  may  now  sipho 
additional  budget  appropriatior 
from  printed  media.  And  more  mone 
in  the  tv  treasurv  will  contribute 
the  medium's  further  vitality. 

Irving  Waugh,  general  manager,  WSA 
TV,  Nashville,  Tenn. 

It  is  only  human  for  those  wh 
have  always  been  categorized  as  basi< 
who  have  occupied  space  on  a  limite 
"must  buy"  list  to  be  repelled  by  th 
loss  of  exclusivity.  There  are,  hov 
ever,  more  pertinent  business  cor 
siderations  involved  in  such  a  chana 
as  the  elimination  of  the  "must  buy 
method  of  operation. 

At  the  moment  it  is  apparently  th; 
expedient  thing  to  do,  and  while  ne 
work   sales   may   benefit   temporaril! 
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stations? 


rom  what  is  surely  to  be  labeled 
reater  flexibility,  I  fail  to  see  how 
be  structure  of  networking  will  be 
trengthened  by   the  move. 

It  is  possibly  too  early  to  definite- 
ly say  how  this  change  will  affect 
arious  markets.  But  with  the  sales 
atterns  that  are  in  effect  at  the  net- 


Station 
programing 
becomes  more 
important 


wk  level,  it  is  obvious  that  some 
tations  will  lose  revenue. 

However,  there  are  certain  yard- 
ticks  in  buying  that  advertisers  will 
ave  to  continue  to  use  regardless  of 
must  buy"  or  "minimum  buy." 

In  Nashville,  where  the  market 
annot  be  overlapped  or  reached  by 
ther  tv  stations,  we  don't  expect  the 
Elation  to  change  appreciably  as 
:>ng  as  a  favorable  economic  climate 
xists. 

WSM-TV.  due  to  the  strength  and 
restige  built  through  a  third  of  a 
entury  by  itself  and  its  sister  station, 
jVSM  Radio,  is  in  the  fortunate  posi- 
ion  of  having  a  number  of  supple- 
lentary  advantages  to  offer  adver- 
isers — national  as  well  as  local. 

The  nationally  known  and  recog- 
ized  pool  of  top  entertainment  talent 
n  the  pop,  rock-and-roll,  and  coun- 
ry  fields,  and  the  production  know- 
ow  that  is  unique  in  this  size  mar- 
et  has  provided  the  stations  with  a 
,ack  log  of  fabulous  acceptance  and 
n  audience  faith  that  has  grown 
nroughout  the  years. 

Many  factors  go  into  market  selec- 
ion.  but  we  hope  that  it  is  not  too 
lid  fashioned  to  suppose  that  ground- 
work laid  during  many  years  of 
roadcastin<i.  that  prestige  and  popu- 
irity.  ability  to  program  and  sell  cre- 
tively  will  still  play  a  part,  a  large 
ne,  in  market  consideration.  ^ 
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WCSII-TY   0 


NBC   Affiliate 


Portland,    Maine 


IT  DOESN'T  TAKE  A  VERY 
SHARP  PENCIL  TO  FIGURE  IT. 


In  fact,  one  look  at  the  Nov.  '58  ARB  Metro  Report  (and 
a  little  addition)  will  show  that  SIX  scored  more  quarter 
hour  firsts  than  the  other  two  stations  combined. 

Your  Weed  TV  man  has  five  straight  years  of  surveys 
that  similarly  prove  the  marked  viewer  preference  for  the 
programs  of  Northern  New  England's  service-minded  SIX. 
Ask  him  about  them. 


Q 


RADIO    STATIONS 

OF     MAINE 


WCSH-TV,  Portland 
WLBZ-TV,  Bangor 
WCSH-Radio,  'Portland 
WLBZ-Radio,  Bangor 
WRDO-Radio,  Augusta 


A  matching  schedule  on  Ch.  2  in  Bangor  saves  an  extra  5% 
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RADIO  BASICS/FEB. 


Facts  &  figures  about  radio  today 


1.  CURRENT  RADIO  DIMENSIONS 


Radio  homes  index 


Radio  station  index 


1958        1957 


49.2 
radio 
homes 


48.3 
radio 
homes 


51.1  50.2 

U.S.  homes    U.S.  homes 

Source:    A.    C.    Nielsen   estimate,    1    Nov.    each 
year,    homes    figures    in   millions. 


End  of  December  1958 

Stations                 CPs  not              New  station 

New  station* 

on  air                      on  air                   requests 

bids  in  hearing 

Am 

1         3326         1          114          1          470 

1 

119 

Fm 

578         1          117                     44 
End  of  December  1957 

1 

30 

Am 

1         3195         1          100          1         395 

1 

116 

Fm 

537                    53                     39 

9 

Source: 

FCC   monthly   reports,    commercial   stations.     *November   each 

year. 

Radio  set  index 


Set 
location 


Home 
Auto 
Public 
places 

Total 


1958 


1957 


95,400,000 
37,200,000 


90,000,000 
35,000,000 


10,000,000*     10,000,000 


142,600,000  135,000,000 


Source:     RAB,     1     July     1958,     1     July     1957, 
sets  in  working   order.     *No  new  information. 


Radio  set  sales  index 


Type 


Home 
Auto 


Total 


Nov.  1958  Nov.  1957 

1,031,674  925,620  6,686,506        7,689,841 

476,977  563,066  3,156,595        4,925,157 

1,508,651        1,488,686  9,843,101       12,614,998 

Source:  Electronic  Industries  Assn.    (formerly  RETJIA).    Home  figures  are  retail  sales, 
auto  figures  are  factory  production. 


11  Months 
1958 


11  Months 
1957 


2.  CURRENT  LISTENING  PATTERNS 

pilllllllllllllllillllllllllllHIIIIIIIIIIIli 

HOW  A  RADIO  STATION  AUDIENCE  GROWS:  4  TYPICAL  EXAMPLES,  BY  DAY  PARTS 


New  York  network  station 


Columbus  independent  station  2.6 


Birmingham  network  station 


San  Diego  independent  station  1.1 


Rating  per 

broadcast 

3-hr. 
cume 

2.7 

7.0 

2.6 

5.2 

2.0 

5.6 

1.1 

4.4 

Weekly 
cume 


6-9  a.m. 

11.1 

9  a.m.-Noon 

11.4 

Noon-3  p.m. 

10.5 

3-6  p.m. 

8.6 


4-week 
cume 

Episodes 
per  home 

18.4 

34.6 

25.2 

25.0 

21.6 

22.3 

17.5 

14.5 

Source:  NSI,  December  1958,  except  San  Diego,  which  is  November  1958;  in-home  Monday  through  Friday  only.  Per 
broadcast  ratings  are  by  15-minute  periods.  Cumulative  homes  are  unduplicated.  Episodes  per  home  are  averages  for 
four-week  period.    Stations  were  picked  at  random,  are  not  necessarily  representative  of  audience  levels  in  each  market. 
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1959 


as  basic  as  the  alphabet 


EGYPTIAN 


Since  its  appearance  in  the 
Garden  of  Eden,  the  serpent 
has  been  an  important 
symbol  in  the  writings  and 
legends  of  mankind.  To  the 
Egyptians,  this  snake-figure 
signified  cobra. 


PHOENICIAN 


Great  fishermen  as  well  as 
sailors,  the  men  of  Tyre 
varied  the  twisting  form  of 
the  Egyptian  word-sign  and 
made  it  their  letter  nun  (fish). 


GREEK 


Changing  as  it  passed  from 
one  ancient  region  to  an- 
other, the  nun  found  its  way 
across  the  Mediterranean  to 
Greece.  There,  it  became  the 
Athenians'  letter  nu. 


ROMAN 


From  Greek  colonies  in  Italy, 
Etruscan  merchants  brought 
the  letter  to  Rome  where 
stone  masons  eventually 
shaped  it  in  the  form  we 
know  as  N. 

Historical  data  by 

Dr.  Donald  J.  Lloyd, 

Wayne  State  University 


New  or  long-established,  every  product  deserves 
the  powerful  sales-thrust  provided  by  WWJ.  Dealers 
welcome  WWJ-advertised  brands  because  they  know  the 
station  moves  merchandise.  Listeners  prefer  WWJ  be- 
cause   it   gives   them    the    best   of    modern    radio   service. 

Now  is  the  time  to  line  up  Hugh  Roberts,  Faye  Eliza- 
beth, Dick  French,  Bob  Maxwell,  and  Jim  DeLand— to  be 
represented  in  the  exclusive  WWJ  "radio-vision"  studios 
at  Northland  and  Eastland  Shopping  Centers.  Buy  WWJ 
—  it's  the  basic  thing  to  do! 


M     M     M  M     M    M    ■  AM  and  FM 

WWJ  RADIO 

Detroit's  Basic  Radio  Station 


Owned  and  operated  by  The    Detroit    News 

NBC  Affiliate 

National  Representatives.  Peters,  Griffin,  Woodward,  Inc. 


JLNIote  how  wwj 
hits  the  target 

Seventy  per  cent  of  Michigan's 
population  commanding  75 
per  cent  of  the  state's  buying 
power  lives  within  WWJ's  day- 
time primary  coverage  area. 
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"Imagin' 


me  goin'  ta  collidge!"  WJAR-TV  made  nationwide  headlines  recently  when  it 
initiated  a  live  TV  course  on  the  history  and  philosophy  of  communism.  Full 
academic  credit  was  given  by  Providence  College  and  enthusiastic  letters  poured 
in.  Daring,  imaginative,  unorthodox  local  programming  like  this  is  the  biggest 
single  reason  why  WJAR-TV  consistently 
walks   off  with   the   lion's   share   of  the 

audience  in  the  Providence  Market.  Cock-of-the-walk  in  the  PROVIDENCE  MARKET 

NBC    •    ABC    •    Represented    by    Edward    Petry    &    Co.,    Inc. 


WJAR-TV 


CHANNEL  10 
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What's  happening  in  U.  S.  Government 
that  affects  sponsors,  agencies,  stations 


WASHINGTON  WEEK 


31  JANUARY  1959 

Capyrlght  1959 

SPONSOR 

PUBLICATIONS  INC. 


The  new  Congress  shows  signs  of  moving  slowly  on  communications  and  ad 
matters:  Obviously,  the  legislators  don't  particularly  know  where  they  want  to  go, 
when  or  how. 

The  Senate  Commerce  Committee  has  set  a  long  line  of  hearings,  all  but  the  dates,  but 
the  pattern  as  yet  is  hazy.  The  House  Commerce  Committee  has  no  idea  about  what  will  fol- 
low its  scheduled  reappraisal  of  pay-tv. 

The  bill  to  exempt  sports  enterprises  from  the  antitrust  laws  may  founder  for  a  good 
long  time,  because  of  the  fear  of  many  legislators  that  the  public  will  get  fewer 
sports  on  TV.  This,  despite  compromise  by  sponsors  of  the  measure  permitting  the  anti- 
trust laws  to  continue  to  apply  to  radio  coverage  of  sports  events. 


Television  and  advertising  can  draw  a  sigh  of  relief  at  the  unhorsing  of  Rep. 
John  Blatnik  (D.,  Minn.). 

Blatnik  was  chairman  of  a  House  Government  Operations  subcommittee,  and  in  that 
capacity  in  the  past  few  years  has  been  conducting  probes  of  the  truthfulness  of  advertising. 

The  Minnesota  Democrat  was  set  to  embark  on  similar  investigations  this  year  and  next, 
on  a  grander  scale  than  ever,  with  emphasis  on  tv.  But  the  committee  decided  to  cut  down  on 
the  number  of  subcommittees  and  reorganized  the  Blatnik  group  out  of  existence. 

Blatnik,  bitterly  disappointed,  said  he  hoped  one  of  the  remaining  subcommittees  would 
take  up  the  cudgels  for  him.    But  it  appeared  that  this  will  not  be  done. 


The  Senate  Commerce  Committee  began  this  week  with  hearings  on  grants  to 
the  states  to  construct  educational  tv  facilities:  The  group  had  tentative  plans  to  em- 
bark next  on  further  consideration  of  tv  allocations. 

Member  Mike  Monroney  (D.,  Okla.)  was  to  get  his  wish  for  further  hearings  on  tv  rating 
services,  probably  in  February,  and  set  for  New  York. 

Another  point  on  which  the  Committees  appeared  to  be  puzzled  as  to  direction  was  that 
concerning  whether  to  rebuild  the  FCC,  or  merely  to  adopt  more  rigid  rules  for  FCC 
conduct  of  its  business. 


The  Supreme  Court  refused  to  consider  the  case  in  which  Philco  sought  to 
intervene  in  the  RCA-Westinghouse  sale-trade  of  Cleveland  and  Philadelphia  radio- 
tv  outlets,  to  the  extent  of  opposing  renewal  of  NBC's  Philadelphia  licenses. 

This  has  the  effect  of  upholding  the  Appeals  Court  decision  directing  the  FCC  to  hear 
and  consider  Philco  allegations  that  NBC  operation  of  a  station  in  Philadelphia  would 
give  RCA  an  advantage  over  Philco  in  the  sale  of  electric  appliances. 


The  FCC  might  not  be  able  to  make  its  ban  on  VHF  boosters  stick.  Senators 
representing  the  mountain  states  are  up  in  arms.  They  claim  the  commission  has 
never  had  much  interest  in  seeing  that  small  and  isolated  communities  get  service. 

Resolutions  have  been  introduced  to  force  the  FCC  to  permit  the  VHF  boosters  under 
controlled  conditions  for  at  least  three  years. 
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Marketing  tools,  trends,  news, 
in  syndication  and  commercial 


FILM-SCOPE 


31  JANUARY  1959  The  top  development  of  the  current  season  in  syndication  to  date  is  the  movt 

cwyrioht  1959  by  CBS  Films  to  do  a  full  scale  series  on  videotape. 

sponsor  With  Robert  Herridge  as  producer,  the  "live  style"  entertainment  show  (tentative  title  is 

publications  inc.  Fancy  Free)  will  be  the  first  major  program  in  syndication  conceived  through  tape. 

Here  are  but  a  few  implications  of  this  new  development: 

•  A  breakthrough  into  tape  programing  expressly  for  syndication. 

•  The  importance  of  New  York  as  a  tape  production  center  with  its  pool  of 
Broadway  and  tv  talent  accustomed  to  "live"  performance. 

•  A  new  role  for  CBS  Films  as  a  pioneer  in  tape  syndication,  with  this  as  one  explana 
tion  of  the  move-over  of  Sam  Cook  Digges  from  WCBS-TV.  (Note  that  Herridge  and  othei 
new  executives  at  CBS  Films  likewise  came  up  from  WCBS-TV.) 

The  new  show  will  be  offered  first  for  network  sale,  with  four  half-hours  ready  h) 
April  and  with  13  to  be  completed  by  July. 

MCA  and  Lucky  Strike  are  running  into  some  unforeseen  difficulties  in  work- 
ing out  a  35  market  pattern  of  stations  for  Secret  Agent  7. 

Good  time  clearances  in  mid-season  are  hard  to  come  by  especially  since  the  series  is  (1) 
only  26  weeks  long  and  (2)  only  50%  sponsored. 

The  problem  of  finding  alternate  week  advertisers  is  being  eased  somewhat  with  Genesee 
beer  coming  in  for  several  New  York  state  markets. 

Look  for  a  month  by  month  advance  of  the  tape-plus-kine  formula  as  a  solu- 
tion to  videotape's  present  coverage  problems. 

The  advantage  of  the  combination  is  that  it  offers  tape's  rapid  and  inexpensive  editinp 
features  compared  to  film. 

While  these  kinescopes  are  below  tape  in  broadcast  standards,  they're  still  acceptable  tc 
a  number  of  smaller  outlets  without  tape  equipment. 

The  track  record  of  syndicated  series  continues  to  be  the  best  single  guide  to 
predicting  how  new  episodes  will  likely  do  in  the  future. 

In  the  hotly  contested  top  ten  cities,  a  syndicated  series  such  as  Silent  Service  averaged 
17.3  in  latest  through  December  ARB  ratings  for  1958,  which  compared  well  with  17.5  foi 
the  similar  rating  period  in  1957  despite  added  competition  from  new  outlets  in  San  Franciscc 
and  Pittsburgh. 

Here  are  those  ratings  and  shares  as  scored  in  individual  markets: 
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1958 

1957 

CITY                              RATING 

SHARE 

STATIONS 

RATING 

SHARE 

STATIONS 

Boston                          23.8 

60% 

3 

20.3 

60% 

3 

Chicago                        18.3 

31% 

4 

29.4 

54% 

4 

Los  Angeles                 10.6 

19% 

7 

7.3 

26% 

7 

New  York                     4.0 

7% 

7 

5.3 

8% 

7 

Philadelphia                26.0 

64% 

3 

16.4 

42% 

3 

Pittsburgh                   25.9 

52% 

3 

29.5 

60% 

2 

San  Francisco             10.8 

20% 

4 

20.6 

40% 

3 

Washington                 16.8 

34% 

4 

11.2 

33% 

4 

Note:   Comparison  not  accessible  in  Detroit 

and  St. 

Louis  because 

of  hiatus. 
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FILM-SCOPE  continued 


Humble  Oil's  first  use  of  an  entertainment  program — CBS  Films'  Rendezvous 
— ended  in  cancellation  after  the  first  showing. 

The  cause:  Complaints  to  Humble  from  Texas  and  New  Mexico  viewers  about  story 
content.  Oddly  enough,  the  authors  of  the  two  stories  involved  are  0.  Henry  and  Stephen 
Vincent  Benet. 

The  incident  may  merely  reflect  a  sectional  difference  in  viewpoint,  since  Rhein- 
gold  paid  a  record  price  for  the  series  in  New  York  and  other  markets  in  order  to  get  edi- 
torial supervision  of  scripts. 

Perhaps  reflecting  the  limited  opportunities  now  for  the  smaller  syndicator 
is  the  report  that  G-K-S  entered  last  week  into  merger  talks  with  NTA. 

Previously  the  Gross-Krasne-Sillerman  firm — organized  around  November — had  listened 
to  another  syndication  company's  merger  proposal. 

Syndicators  are  now  more  and  more  trying  to  build  selling  points  right  into 
program  concepts  from  the  start. 

These  three  CNP  shows,  for  example,  attempt  to  use  this  approach  in  different  ways: 

1)  Outpost  In  Space:    derives  appeal  from  daily  headlines. 

2)  The  Lawless  Years:  capitalizes  on  revived  interest  in  mood  and  fashions  of  the 
1920's.    (Series  is  refurbished  version  of  NBC's  Barney  Ruditsky.) 

3)  Philip  Marlowe:    cashes  in  on  the  highly  successful  Raymond  Chandler  character. 

The  December  newspaper  strike  caused  WCBS-TV,  N.  Y.,  to  change  its  Para- 
mount features  campaign  to  the  past  week  in  order  to  enjoy  the  full  benefits  of 
print  promotion. 

The  latest  hypo  for  CBS  TV  flagship  Late  Show  and  Early  Show,  valued  at  $125,000,  in- 
volved 30,000  lines  of  space,  $5,000  in  radio  time  plus  outdoor  and  other  media. 


COMMERCIALS:  Anticipation  of  new  business  has  resulted  in  a  two-way  ex- 
pansion at  Elliot,  Unger  and  Elliot. 

A  new  third  studio  has  been  taken  over  and  Betty  Luster  Associates  becomes  EUE's 
first  sales  representatives  for  commercials  and  for  kinescope  services,  which  include  commer- 
cials and  program  monitoring  and  checking. 

The  unions  situation  regarding  tape  may  well  get  some  important  clarifications 
as  a  result  of  a  jurisdictional  dispute  between  two  IA-family  cameramen's  unions 
last  week. 

A  conflict  arose  during  an  Edsel  commercial  being  made  by  Termini. 
The  incident  is  expected  to  press  home  the  need  for  simple  and  clear  ground  rules 
to  keep  tape  free  of  such  obstacles  from  now  on. 

Some  film  commercials  are  missing  out  on  a  lot  of  impact  through  the  wrong 
utilization  of  music. 

According  to  one  jingle  producer,  Music  Masters,  certain  agency  producers  are  still 
treating  music  in  commercials  the  same  way  music  was  haphazardly  added  on  by  piano  in 
the  days  of  silent  films. 

Especially  important  is  said  to  be  the  use  of  music  in  such  new  creative  styles  as  slnl"- 
motion,  where  visual  effects  often  depend  for  motivation  on  the  use  of  new  and  special  sounds 
and  music. 

(For  late  film  and  commercials  news,  see  FILM  WRAP-UP,  page  60.) 
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Stephen  Riddleberger  will  be  the  next  v.p.  in  charge  of  ABC's  o&o  stations. 

Official  announcement  of  his  switch  from  comptroller  is  due  shortly. 


Allied  Moving  Van's  buy  this  week  of  a  segment  of  Rawhide  on  CBS  TV  had  a 
touch  of  irony  for  NBC  TV  sales. 

For  the  past  year  Allied  has  been  getting  gratis  plugs  on  NBC's  The  Price  Is  Right  as 
a  contributor  to  the  program's  loot. 


At  least  one  spot  selling  operation  is  bent  on  diverting  advertisers  from  their  pen- 
chant for  short  spot  flights. 

CBS  TV  Spot  Sales'  new  client  relations  department  is  giving  top  priority  to  a 
drive  for  more  sustained  campaigns. 

Madison  Avenue  is  not  without  its  quaint  courtly  gestures: 

An  agency — after  resigning  an  account  this  week — got  an  in-transit-protection  from 
NBC  TV  on  an  order  that  had  been  okayed  by  the  client. 

The  i-t-p  rider  holds  the  period  until  the  next  agency  issues  a  written  order. 


A  Midwest  station  was  lucky  that  it  carried  a  Lloyd's  of  London  policy  covering 
the  longevity  of  a  treasure-hunt  listener  promotion. 

The  contest  wasn't  24-hours  old  when  a  farmer,  walking  his  field,  stumbled  across 

a  capsule  containing  the  station's  prize  check  of  $50,000. 


The  latest  survey  by  a  Madison  Avenue  agency  on  the  radio  station  situation  in 
the  New  York   (17-county)   metropolitan  area  showed  the  count  to  be: 

•  34  standard  band  stations,  eight  of  them  strictly  lingual  and  racial. 

•  18  commercial  fm  stations,  13  of  which  duplicate  or  simulcast  programs  on  stand- 
ard band  stations. 
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Accountmen  dealing  with  ad  managers  who  never  seem  to  know  what  they 
want  can  compare  their  tribulations  with  this  recent  episode: 

Between  the  time  the  copy  platform  was  agreed  on  and  the  spot  tv  campaign  actually 
went  on  the  air,  the  ad  manager  of  a  soft  goods  account  made  changes  in  the  audio 
and  video  script  on  24  different  occasions. 


Watch  for  a  Midwest  station  to  take  up  the  challenge  that  there's  one  facet  of  local 
coverage  that  radio  and  tv  can't  match  as  against  newspaper:    the  society  column. 

This  particular  radio  station — located  in  a  medium-sized  city — has  lined  up  an  ex- 
society  editor  and  is  polishing  up  the  format  before  putting  the  column  on  the  air. 

As  is  obvious,  tliis  type  of  chronicle  offers  the  newspaper  a  special  personal  edge  in 
its  relations  with  local  advertisers. 
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Nothing  else  like  it 

in  Greater  New  York 

IN  PROGRAMMING:  The  voice  of  WVNJ  is 
unique.  It's  the  only  radio  station  in  the  entire 
Metropolitan  New  York  area  that  plays 
just  Great  Albums  of  Music  from  sign  on  to 
sign  off  —  365  days  a  year. 

IN  AUDIENCE:  So  different,  too.  So  largely 
adult  —  so  able  to  buy  —  so  able  to  persuade 
others  to  buy.  And  in  Essex  County  alone 
(pop.  983,000)   WVNJ  dominates  in 
audience  —  in  quality  of  audience  — 
and  in  prestige. 

IN  VALUE:  It  delivers  the  greater  New  York 
audience  for  less  than  31c  per  thousand  homes  — 
by  far  the  lowest  cost  of  any  radio  station 
in  the  market. 

RADIO  STATION  OF    %[\Z  &TCtuatk  ^CtUS 

national   rep:   Broadcast  Time  Sales    •    New  York,  N.  Y.    •    MU  4-6740 
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WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


An  interview  with  the  Speaker:  In  line  with  Corinthian's  plans  for  expanded  news  pro- 
graming, Larry  Rasco  (1),  news  commentator  for  KGUL-TV,  Houston,  visited  the  Capitol  for 
the  opening  of  Congress.  He  also  taped  an  interview  with  Sam  Rayburn  (above)  for  his  show 


Three  for  a  dime:    That's  the  price  that  d.j.  R.  H.  Peck,  of  KGW,  Portland,  is  selling 
records  for,  in  front  of  a  local  high  school,  with  the  proceeds  going  to  March  of  Dimes 


53 


ADVERTISERS 


During  a  three-day  sales  confer- 
ence in  Boston  last  week,  Clicquot 
Club  beverages  unveiled  what  it 
calls  "the  nation's  biggest  radio 
program  promotion." 

The  campaign:  Every  Saturday 
night  in  selected  market  areas 
throughout  the  country,  the  company 
will  sponsor  three  and  one-half  hours 
of  dance  music. 

Another  promotion:  As  a  tie-in 
with  Paramount's  forthcoming  Danny 
Kaye  picture,  The  Five  Pennies, 
which  features  the  Clicquot  Club 
Eskimo  Band  of  some  years  ago,  the 
beverage  company  plans  merchan- 
dising tie-ins,  theater  premieres,  and 
radio  and  tv  spots. 

Western  Union  will  be  using  spot 
tv  to  plug  a  candy-gift  delivery 
service,  CandyGrams,  Inc.,  with 
Reach,  McClinton  as  the  agency. 

The  gimmick.  W  U  encloses  a  tele- 
gram into  a  box  of  candy  so  that  the 
message  becomes  an  integral  part  of 


England's  Miss  Tv  of  '58,  Janet  Munro, 
arrives  from  London  to  star  in  Hallmark's 
Berkeley  Square,  via  NBC  TV,  5  February 
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the  gift  box.  The  candy  is  stored  in 
freezers  in  Western  I  nion  offices. 

More  on  campaigns: 

•  Bonjoiu*    Instant     Coffee    of 

Cleveland  kicked  olT  last  week  one 
of  the  heaviest  1. 1),  saturation  cam- 
paigns in  the  history  of  Detroit,  via 
120  spots  per  week  on  four  tv  sta- 
tions. Bonjour  will  move  to  other 
markets  after  the  13  week  Detroit 
campaign  is  over.  Agency:  Lustig 
Advertising,  Cleveland. 

•  In  Detroit  also,  Nehi  has  granted 
the  Royal  Crown  franchise  to  the 
Vernor's  Ginger  Ale  Bottlers  in  that 
area.  (Denman  &  Baker,  Detroit,  is 
the  agency.)  Royal  Crown  is  going 
into  tv  spot  heavily,  and  Denman  & 
Baker  is  being  assisted  by  D'Arcy, 
Nehi's  national  agency,  with  one  min- 
ute film  commercials,  but  with  local 
Detroit  cut-ins. 

•  KleinerCs,  with  the  biggest 
campaign  in  its  80-year  history, 
will  use  daytime  network  tv  this 
spring  to  promote  its  notions  items 
and  swim  caps.  Calling  this  the  first 


time  a  notions  advertiser  is  in  net- 
work, Kleinert's  will  sponsor  NBC 
TVs  Truth  in  Consequences  and  The 
County  Fair.  Agency:  Grey. 


Top  level  officials  merged:  Most 
Judson  Dunaway  Corp.  officers 
have  joined  the  Drackett  Go.,  which 
acquired  the  former  concern  recently. 
Sam  Knox,  J.D.  president,  becomes 
executive  v.p.  in  charge  of  Drackett 
Products  Co.  Sales;  Eugene  Jalbert 
becomes  assistant  to  the  president  of 
Drackett;  Don  McDaniels,  to  assist- 
ant controller  and  George  Jaques.  to 
production  manager. 

Strictly  personnel :  Kenneth  Ar- 
lington, named  general  product 
manager  of  the  Toilet  Articles  divi- 
sion of  Colgate  .  .  .  Ogden  Knifnii, 
to  advertising  director  and  manager 
of  New  Products  division  of  Color- 
forms,  toy  manufacturers  .  .  .  Arthur 
Rosengarten,  appointed  Western 
regional  sales  manager  for   Ronson. 


AGENCIES 


Another  industry  group  has  been 

formed  on   Michigan  Avenue: 
The  Agency  Broadcast  Producers 

Workshop — the  first  organizations 
in  Chicago  limited  entirely  to  agenc) 
producers.  Their  purpose  is  much  the 
same  as  the  media  buyers  who 
formed  last  week.  (See  21  January 
SPONSOR-SCOPE.) 

At  their  first  meeting  held  this  past 
Wednesday  (28),  they  discussed  a 
new  method  of  infra-red  photography 
developed  by  MPO  Productions,  New 
York. 

More  about  new  groups  being 
formed  :  The  Hollywood  Advertising 
Glub  is  sponsoring  the  first  annual 
Broadcast   Advertising   Clinic,   to 

be  held  9  February  at  the  Hollywood 
Roosevelt  Hotel,  and  cover:  creativ- 
ity; tv  commercial  techniques;  and 
how  to  buy  tv  and  radio  more  effec- 
tively. ...  A  new  agency  network 
devoted    to    heavy7    emphasis    on    ex- 
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Getting  into  the  sports  act:  Personalities  at  WIIC,  Pittsburgh, 
pose  after  their  "basketball"  game  with  WCAE  at  half-time  during 
the  University  of  Pittsburgh — Carnegie  Tech  annual  basketball  tilt 


Second  group  in  the  hasketball  act:  This  time,  KDKA,  in  Pitts- 

burgh,   played   WCAE   during   half-time,   and   even   in    hula    skill-. 
proved    "no    great    shakes."     Final    score    of    their    game:     99-99 


Sports,  this  time  for  real:  Pat  Summerall  (center),  N.  Y.  Giant 
will  air  show  on  W-GRO,  Lake  City,  Fla.  With  him  (1  to  r)  Bill 
McDufne,  sponsor;  Bob  Dobelstein,  sis.  mgr. ;  Ray  Starr,  gen.  mgr. 


Back  to  the  basketball  front:  Newsmen  and  d.j.'s  of  WHLL, 
Wheeling,  played  against  a  group  in  Tiltonsville,  Ohio  before  some 
1,000    people,   adding   S625   to    the    High    Boosters    Club's   treasury 
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changing  creative  ideas  and  market- 
ing services  is  now  in  the  process  of 
being  formed  by  Raymond  Rosen- 
berg, president  of  Yardis  Advertising, 
Philadelphia.  Tentative  name:  Mar- 
keting Association  of  North 
America.  Purpose:  A  network  of 
medium-sized  agencies  ($500,000  to 
$1.5  million  billing  bracket)  to  meet 
and  exchange  ideas. 

Agency    appointments:    E.    &    J. 

Gallo  Winery,  from  DDB  back  to 
BBDO,  where  the  account  was  from 
1950-55  .  .  .  Revlon,  for  its  "Eye- 
Fresh",  to  Warwick  &  Legler  .  .  . 
Wershaw-Gould  Co.,  toy  manufac- 
turers' reps,  to  Product  Services, 
Inc.  .  .  .  Brand  Owners  Cooperative 
Association,  marketers  of  wine,  to 
Weiss  &  Geller  .  .  .  Lumber  & 
Builders  Supply  Co.  to  Armstrong, 
Fenton  &  Vinson,  San  Diego  .  .  . 
XETV,  Tijuana,  to  Heintz  &  Co. 
.  .  .  The  Solvents  &  Chemicals  Group, 
from  Edward  H.  Weiss  &  Co.,  to 
Stern,  Walters  &  Simmons,  Chi- 
cago .  .  .  The  B.  C.  Remedy  Co.,  from 
N.  W.  Ayer  to  C.  Knox  Massey  & 
Associates,  Durham,  N.  C. 

Account  resignation:  C.  H.  Mas- 
land  &  Sons,  carpet  manufacturers, 
by  Anderson  &  Cairns. 

Thisa  'n'  data:  Ralph  Head,  v. p. 

and  director  of  marketing  at  BBDO 
will  conduct  12  marketing  seminars 
this  spring  at  New  York  University 
.  .  .  Joan  Ellis  Shatkin,  publicity 
and  public  relations  director  of  the 
Ellis  Advertising  Co.,  Buffalo,  listed 
in  Who's  Who  of  American  Women 
.  .  .  Michael  Winow,  production 
manager  at  Ogilvy,  Benson  &  Mather 
and  the  first  man  hired  there  when 
the  agency  formed  in  1948,  honored 
on  his  10th  anniversary  with  0,B&M. 

Personnel  apointments :  Richard 
Cummins,  creative  chief  of  EWR&R 
.  .  .  Reginald  Dellow,  to  v.p.  in  the 
Chicago  office  of  Grant  Advertising 
.  .  .  William  Gillen,  to  assistant  to 
the  president  and  Wayne  Tiss,  suc- 
ceeding him  as  v.p.  in  Chicago  office 
at  BBDO  .  .  .  Frank  Armstrong, 
president  of  Sales  Communications, 
named  v.p.  of  McCann-Erickson  .  .  . 
George  Poris,  to  v.p.  of  SSC&B  .  .  . 
Dale  Anderson,  to  v.p.  and  account 
supervisor  at  Compton  .  .  .  Charles 
Wolfe,  creative  director  and  V.  C. 
Kenney,  v.p.  in  charge  of  creative 
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services  at  The  Griswold-Eshleman 
Co.  .  .  .  Four  new  board  members 
at  Grey  Advertising:  Leroy  Block, 
Hal  Davis,  Dr.  E.  L.  Deckinger 
and  Theodore  Kaufman. 

More  news  from  the  personnel 
front: 

Wright  Nodine,  to  account  super- 
visor at  Geyer,  Morey,  Madden  &  Bal- 
lard .  .  .  C.  Richard  Fornoff,  to  the 
account  service  division  of  Mar- 
schalk  &  Pratt .  .  .  Richard  Olanoff , 
to  the  creative  services  staff  at  Feigen- 
baum  &  Werman,  Philadelphia  .  .  . 
H.  Truman  Rice,  account  executive 
in  the  radio/tv  department,  Ketchum, 
MacLeod  &  Grove  .  .  .  Jack  Brussel, 
account  supervisor  and  director  of 
client  service,  C&W,  Detroit  .  .  .  Dick 
Meads,  to  the  Dick  Knoth  Advertis- 
ing Agency,  San  Diego  .  .  .  James 
Hayes,  to  a  public  relations  account 
executive  at  BBDO  .  .  .  Hubert 
Sweet,  to  the  New  York  office  of 
Doremus  &  Co.  as  director  of  broad- 
cast media. 


FILM 


The  importance  of  international 
program  sources  and  foreign 
markets  to  the  tv  film  industry 
was  underlined  last  week  by 
NTA's  creation  of  a  new  division, 
NTA  International  Inc. 

Under   Harold   Goldman    as   presi- 
dent, the  new  division  will: 

•  Handle  all  tv  film  and  theatrical 
film  sales  abroad  via  ten  offices. 

•  Negotiate  foreign  co-production 
with  the  BBC  and  with  other  sources. 

•  Also     handle     all     feature    film 
booking  to  theatres  and  tv  in  the  U.  S. 

Organizational  move :  Telestar 
Films  will  now  operate  under  name 
of  its  president,  Bernard  L.  Schubert. 

Production  notes:  Film  0  Radio 
of  Hollywood  planning  three  new  tv 
series  on  the  Bible,  music  and  sports 
.  .  .  Film  Clinic  of  New  York  offering 
new  post-production  film  services. 

Promotions:  WNTA-TV  took  ad- 
vantage of  armed  forces  cooperation 
to  promote  premiere  of  Citizen  Sol- 
dier. 

Commercials :  Stero  commercials 
being  delivered  by  Tele-Sound  of 
Washington,     D.     C.      ...     Fred 


Raphael  leaves  JWT  to  become 
client  relations  manager  for  Video- 
tape Productions  .  .  .  Don  Gilman 
named  art  director  for  Filmways  .  .  . 
Playhouse  Pictures  reports  11% 
rise  in  1958  commercials  production 
.  .  .  Bob  Ganon  becomes  v.p.  and 
general  manager  of  TV  Spots  .  .  . 
Len  Levy  is  new  chief  executive  of 
Robert  Lawrence  office  in  Chicago  .  . . 
Music  Makers  make  sound  track  for 
Ford  and  Thorn  McCann  commercials. 

Strictly  personnel:  Ziv  appoints 
James  Weathers  as  general  man- 
ager of  World  Broadcasting  and 
Robert  Klein  as  Pittsburgh  account 
executive  in  syndication  .  .  .  George 
Gruskin  has  formed  his  own  crea- 
tive consultation  office  .  .  .  WPIX 
names  John  A.  Patterson  v.p.  and 
sales  manager  and  Alida  Mesrop  as 
publicity  manager  .  .  .  William  A. 
Cornish  is  appointed  national  sales 
director  for  Flamingo  .  .  .  Kurt 
Blumberg  joins  UA-TV  as  admini- 
strative assistant  to  executive  v.p. 
Bruce  Eells  .  .  .  Melvin  Danheiser 
joins  NTA's  foreign  staff .  .  .  Michael 
Nidorf  named  U.  S.  program  repre- 
sentative for  Radio  Luxembourg;  he's 
an  ITC  board  member. 


NETWORKS 


The  Peter  Reeves  N.  Y.  grocery 
chain  is  trying  to  cash  in  on  an 
FTC  finding  regarding  network 
o&o  stations  merchandising 
plans. 

It  filed  a  $500  thousand  suit 
against  ABC,  CBS  and  NBC  alleging 
that  the  stations  discriminated  against 
Reeves  door  by  not  giving  them  a 
proportionate  amount  of  time  on  the 
air  under  these  plans. 

Network  sales:  Helene  Curtiss  (Ed- 
ward H.  Weiss)  for  three  NBC  TV 
shows:  Northwest  Passage,  %  of  El- 
lery  Queen,  and  %  °f  Cimarron  City 
.  .  .  Mutual  reports  eight  magazines 
using  its  time  for  circulation  draw- 
ing: Popular  Science,  Reader's  Di- 
gest, Coronet,  True,  Argosy  Esquire, 
Look  and  Time  .  .  .  Mentholatum  Co. 
(JWT)  for  alternate  Mondays  on 
NBC  TV  News  —  Huntley -Br  inUey 
Report. 

Network  sales  re  specials :  Rexall, 

for  Frances  Langjord  Presents,  15 
March,  NBC  TV  .  .  .  P&G  and  Ben- 
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rus,  for  the  Emmy  Awards,  6  May, 
InBC  TV  .  .  .  Mercurylincoln-Ed- 

sel  joins  Timex  on  the  Phil  Harris 
\Show  6  February,  NBC  .  .  .  Timex, 

for  Y>  of  the  Mary  Martin  Show,  29 
March,  NBC  TV.     (See  SPONSOR- 
SCOPK  for  prices  and  more  news  on 
i  specials.) 

Programing  note:  Bing  Crosby 
Productions,  in  partnership  with 
ABC  TV,  begins  filming  next  week 
the  first  in  a  series  of  10  tv  programs. 
The  film — Lincoln  Jones,  a  half-hour 
drama. 

Network  affiliations:   WO  AY,  Oak 
Hill,  W.  Va.,  to  CBS  TV  .  .  .  WHAY, 
Hartford-New    Britain    and    WBLG 
;  Lexington,  Ky.  to  ABC  Radio. 

Network  personnel  news:  Nor- 
man Raeusin,  appointed  director, 
j  business  affairs,  NBC  TV  .  .  .  Wil- 
liam Koblenzer,  to  ABC  as  an  ac- 
count executive. 


RADIO  STATIONS 


•  KYW,  Cleveland,  has  a  new 
campaign  in  full  swing,  dubbed 
"The    Nicest    Things    Happen." 

This  three  month  promotion  will  in- 
clude: A  pictorial  theme  of  smiling 
faces  in  trade  ads,  mailing  pieces,  car 
cards  and  billboards;  point-of-pur- 
chase  display  promotion  for  KYW's 
advertisers  during  Kroger  food  stores 
sales  weeks;  apothecary  jars  to  agen- 
cy personnel  on  Valentine's  Day;  two 
free  drinks  to  agency  executives  on 
their  birthday ;  the  "nicest  things  hap- 
pen" theme  tied  in  to  programing; 
and  a  listener  contest. 

Ideas  at  work: 

•  Mobile  merchandising:  This 
is  a  new  promotion  at  the  point  of 
sale  for  KGO,  San  Francisco,  adver- 
tisers. Art  Abell,  merchandising  man- 
ager of  the  station,  visits  various  su- 
permarkets to  spin  records  in  a  simu- 
lated broadcast  booth,  interview  shop- 
pers, pour  free  coffee  for  everyone 
and  conduct  a  quiz  for  shoppers,  with 
the  prizes  including  the  sponsor's 
products. 

•  KSO,  Des  Moines  pulled  20,000 
entries  in  one  week  as  a  result  of  a 
three-way  contest  sponsored  by  the 
station,  Safeway-Thriftway  stores  and 
the  Gift  House  Stamp  Company.  The 
fen  test:  KSO  announces  10  Gift 
House  game  items  each  week;  entry 


blanks  arc  al  the  loud  stores;  and  the 
station  handles  the  mail,  awarding 
stamps  for  correct  items. 

•  New  editorial  polic)  al  \\  H1L, 
Boston:  station  takes  a  stand  on  an 
issue  and  then  the  people  who  are  in- 
volved  arc  contacted  and  a  two  min- 
ute editorial  tape  is  made,  then  aired 
once  an  hour.  A  copy  of  the  editorial 
is  sent  to  the  opposition,  with  an 
invitation  for  rebuttal  with  equal 
time. 

•  To  aid  commuters:  KSFO,  San 
Francisco,  installed  a  special  phone 
enabling  commuters  to  call  the  sta- 
tion during  rush  hours  and  get  a  de- 
tailed report  on  traffic  conditions. 

Among  the  daffodils:  Red  Evans, 
d.j.,  WTAL,  Tallahassee,  went  on 
the  air  simultaneously  with  Peter 
Tripp,  d.j.  on  WMGM,  New  York, 
in  a  contest  to  see  who  could  stay 
awake  the  longest  .  .  .  Two  d.j.'s  at 
WWDC,  Washington,  are  involved 
in  a  diet  contest — with  both  munch- 
ing celery  and  apples — to  see  who 
can  lose  weight  quicker  —  Mike 
D'Arcy,  news  director  at  KBUZ, 
Phoenix,  is  playing  the  game  of 
"hide  and  seek"  with  the  listeners. 
Clues  are  aired  as  to  his  whereabouts, 
with  a  $1,000  reward  for  finding  him. 

News  from  the  f m  front :  KDUO, 

in  Southern  California,  begins  com- 
mercial broadcasting  20  February, 
with  a  primary  signal  of  83,000  watts 
that  will  cover  93%  of  the  populated 
area.  New  general  sales  manager: 
Larry  Smith  .  .  .  KYW-FM,  Cleve- 
land, began  expanding  its  program- 
ing schedule  last  week.  New  hours: 
noon  to  midnight  seven  days  a  week 
.  .  .  KRON-FM,  San  Francisco,  will 
resume  regular  programing  in  Feb- 
ruary. 

Language    change    over:    KEXX, 

a  Spanish-language  station  in  San 
Antonio,  discontinues  operations  this 
week,  to  be  replaced  by  an  all-Eng- 
lish station,  KARS  .  .  .  Another  call 
letters  change:  Effective  this  week, 
the  Yankee  Network  will  change  its 
\\  aterbury,  Conn.,  affiliate  to  WATR 
.  .  .  Station  purchase:  WHAM  & 
WHFM,  Rochester,  to  the  Genesee 
Broadcasting  Corp.,  whose  principle 
stockholders  are  the  Century  Thea- 
tres and  Henry  I.  Christal  Co. 

New  business  notes:  Sav-On  Drug 
Stores  has  signed  for  $175,000  worth 


of  spots  and  programing  on  KFWB. 
Los  Angeles  .  .  .  Wh  \Z.  <  ihai  leston 
W.  Va.,  will  carry  the  Cincinati  Bed- 
leg  baseball  games  for  Berger  Beer 
.  .  .  KXA,  Seattle's  new  series,  North- 
west Narratives,  to  be  sponsored  by 
Peoples  National  Bank  .  .  .  WDAF, 
Kansas  City,  to  air  the  Athletics  base- 
ball games  for  The  Skelly  Oil  Co.  and 
Schlitz  Brewing  Co. 

Thisa  'n'  data:  That  echo  chambei 
development  out  of  West  Germany 
I  EMT-40)  is  being  used  by  stations 
now  for  stero  effect  as  well  as  a  gim- 
mick for  news  shows.  The  mechan- 
ism covers  8x3x1  feet  .  .  .  KWK,  St. 
Louis,  is  circulating  the  results  of  an 
auto  survey  it  took  this  past  Decem- 
ber. The  interview:  Out  of  1107 
autos  surveyed,  53%  of  the  auto  ra- 
dios were  in  use,  and  a  breakdown  of 
listenership  showed  KWK  in  first 
place  .  .  .  Hank  Shepard,  general 
manager  of  WAMP  &  WFMP, 
Pittsburgh,  will  head  the  radio  com- 
mittee for  the  annual  Advertising 
Week  campaign,  8-14  February. 

Station  staffers:     Stan  Richards, 

program  director  of  WILD,  Boston, 
appointed  v.p.   of  the  Noble   Broad- 
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casting  Corp.  .  .  .  Alexander  Hun 

ter,    named    assistant    to    the    v. p. 
broadcasting  division.  kl\G  Broad 
casting  Co.,  Seattle  .  .  .  Erwin  Nee 
dies,  to   sales  manager  for  WMAS 
Springfield,  Mass.  .  .  .  Ed  Winton 
to   general    manager    of   KITE,    San 
Antonio  .  .  .  Don  Ross,  program  d 
rector,  KFMB,  San  Diego  .  .  .  Arn 
old  Peterson,  farm  director,  WOW 
Omaha  .  .  .  Joe  Morris,  to  business 
manager  and  assistant  to  the  v.p.  and 
general  manager  of  WKIX,  Raleigh, 
N.  C.  .  .  .  Cliff  Miehaels,  public  re- 
lations director,  KAKC,  Tulsa  .  .  . 
Russell    Wittberger,    to    the    sales 
staff  of  WEMP,  Milwaukee  .  .  .  Paul 


Downs,  account  executive  at  WAVY,         Reps,    Inc.,    are 

Norfolk-Portsmouth.  wrist-alarm    watch 


wearing    Helbroi 


REPRESENTATIVES 


Bill  Maillefert  last  week  left  the 
Edward  Petry  Co.  where  he  vas 
v.p.  in  charge  of  radio. 

Maillefert.  who  joined  Petry  in 
1950,  is  taking  a  vacation  before  de- 
ciding what  he  wants  to  do  next. 

Ben  Holmes  has  moved  over 
from  tv  sales  to  take  Maillefert's  spot. 


Campaigns  and  contests: 

•   All     radio     salesmen     of 


1I-R 


1 


2 
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OdyWJAC-TV 
Puts  this  vital  market  in  your  hands 


FACTS  FROM  N.C.S.~ln  the  Johnstown-Altoona  Total  Coverage  Area 
WJAC-TV  is  seen  in  533,290  homes  each  week  at  night,  in  457,430 
homes  each  week  during  daytime.  In  14  out  of  21  counties,  WJAC-TV 
gives  80  to  lOCFo  coverage  of  all  TV  homes!  iN.C.S.  Report  'No.  3, 
Spring,  19581. 

FACTS  FROM  A.R.B.--ln  Cambria  County,  WJAC-TV  leads  WFBG-TV 
by  92%  to  38%  In  Blair  County--WFBG-TV'S  home  grounds--WJAC-TV 
is  a  mere  5°u  behind  this  competitor!  It  adds  up  to  hard,  cold  proof 
of  viewer  preference.  IA.R.B.  Study,  Feb.,  1958). 


FACTS  FROM  TRENDEX-- 

There  are  some  mighty  in- 
teresting figures  on  how 
WJAC-TV  stacks  up  in 
fringe  areas  against  Pitts- 
burgh stations.  Get  all  these 
important  facts  and  figures 
from  your  Kntz  Man1 


SERVING  MILLIONS  FROM 
i     .         ATOP  THE  ALLEGHENIES 


u  nst-alarm  watches  in  a  campaigr 
to  Help  conserve  timebuyers'  time 
The  campaign  calls  for  H-R  salesmer 
to  determine  the  time  needed  for  his 
sales  call,  then  set  his  alarm  accord 
ingly.  When  it  goes  off,  he  winds  up 
his  pitch,  and  leaves. 

•  He's  a  winnah:  David  Grimm, 
account  executive  at  Edward  Petry 
Co.  became  an  Honorary  Colonel  in 
the  Confederate  Army,  as  a  result  ol 
winning  a  tv  sales  contest  for  WSM 
TV,  Nashville.  Second  prize:  $500, 
in  Confederate  money. 

Rep  appointments :  Walker-Ra- 
walt  Co.,  for  the  Key  Chain  Sta- 
tions' WKCB  &  Q,  Berlin,  N.  H.,  and 
WBNC,  Conway,  N.  H.,  in  Boston,  At- 
lanta, Chicago,  Los  Angeles,  and  San 
Francisco.  Breen  &  Ward  remain 
reps  for  New  York  .  .  .  Clyde  Mel- 
ville Co.,  for  KVKM-TV,  Monahana, 
Tex.,  for  the  Southwest  area.  Everett- 
MeKinney  remains  national  reps. 

Strictly  personnel:    Paul  Holter, 

named  head  of  the  radio  sales  depart- 
ment of  the  San  Francisco  office  of 
Avery-Knodel  .  .  .  Roger  Sheldon, 
to  the  sales  staff  in  the  Los  Angeles 
office  of  Adam  Young  .  .  .  Frank 
Hussey,  to  the  New  York  office  of 
CBS  TV  Spot  Sales  .  .  .  Franklin 
Wheeler,  Jr.,  to  the  tv  sales  staff  in 
San  Francisco  office  of  The  Katz 
Agency. 


TV  STATIONS 


Cleveland  businessmen  were  told, 
this  week,  that  they  have  not 
fully  realized  the  role  of  tv  as  a 
powerful  sales  tool. 

The  teller:  A.  W.  "Bink"  Dan-  | 
nenbaum,  v.p.  in  charge  of  sales  for  5 1 
Westinghouse  Broadcasting  Co.  The  I 
occasion :  a  talk  before  the  Cleveland  1 1 
chapter  of  the  4A's. 

To  better  acquaint  agency  people 
with  tv's  potential  in  their  client's! 
growth,  Dannenbaum  explored  the 
characteristics  of  the  Cleveland  mar- 
ket and  pointed  out  these  factors: 

•  Local  advertisers  spend  $2.72  a 
home  per  home  a  year  for  tv  adver- 1 
tising  in  Northeast  Ohio,  whereas  the ! 
ratio    in    many    major    markets    is 
higher. 

•  The  sales  potential  in  this  indus- 
trial city  is  "fantastic,"  and  the  set 
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Knetration  is  among  the  highesl 
(95%  of  area  homes  have  receivers), 
yet  area  business  men  have  failed  to 
take  advantage  of  tv's  impact. 

"I  say  to  you  with  all  the  convic- 
tion that  I  can  muster,"  concluded 
Dannehaum,  "that  had  it  not  been 
for  the  invention  of  tv  and  its  use  as 
an  advertising  medium  shortly  after 
the  war,  the  American  economy  as 
we  have  known  it  in  the  past  10  years 
could  not  have  been  possible." 

Tv's  share  of  total  advertising 
dollars  in  1958  hit  "an  all  time 
high  of  13.7%"  stated  TvB's 
Norman  Cash  in  a  year-end 
round  up  of  tv. 

Highlights  of  this  report: 

•  Total  tv  revenue  for  time,  tal- 
ent and  production,  in  1958,  was  8% 
higher  than  1957,  reaching  to  $1,394 
million. 

•  Of  this,  network  tv  tallied 
$720  million  for  the  year:  spot  tv, 
$398  million;  and  local  tv,  $276 
million. 

•  1958  saw  an  increase  of  2.3  mil- 
lion new  tv  homes,  bringing  tv  to 
85%  national  coverage. 

•  Over  20  new  tv  stations  went  on 
the  air.  bringing  the  total  to  510. 

•  The  morning  tv  audience,  com- 
pared to  1957.  increased  by  16% ; 
the  afternoon  by  5%;  and  evening 
In    5%. 

Ideas  at  work: 

•  WCAU-TV,  Philadelphia  is 
holding  a  contest  for  agency  execu- 
tives to  promote  its  Paramount  film 
package.  Agency  executives  were  pre- 
sented with  a  "What's  Your  Movie 
I.Q."  questionnaire,  for  the  purpose 
of  identifying  pictures  of  20  Para- 
mount films.  Prize  includes  a  port- 
able tv  set. 

•  Know  the  city:  WSJV-TV, 
South  Bend,  is  holding  a  contest  on 
its  Movie  Time  show,  where  the  an- 
nouncer will  walk  across  a  scene 
flashed  on  the  screen.  Contestants 
who  recognize  five  weekly  scenes  of 
the  citv.  win  a  tv  set. 

•  KTVH,  Wichita-Hutchinson,  to 
promote  its  Rescue  <"  svndicated  se- 
ries, paraded  two  gals  dressed  as  fire- 
fighters down  the  citv  streets,  dis- 
tributing handbills  about  the  show. 
Girls  found  2.000  pedestrians  even 
though  the  temperature  that  day  was 
hovering  near  zero. 


Kudos:  Bruce  Caldwell, of  KOMO- 

1  v',  Seattle,  received  a  special  award 
from  the  Keep  Washington  (ireen  As- 
sociation, for  his  fire  prevention  ef- 
forts .  .  .  Harold  Christian,  v.p.  <>f 
merchandising  at  WXYZ,  Inc.,  De- 
troit, awarded  life  membership  from 
lli.-  Detroit  Association  of  Grocer 
Manufacturers  Representatives. 


On  the  personnel  front :  Avery 
Chenoweth,  named  program  direc- 
tor of  WSAZ-TV,  Charleston-Hunt- 
ington .  .  .  James  Neidigh,  to  sales 
manager  of  KING-TV,  Seattle  .  .  . 
Joseph  Cain,  president  of  P.R.  Mall- 
ory  &  Co.,  Indianapolis,  elected  to 
the  board  of  Gross  Telecasting  .  .  . 
Robert  Novak,  to  assistant  program 
manager  of  KPIX,  San  Francisco  .  .  . 
Mart  j)aniels,  v.p.  in  charge  of  pro- 
grams for  Theatre  Network  Tv,  Inc. 
.  .  .  Bobby  Davidson,  merchandis- 
ing man  at  WAVY-TV,  Norfolk- 
Portsmouth  .  .  .  Alida  Mesrop,  man- 
ager of  publicity  for  WPIX,  New 
York  .  .  .  Frank  Arney,  assistant 
farm  director  of  WOW-AM  &  TV. 
Omaha  .  .  .  Phil  Sanford,  account 
executive,  WTVJ.  Miami.  ^ 


BRIGGS  &  CO. 

(Cont'd  from  page  41) 

mentions  average  07' I   over-all  I . 

Two  years  ago,  when  most  super- 
markets lost  some  of  their  ardor  for 
private  labels  (and  in  most  cases  cut 
out  roughly  half  of  them),  this  par- 
ticular sit  jation  eased  somewhat  for 
Briggs.  The  company  was  able  to 
concentrate  on  promoting  an  ice 
cream  product  it  had  introduced  in 
1955. 

By  now.  Briggs  had  a  radio  sched- 
ule on  WTOP  spread  throughout  the 
day:  alternating  participations  in 
Evans'  early  morning  and  afternoon 
shows  and  a  five-minute  show  at  5:55 
p.m.  in  which  Evans  told  human  in- 
terest vignettes.  This  show  was  de- 
veloped specifically  for  Briggs  to  pro- 
vide some  prime  time  coverage. 

"Media  strategy  for  the  ice  cream 
was  identical  to  that  of  the  meat 
line."  savs  account  executive  Bill 
Mulletl  of  Kal.  Ehrlich  &  Merrick. 
Washington.  D.  C.  "To  link  it  with 
the  Briggs  name  called  for  using  the 
same  personality  we  were  alread\ 
identified  with.  Evans  alternated 
meal  and  ice  cream  announcements. 


linking    the    two    products    wherever 
possible." 

\\  ilh  ils  more  elaborate  product 
setup,  Rriggs  currently  also  has  a 
more  elaborate  air  media  schedule 
which  looks  something  like  this: 

In  radio: 

•  Show.  5:55  p.m.  (with  Mark 
Evans,  now  three  limes  a  week). 

•  Participations,  60  seconds,  alter- 
nating afternoon  and  early  morning 
I  Mark  Evans) .    Six  a  week. 

•  Announcements,  30  seconds.  163 
a  week,  on  three  other  stations. 

In  tv: 

•  Announcements,  38  per  week. 
Two-thirds  are  I.D.'s;  one-third  are 
20's.  between  4  and  10:30  p.m. 

•  Participations,  three  per  week  in 
children's  show-. 

"Children  not  only  have  a  great 
deal  to  say  about  what  is  purchased," 
says  a.e.  Bill  Mullett,  "but  they  are 
more  susceptible  and  their  recall  is 
higher  than  among  adults." 

Briggs  reaches  all  its  audiences 
with  a  budget  currently  about  equally 
divided  between  radio  and  tv—  dis- 
tributed in  a  pattern  that  hit>  every 
consumer  level  at  all  times  of  da\ .  ^ 
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PARTI-DAY 

[Cont 'd  from  page  38) 
little  direct  influence  in  the  initial 
buying  decision.  The  survey  showed, 
for  example,  that  there  was  a  slight 
tendencj  <>f  Parti-Day  to  appeal  to 
larger  families:  71.7%  of  Parti-Day 
purchasing  families  consist  of  four 
or  more  members.  The  survey  also 
showed  that  97%  of  the  Parti-Day 
families  use  it  on  ice  cream  I  almost 
all  users  of  toppings  also  do  so),  4% 
use  it  in  hot  chocolate,  16' '<  use  it 
in  chocolate  milk  and  13%  use  it  on 
cake  or  pudding. 

So  much  for  the  survey.  Getting 
back  to  the  all-important  subject  of 
sales,  the  lust  two  weeks  reported 
showed  a  new  peak  in  shipments  to 
wholesalers.  From  1  through  15  Janu- 
ary, shipments  to  wholesalers  reached 
a  level  of  1,595  cases,  making  a  total 
of  5,435  cases  shipped  since  the  test 
began  in  the  Green  Bay  area.  During 
the  same  two-week  period,  311  cases 
were  shipped  in  Milwaukee,  where 
there  is  no  advertising  at  present, 
and  where  part  of  the  Parti-Dav  ship- 
ments end  up  at  A&P  and  National 
Tea  stores  in  the  Green  Bav  area. 

The  latest  shipment  figure  com- 
pares with  350  cases  during  the  last 
half  of  December.  It  was  thought  at 
first  that  the  350-case  figure  was  a 
reflection  of  the  fact  the  Parti-Dav 
had  to  fight  Santa  Claus.  While  Parti- 
Day  is  a  party  item,  other  party  items 
also  compete  against  it  during  the 
Yule  season  and  stores  will  push 
those  items  that  are  strictly  Christ- 
mas products  first  since,  if  the  Christ- 
mas items  are  not  sold,  the  store  is 
stuck  with  them. 

However,  further  reflection  and  a 
study  of  the  sales  figures  made  clear 
that,  though  Christmas  is  a  problem, 
it  could  not  explain  a  jump  of  almost 
five  times  in  sales  from  the  second 
half  of  December  to  the  first  half  of 
Januarv.  In  the  first  place,  case  ship- 
ment figures  represent  wholesalers 
replenishing  their  stocks,  not  stores. 
A  wholesaler  who  buvs  Parti-Dav 
during  the  second  half  of  December 
is  not  stocking  up  for  Christmas 
sales;  rather,  he's  stocking  up  for 
Januarv  sales. 

Furthermore,  it  became  apparent 
when  the  semi-monthh  shipment  fig- 
ures were  studied  that  the  boom-and- 
bust  sales  pattern  exhibited  during 
the  15  December-15  Januarv  period 
was  symptomatic  of  the  entire  tv  test 
period.   Without   exception,   the   pat- 


tern of  peaks  and  valleys  showed  up 
every  month  I  see  chart  on  page  36  I . 

The  reason,  explained  Bower,  the 
food  brokers  merchandising  man- 
ager, is  simply  that  wholesalers  are 
ordering  too  conservatively.  "What 
happens,"  he  said,  "is  this:  the  whole- 
saler will  take  a  small  order  despite 
our  urging  that  he  take  more.  Then, 
suddenly,  store  orders  turn  out  to  be 
bigger  than  the  wholesaler  thought 
and  he's  out  of  stock.  The  next  time 
he  orders  in  larger  quantities,  but,  in 
the  meantime,  Parti-Dav  has  lost 
sales.  Then  the  next  time  it  starts  all 
over  again." 

Bower  was  confident  that  whole- 
salers will  shortly  get  the  point  that 
tv  is  effectively  pushing  the  product 
and  will  buy  in  a  more  orderly  fash- 
ion. For  this  reason,  he  felt  that  the 
second  13  weeks  would  rack  up  even 
bigger  sales  than  the  first  13. 

"We're  not  dissatisfied  with  the 
way  sales  are  going  so  far."  Bower 
explained.  "As  a  matter  of  fact,  we're 
doing  better  than  we  expected.  We 
had  figured  originallv  on  an  adver- 
tising cost  of  $1  per  case.  The  $1 
figure  is  a  reasonable  one  for  intro- 
ducing a  new  product.  That  means  a 
sales  target  of  10,000  cases  for  the 
26-week  period.  Well,  we've  sold  over 
5,400  so  far  and  we  should  do  even 
better  during  the  next  three  months. 
We  could  hit  15.000  cases.  That's 
about  66^  a  case  in  advertising  costs, 
which  is  prettv  good." 

(Parti-Day  wholesales  at  $4.75  for 
a  case  of  12.  Gross  retail  markup  is 
thus  $1.13  per  case.) 

Bower  felt  that  another  reason  for 
the  January  sales  jump  was  the  large 
number  of  upcoming  in-store  demon- 
strations. About  five  have  been  run 
so  far  and  another  15  are  in  the 
works.  With  Kuehn  salesman  lining 
up  demonstrations  and  stores  pre- 
paring them,  there's  a  feedback  from 
the  store  level  resulting  in  more  sales. 

The  demonstrations  are  put  on, 
without  exception,  by  dairy  firms. 
They  usuallv  involve  an  ice  cream- 
Parti-Day  tie-in.  During  the  Christ- 
mas season,  when  dairy  firms  were 
more  concerned  with  egg  nog  and  the 
like.  Parti-Dav  demonstrations  were 
hard  to  push. 

Originally,  Bower  said,  the  ice- 
cream makers,  who  have  demonstra- 
tors on  their  navroll,  came  to  Parti- 
Day.  Now.  the  demonstrations  are 
snowballing.  As  a  result,  Bower 
hopes  (and  expects) ,  so  will  sales.   ^ 


IMAGERY-TRANSFER 

{Cont'd  from  page  39) 
sumed  when  the  next  Todd-AO  spec- 
tacle comes  along,  Keough  says. 

(4)  On-the-air  trouble  shooting. 
Stand-by  slides  and  copy  for  as 
many  as  six  current  films  are  kept  on 
hand  at  the  station,  so  that  a  picture 
plug  can  be  switched  early  in  an 
evening  or  weekend  to  give  support 
to  a  theater  whose  gate  is  in  momen- 
tary trouble. 

(5)  Radio  transfer.  A  schedule 
of  60's  provides  a  distinct  carry-over 
from  tv.  Taped  excerpts  from  the 
sound  track  are  used  in  fully-pro- 
duced spots,  much  as  they're  used  in 
the  corresponding  tv  announcements. 

(6)  Newspaper  transfer .  Dis- 
play ads  in  the  ordinary  sense  have 
all  but  vanished  from  Cooper's  ad- 
vertising in  the  past  couple  of  weeks. 
Thev  have  been  replaced  by  smaller 
"editorial"  ads — two  paragraphs  of 
synopsis  tied  to  the  impressions  cre- 
ated on  radio  and  tv. 

To  put  these  commercials  together, 
promotional  and  publicity  trailers 
are  screened  by  Phil  Keough  and 
station  staffers.  Out  of  these  sessions 
come  copy  and  art  ideas. 

The  schedule  began  23  June,  1958. 
It  calls  for  a  minimum  of  18  an- 
nouncements a  week,  mostly  60's. 
Slides  are  used  in  the  20's.  The  15- 
minute  program  was  added  for  the 
three-months   "South   Pacific"    push. 

What  has  the  tv  approach  done  for 
the  chain?  City  manager  Phil  Keough 
cites  some  random  examples  from 
Omaha : 

(1)  "The  Beluctant  Debutante." 
Average  first-week  gross  in  cities  the 
size  of  Omaha:  $3,000  to  $5,000. 
First  week  Omaha  gross:  $7,000. 

(2)  "Imitation  General."  Average 
first  week  gross  in  cities  the  size  of 
Omaha:  $3,000  to  $4,500.  First 
week  Omaha  gross:  $6,000. 

(3)  When  a  distributor  refused  to 
allocate  any  of  the  ad  budget  for  a 
certain  picture  to  tv,  Keough  includ- 
ed it  anyway.  Result:  a  two-week 
gross  of  $20,000  as  opposed  to  $6,000 
and  $8,000  grosses  in  cities  twice 
Omaha's  size. 

Cooper  Foundation  theaters  are  an 
owned  subsidiary  of  the  Cooper 
Foundation,  a  charitable  fund  set  up 
by  Oklahoma  businessman  Joseph 
Cooper.  Kenneth  E.  Anderson  is 
general  manager  of  the  parent  Cooper 
Foundation,  headquartered  in  Lin- 
coln, Neb.  ^ 
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BEER 

(Cont'd  from  page  29) 

year;  it  will  take  an  awful  lot  of 
advertising  to  ever  reach  that  again. 

If  the  future  looks  fairly  bright  for 
a  few  big  breweries  engaged  in  a 
struggle  to  gain  sales  and  widen  dis- 
tribution, il  looks  somewhat  bleak 
for  the  small  local  breweries  caught 
in  the  cross-fire.  This  just  about  sum- 
marizes the  marketing  revolution  tak- 
ing place.  It  also  must  be  remembered 
that  the  revolution  is  being  forced 
upon  the  industry. 

The  problems  of  a  brewer  are  for- 
midable; no  bar  towel  is  big  enough 
to  wipe  tliem  all  away.  For  one 
thing,  there  are  taxes — federal,  state, 
and  sometimes  local.  Federal  tax  on 
a  barrel  of  beer  is  $9.  State  taxes 
range  from  a  low  of  62^  in  California 
and  Wyoming  to  a  high  of  $11.65  per 
barrel  in  South  Carolina.  The  New 
York  state  tax  is  $1.03. 

Thus  a  barrel  of  national  brand 
beer  in  Albany,  N.  Y.,  which  sells  for 
about  $29  has  been  taxed  more  than 
$10.  The  brewing  industry  contrib- 
utes about  $2.5  million  daily  to  the 
public  coffers. 

Moreover,  since  repeal  ( indeed 
since  the  birth  of  tv)  beer  has  be- 
come a  package  goods  supermarket 
item  rather  than  a  taproom  by-the- 
barrel  one.  In  the  early  days  of  tv, 
the  emphasis  on  beer  advertising  copy 
was  "Ask  your  friendly  bartender  for 

a  glass  of ."  (In  fact,  the  earliest 

t\  ratings  sometimes  were  based  on 
the  barrooms  that  had  tv  sets.)  Now, 
however,  the  advertising  target  is  the 
housewife  who  stocks  up  her  refrig- 
erator for  entertaining  with  "handy 
packs." 

How  well  this  advertising  tack  has 
worked  is  demonstrated  by  the  fact 
that  about  80%  of  all  beer  sales  now 
are  in  packages — bottles  or  cans.  The 
standard  sizes  are:  quarts  (6.4%  of 
market),  12  oz.  (87.3%),  16  oz. 
(2.4 %  )  ■  Cans  account  for  36.8%  of 
packaging;  one-way  or  non-return- 
able, bottles  for  5.5%  ,  and  returnable 
bottles  for  57.7%  of  package  sales. 
Returnable  bottles  therefore  are  still 
well  in  front  of  other  containers,  so 
it's  obvious  what  a  problem  a  nation- 
al brewer  such  as  Miller  has  shipping 
back  empty  bottles  from  all  over  the 
country  to  Milwaukee. 

The  most  economical  shipping 
probably    is   via   truck   in    no    more 


than  a  250-mile  radius.  It  thus  be- 
comes understandable  why  bi<:  brew- 
ers are  buying  up  or  setting  up 
branch  plants  to  fit  their  freight  pat- 
tern— not  only  in  terms  of  finished 
product,  but  also  in  terms  of  new  ma- 
terials. 

Brewers  have  still  another  problem 
that  doesn't  plague  such  competitors 
as  soft  drinks.  This  is  spoilage.  Beer 
is  a  sensitive  beverage,  subject  to 
such  vagaries  as  light,  temperature, 
and  time.  Most  beer  is  shipped  in 
bottles  or  cans,  but  before  it  is.  it 
must  be  pasteurized.  In  addition,  the 
shipping  brewer  runs  into  competi- 
tive prices  by  local  brews.  These  dif- 
ferences may  amount  to  as  much  as 
$6  or  $8  per  barrel.  It's  no  wonder 
then  that  some  of  the  big  boys  are 
buying  up  struggling  local  brewers — 
not  for  production  facilities  only— 
but  to  acquire  popular-priced  brands 
they  can  market  along  with  their 
premium-priced  ones. 

The  next  decade  may  see  popular- 
priced  land  presently  little-known) 
brands  shooting  to  leadership  in 
sales.  The  decade  after  that,  how- 
ever, may  see — after  the  small  locals 
have  been  shut  out  and  control  is  in 
the  hands  of  a  few  nationals  or  al- 
most national  regionals  —  premium- 
priced  brands  back  again  for  no  oth- 
er reason  than  that  competition  has 
been  erased. 

In  all  this  hubbub,  the  small  family- 
owned  local  brewery  (which  has 
been  the  pattern  of  brewing  for  near- 
ly 8,000  years)  is  doomed.  How  can 
such  an  operation  weather  the  im- 
pact of  big  expenses  and  big  adver- 
tising budgets?  How  can  it  hope  to 
compete  for  supermarket  shelf  space 
and  dealer  displays  with  the  heavily- 
promoted  brands  of  the  big  opera- 
tions? The  small  brewer  is  even  los- 
ing his  last  advantage  as  major  brew- 
ers move  into  the  area  of  popular- 
price  beers.  Right  now,  in  some  mar- 
kets. Anheuser-Busch,  popular-priced 
Bavarian  outsells  its  premium-priced 
Budweiser;  Schlitz'  newly-acquired 
Old  Milwaukee,  at  popular  prices, 
outsells  the  parent  brew.  At  the  same 
time,  they  are  outselling  local  brew- 
ery products  because  the  price  gap 
has  been  closed. 

So  the  decentralization  of  the  na- 
tionals and  the  disappearance  of  the 
locals  is  established  as  a  trend.  What 
effect  this  marketing  revolution  will 
have  on  tv  and  radio  will  be  dealt 
with  next  week.  ^ 


Ray   Ellingsen 
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CRASH    THE    DENVER 
MARKET   WITH    KOSI 


In  Denver  the  influence  station  is 
KOSI.  Because  KOSI  has  listener 
loyalty— and  the  folks  with  money 
to  spend.  They  respond  to  KOSI 
advertisers— and  buy  merchandise  and 
services!  No  double  spotting! 
So  contact  PETRY  about  the  prize 
Denver  buy— that  will  win  sales 
awards  for  you-KOSI!  10%  discount 
when  buying  KOSI-and  KOBY, 
San    Francisco! 

For      Greenville,      Mississippi   —   it's 
WGVM. 


5,000  watts 
in  Denver 


Mid-America  Broadcasting  Co. 


IIVILPAOT! 


PROVED  3  WAYS 
AMERICA'S  BEST  TV  BUY 


AKB,  May  T958  —  highest  rated  station  in 
America  in  markets  of  three  or  more 
stations. 

Telepulse  1957  Year-End  Review  —  highest 
rated  station  in  America  in  markets  of 
three  or  more  stations  for  the  entire 
year  of    1957. 

Telepulse,  May  1958  —  first  in  the  market 
91.37,  of  rated   quarter-hours.' 
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CBS  Televiiion  Network    •    Channel  4    •    El  Peso,  Te.es 

REPRESENTED  NATIONALLY  Br  THE  BRANHAM   COMPANY 

Dorrenee  D.   Roderick.  Pres.:  Vel   Lawrence.  V.-Pres.  «nd  Gen.  Mgr. 
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Tv  and  radio 
NEWSMAKERS 


Kenneth  R.  Atwood  has  been  named 
manager  of  the  newly  opened  St.  Louis  of- 
fices of  Robert  E.  Eastman  &  Co.,  Inc. 
Atwood  has  had  wide  experience  in  broad- 
cast sales,  most  recently  with  CBS  Spot! 
Sales.  Previously,  he  had  been  associatedl 
with  KACY-TV,  St.  Louis  (1952-54)  and 
KTVI,  St.  Louis  (1954-57).  Commenting 
on  the  firm's  expansion,  Mr.  Eastman  said: 
"The  objective  is  to  increase  business  for  the  stations  we  represent 
through  a  concentrated  application  of  creative  selling  techniques.' 

Brent  O.  Cunts  has  been  appointed  sta- 
tion manager  of  WBAL-TV,  Baltimore,  and 
will  work  with  the  newly  appointed  radio 
station  manager,  Thomas  Carr.  Gunts  be- 
gan his  radio  career  at  WFBR,  Baltimore. 
Following  WW  II,  he  headed  his  own  pro- 
duction company,  Entertainment  Enter- 
prises. In  1949,  he  returned  to  Baltimore 
and  formed  Brent  Gunts  Productions.  Carr 
was  formerly  with  WTIC,  Hartford;  NBC;  Erwin  Wasey;  founder  of 
Carr  &  Stark,  tv  packagers  and  helped  establish  WANN,  Annapolis. 


/£ 


Charles  E.  Gates  has  been  appointed  gen- 
eral sales  manager  of  WGN,  Chicago. 
Gates,  who  joined  the  WGN  sales  staff  in 
1940  after  13  years  with  the  Chicago  Trib- 
une, will  coordinate  the  company's  radio 
sales  activity.  William  A.  McGuineas,  com- 
mercial mgr.  since  1945,  will  continue  in 
that  post,  but  will  take  on  new  corporate 
assignments.    Ben   Berentson,   N.   Y.   sales 

office  manager  since   1948,  will   assume   additional   responsibilities. 

He  joined  the  Tribune  in   1932,  has  been  with  WGN  since   1940. 

Robert  M.  Light  has  been  elected  manag- 
ing director  of  the  Southern  California 
Broadcasters  Assn.  He  is  currently  the  pro- 
ducer of  Quiz  Down,  jointly  sponsored  by 
the  Los  Angeles  Herald  Express  and  KNXT. 
Light  began  his  broadcasting  career  as  an 
actor  with  CBS  in  N.  Y.,  later  became 
writer-producer  on  all  three  networks.  Oth- 
er experience  includes  president  Command 
Radio  Productions  in  L.A.;  Abbott  Kimball,  director  of  promotion 
for  Pacific  Coast  Broadcast  properties  of  RKO  Tele-radio  Pictures. 
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A  MEREDITH  STATION  AFFILIATED  WITH  BETTER  HOMES  AND 
GARDENS  AND  SUCCESSFUL  FARMING  MAGAZINES.  OTHER 
MEREDITH  STATIONS  ARE  WOW  AND  WOW-TV,  OMAHA - 
WHEN  AND  WHEN-TV,  SYRACUSE  -  KCMO  AND  KCMO-TV, 
KANSAS  CITY-KRMG,  TULSA,  OKLAHOMA  -  KPHO  AND 
KPHO-TV,  PHOENIX,  ARIZONA 


KPHO-TV's  early  local  news  program,  6  p.m.,  "3  STAR 
NEWS"  with  Tom  Sherlock  (right),  is  the  highest-rated 
early  evening  news  program,  local  or  network,  in  Phoenix. 
KPHO-TV's  late  local  news  program,  10  p.m.,  "TOMOR- 
ROW'S HEADLINES"  with  Art  Brock  (left),  is  the  highest- 
rated  news  program,  local  or  network,  in  Phoenix. 

KPHO-TV's  6:15  p.m.  and  10:10  p.m.  weather  and  sports 
are  also  Phoenix  highest-rated  TV  programs  of  their  type. 
Source,/ARB 
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Not  a  Yawn? 

Elsewhere  in  this  issue  sponsor  carries  an  ad  on  behalf  of 
the  Saturday  Evening  Post  entitled  "Not  a  Yawn  in  an  issue". 
Based  on  an  advertisement  that  Benton  &  Bowles  had  placed 
previously  in  sponsor  (and  other  publications)  the  Post 
message,  though  moderate  and  friendly  in  approach,  points 
out  that,  unlike  tv  shows,  Post  advertising  assures  client's  "no 
gamble  .  .  .  and  not  a  yawn  from  cover  to  cover!" 

We  don't  know  what  Post  means  by  no  yawns — but  there 
are  plenty  of  chasms.  No  Post  research  can  claim  readership 
by  every  reader  of  every  article  and  story  in  a  Post  issue,  just 
as  no  television  show  can  claim  100'  <  of  the  viewership.  As 
one  Post  reader,  we  contend  that  any  issue  of  the  Post  that 
carries  two  or  three  articles  of  special  interest  recommends 
that  issue  as  a  howling  success.  No  Starch  study  will  show 
100f  f  noting  of  Post  ads. 

What  does  the  Post  mean  by  "not  a  yawn  in  an  issue"? 

Shrimps  to  Telepathy 

While  we're  talking  about  trade  paper  ads,  our  compli- 
ments to  Edward  Petry  &  Co.  for  their  frivolous  yet  forth- 
right and  factual  message  titled  "Shrimps  to  Telepathy".  Ac- 
cording to  John  Ashenhurst  of  the  Petry  office  in  Chicago, 
who  conceived  and  wrote  the  ad,  it  all  started  when  "some 
forward  looking  shrimps  learned  to  crack  their  knuckles  and 
some  females  responded".  After  a  few  billion  years  things 
picked  up  and  today  we  have  a  whole  flock  of  shrimp  (excuse 
us,  we  mean  advertising  media).  Petry  predicts  that  telepathy 
may  be  the  next  advertising  competitor. 

We  thank  Petry  for  leading  us  through  the  A-to-Z  of  ad- 
vertising. But,  far  more,  we  appreciate  the  message  of 
friendly,  though  competitive,  co-existence  among  advertising 
media.  After  all,  when  you  think  of  advertising  as  "shrimps 
to  telepathy"  spread  over  a  few  billion  years,  what's  the  per- 
centage in  allowing  a  dog-eat-dog  competitive  concept  to 
bring  on  the  ulcers? 


THIS  WE  FIGHT  FOR:  A  sense  of  humor— 
about  ourselves  and  the  problems  of  air  media 
advertising.  A  little  laughter  can  be  a  healthy 
creative  force   in   ours   and  other   businesses. 


lO-SECOND  SPOTS 

Mysterious  West:  Belated  report 
from  Los  Angeles  reports  this  road- 
side sign:  "Drive  in  here  for  your 
Christmas   trees    and    Watermelons." 

S — x:  Following  Ed  Murrow's  Sex 
in  Business  (  prostitution  probe )  pro- 
gram on  CBS  Radio,  an  adman,  in  a' 
playful  mood,  called  CBS,  asked  for 
Polly  Adler.  For  more  than  seven 
minutes,  the  adman  hung  on  while  a 
bewildered  network  passed  him  from 
department  to  department  and  no 
Miss  Adler.  Finally  he  was  connected 
with  Murrow  himself,  at  which  point 
he  silently  hung  up. 

Philately:  Stamp  collector  Ward 
Crowley,  KLZ,  Denver,  last  year  con- 
tacted the  United  Arab  Republic  for 
stamp  issues.  Apparently  has  wound 
up  on  mailing  list  of  President  Gamal 
Nasser,  for  he  just  received  a  New 
Year's  greeting  from  him.  Save  the 
stamp. 

Cuess:  From  N.  Y .  Times  Commer- 
cial Notices  column — 
NO  NAMES  PLEASE 

Who  is  the  award-winning  actress, 
movie  and  TV  star  whose  magnificent 
full-length  dark  mink  coat  we  are 
privileged  to  offer  for  resale  at  a 
small  fraction  of  its  original  cost? 
(No  names  please).  Well,  let's  see — 
there  were  a  couple  of  cancellations 
this  season.  .  .  . 

Radio  boom:  It's  reported  that  New 
York  has  10  d.j.'s  who  earn  over 
$50,000  a  year.  And  only  a  few  years 
ago  they  were  ready  to  bury  radio. 

Cycle:  A  veteran  adman  attributes 
his  success  to  "good  judgment  which 
comes  from  experience  which  is 
gained  through  poor  judgment." 

Protest:  When  WBTV,  Charlotte, 
N.  C,  discontinued  Silent  Service  and 
replaced  it  with  Person  to  Person,  it 
received  the  following  letter  from  an 
11-year-old: 

"I  will  give  you  just  three  weeks  to 
put  Silunt  Sirvice  back  on.  Then 
I  start  the  petishon." 

Cutting:  ABC  TV's  Johnny  Carson 
tells  of  the  performer  who  tried  to 
impress  a  theatrical  agent  with  his 
act.  "I  catch  razor-sharp  butcher 
knives  with  my  teeth,"  he  said.  When 
the  agent  looked  incredulous,  the 
talent  added,  "I  suppose  you  think 
I'm  smiling." 
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iRESENTED  BY  THE  KATZ  AGENCY 


BASIC  ABC  IN  PITTSBURGH 


Mill— IIMUmfHI 

GROWING  WITH 

PITTSBURGH'S 

RENAISSANCE 


Select  any  program  or  announcements  from  these 
Friendly  Group  stations— wstv-tv,  wboy-tv  or 
kode-tv  on  a  13-week  budget— and  our  exclusive 
"Shopper-Topper"  merchandising  service  is  yours 
at  no  extra  cost  in  the  important  Steubenville- 
Wheeling,  Central  West  Virginia  and  Joplin  mar- 
kets. In  these  three  rich  markets— with  combined 
food  sales  of  $167,562,000-only  these  stations  of- 
fer advertisers  this  unique  merchandising  support. 
Find  out  today  how  "Shopper-Topper"  can  move 
the  goods  for  you. 


The  Shopper-Topper*  Merchandising  Plan  guarantees: 

•  in-store  displays,  placement  of  point-of-sale  material,  shelf 
stocking,  checks  on  prices,  exposure  and  activity  of  major 
competitors,  obtaining  comments  from  stores— in  170  high- 
volume  supermarkets 

•  merchandising  activity  report  every  13  weeks  to  advertis- 
ers and  agencies 

•  complete  direct  mail  service 

•  product  highlighting  on  popular  local  shows,  including  live 
demonstration 

For  more  details  ask  for  oar  new  "Shopper-Topper"  brochure 


WSTV-TV       WBOY-TV        KODE-TV 

CHANNEL  9  •  STEUBENVILLE-WHEELING  •  CBS-ABC  CHANNEL  12  •  CLARKSBURG,  W.  VA.  •  NBC  CHANNEL  12  •  JOPLIN,  MO.  •  CBS 

Members  of  The  Friendly  Group     tt^Wj     Represented  by  Avery-Knodel,  Inc. 
Rod  Gibson,  Nat'l  Sis.  Mgr.    .     52  Vanderbilt  Ave.,  New  York    •  211  Smithfield  St.,  Pittsburgh.   •  *Copyright  applied  for 
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J  '59s  First  National  Nielsen  shows 
ft  ABC  Television  gained  more 
I  homes  by  far  than  the  other 
two  networks  combined!., 
has  the  most  programs  in 
Nielsen's  Top  Ten*.*..wins  top 
ratings  most  nights  of  the 
week! To  our  sponsors,  who 
make  it  all  possible,  our  thanks. 

ABC  TELEVISION 

"National  Nielsen  Average  Audience  per  minute  all  sponsored 
programs  Sunday  through  Saturday  7:30-10:30  PM,  NYT,  for 
two  weeks  ending  January  10,  1959  vs  a  comparable  period, 
1958. ""National  Nielsen  Average  Audience  I  January  Report,  1959. 
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H.  J.  Heinz  II,  chairman 

of  the  Pittsburgh  company  that  made 

'57  varieties"  an  international  byword. 


Bill  Burns,  KDKA-TV's  newscaster 
extraordinary  with  a  phenomenal 
75%  share  of  audience. 
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It  takes  some  knowing  to  sell  Pitts- 
burgh, city  of  good  food,  good  steel, 
good  news,  good  living.  No  other  sta- 
tion knows  Pittsburgh  and  sells  it  like 
KDKA-TV.  How  can  we  help  you  sell 
Pittsburgh? 


A 


Represented  by  PGW 


Mrs.  Enid  Jones,  Homemaker,  one  of 
1+.5  million  people  reached  by  KDKA-TV , 
far  and  away  number  one  in  Pittsburgh. 
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THIS  IS  TELEVISION 
IN  DES  MOINES 

Iowa's  lively  center 
of  business  activity 


ON  CAMERA!  That's  the  way  this  "know-how,  go-now"  station 
keeps  pace  with  all  that's  going  on  now  in  Des  Moines.  "Now"  television 
.  .  .  "this  minute"  television  .  .  .  spontaneous  .  .  .  vital  .  .  .  television  that 
dominates  this  big-money,  free-spending  market. 

THE  ENTHUSIASM  FOR  KRNT-TV's  "MAN  ALIVE!" 
PROGRAMMING  creates  enthusiasm  for  advertised  products  .  .  . 
generates  buying  excitement  that  shows  up  on  the  cash  register.  Buy 
the  station  most  people  watch  most  .  .  .  the  station  far  more  people  de- 
pend on  for  accurate  news  .  .  .  the  station  with  the  most  believable 
personalities,  according  to  Central  Surveys,  Inc. 

YOUR   CAMPAIGN   IS   LIVE  ...  LIVELIER  ...  LIVELIEST 

.  .  .  sure  of  success  when  you  place  it  on  KRNT-TV,  CBS-affiliated  to  give 
viewers  an  eyeful  ...  so  ably  represented  by  Katz.  Complete  program 
listings  every  month  in  SRDS. 


THE  DES  MOINES  TELEVISION  MARKET: 

KRNT-TV  effectively  covers  41  of  the  richest  counties  in  Iowa  with  324,000 
homes,  88.4°o  of  them  with  one  or  more  TV  sets.  Retail  sales  $1,229,064,000. 
Facts  compiled  from  Television  Magazine  Market  Data,  1958,  and  Survey  of  Buying 
Power,  1958. 
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What  Y&R's  new  media  changes  really  mean 

29    An  exclusive  sponsor  interview  with  v. p.  "Pete"  Matthews  explains  the 
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Beer:  advertising  is  fermenting,  too 
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42    Wholesale   shipments   of   dessert   topping   in   Louisville,   Phoenix,   where 
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Your  Salesman  on  Sight  in  the  Southeast's  Biggest  Rich  Market 

WHERE  RETAIL  SALES  TOTAL  $3,078,943,000 


TELEVISION 

WINSTON-SALEM 


Put  your  salesman  in  a  market  where  sales  are 
popping  at  the  retail  level  to  the  tune  of  more  than 
3  billion  dollars  ...  the  75- county  WSJS  market. 


^  Winston-Salem 
for  <   Greensboro 
^  High  Point 
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Turn  Right 
at  the  Big  Dipper 


Couriers  passing  through  Central  Ohio  report  some 
unrest.  Our  modern-day  Marco  Polo  finds  the 
earth's  limits  too  confining:  they  fit  too  snugly 
around  his  dreams.  So,  via  his  favorite  television 
station,  he  shoots  far  into  space  where  there's  really 
room  to  stretch  and  grow. 

When  outer  space,  the  playground  of  Peter  Pan 
and  the  Wizard  of  Oz,  suddenly  became  an  in- 
ternational arena,  a  programming  chain  reaction 
started  at  WBNS-TV.  Now  it  is  our  exciting  lot 
both  to  inform  and  entertain  this  spaceman  and 
his  fellow  adventurers. 

Our  "Man  and  Space"  series  presented  missile 
and  astronomy  experts  from  Ohio  State  and  Ohio 
Wesleyan  Universities.  They  shared  their  knowl- 
edge of  space  progress  from  asteroids  to  zero  count- 
down. The  subject  created  so  much  interest  our 
entire  supply  of  5000  space  age  news  maps  sold 
out  immediately.  To  add  to  the  excitement,  the  host 
of  our  daily  "Explorer"  show  originated  a  model 
rocket  building  contest.  Audience  response  was 
so  impressive  he  earned  a  special  Army  Air 
Force   citation. 

Although  we've  been  programming  with  our  head 
in  the  clouds,  our  feet  are  still  firmly  planted  on 
the  ground  in  Central  Ohio  where  we  were  born  and 
raised.  A  measure  of  our  stature  with  2,000,000 
neighbors  is  this  feedback  from  Madison  and 
Michigan  Avenues:  "//  you  ivant  to  be  seen  in 
Central  Ohio  —  WBNS-TV." 


WBNS-TV 

CBS  Television   in   Columbus,  Ohio 

Affiliated    with     The    Columbus    Dispatch,     The    Ohio    State 
Journal  and  If  HAS  Radio.  Represented  by  Blair  TV.  316  kw 


HOW  TO  WIN 
FRIENDS  AND 
INFLUENCE  SALES 


by 

Bert  Ferguson 

,     Exec.  Vice-President, 

WDIA 


Webster's  dictionary  defines  pow- 
er as  the  "possession  of  sway  or 
controlling  influence  over  others." 
This  definition  describes  perfectly 
the  medium  that  dominates  sales 
contact  with  Negroes  in  the  Mem- 
phis market  area — Radio  Station 
WDIA! 

WDIA,  Memphis'  only  50,000 
watt  station — America  s  only  50,000 
watt  Negro  station  —  was  the  first 
radio  station  in  the  region  to  pro- 
gram exclusively  to  Negroes.  Its 
all-Negro  staff  combines  powerful 
personal  appeal  with  high-powered 
salesmanship.  The  Negro  listener 
responds  with  staunch  loyalty — he 
first  listens  to  WDIA,  then  buys! 

BIG   BUYING  MARKET 

And  what  a  market  WDIA  cov- 
ers! WDIA  leaches  —  and  sells  — 
1,237,686  Negroes.  Almost  10%  of 
the  Negro  population  of  the  entire 
country. 

Last  year,  Negroes  —  who  com- 
prise over  40%  of  the  Memphis 
market  area— earned  $616,294,100, 
and  spent  80%  of  this  income  on 
consumer  goods. 

WDIA  consistently  carries  more 
national  advertisers  than  any  other 
radio  station  in  Memphis!  The  list 
includes:  PROCTOR  &  GAMBLE 
. .  .  GENERAL  FOODS  .  . .  GROVE 
LABORATORIES  .  .  .  CARNA- 
TION MILK  .  .  .  BRER  RABBIT 
SYRUP  .  .  .  FOLGER'S  COFFEE 
.  .  .  LEVER  BROS. 

We'd  like  to  tell  you  about  proof 
of  performance  in  your  own  line. 
Drop  us  a  line  today.  Let  us  show 
you  how  WDIA  can  be  a  high  pow- 
ered selling  force  for  you  ...  in 
this  big  buying  market! 


TOP  RATED  BY  NIELSEN 

AND  ALL  OTHER 

AUDIENCE  SURVEYS! 


WDIA  Is  Represented  Nationally 
by  John  E.  Pearson  Company 

ECMONT  SONDERLINC,   President 
ARCHIE  S.  CRINALDS,  JR.,  Sales  Manager 


NEWSMAKER 
of  the  week 


Tremors  of  excitement  and  trepidation  swept  Madison  Ave. 
and  Soap  St.  last  week  as  Lever  Bros,  made  a  single  move 
which  shifts  marketing  and  advertising  to  new  levels  of  im- 
portance in  soaps.  That  move:  elevation  of  Henry  Schachte 
from  ad  v. p.  to  executive  v. p.,  No.  2  in  the  consumer  picture. 

The  newsmaker:  Henry  M.  Schachte  takes  on  a  newly 
created  job  at  Lever's  shiny  glass  house  on  New  York's  Park  Ave., 
one  which  may  well  prove  to  be  cosmic  in  its  sudsy  implications.  As 
executive  v.p.  in  charge  of  the  three  consumer  marketing  divisions — 
Lever,  Foods,  Pepsodent — he'll  bear  complete  and  direct  responsi- 
bility for  the  consumer  program  and  sales  of  some  30  branded  items. 
The  move  excites  Lever's  seven  ad  agencies  and  observers,  may 
well  spur  introspection  by  Colgate  and  others  still  of  the  "old 
school"  which  put  product  men  ahead  of  marketing  and  ad  men. 
Lever's  new  marketing  strategy 
places  greater  stress  and  responsi- 
bility on  marketing,  moves  an  ad- 
man ahead  of  product  managers 
who  sit  in  the  cat-bird  seat  at  oth- 
er soaps.  This  puts  Mr.  Schachte 
in  the  driver's  seat  over  a  high- 
riding  budget  ( tv  alone  last  year 
approximated  $38  million). 

Another  shuffle:  Sam  Thurm 
becomes  advertising  v.p.  from  man- 
ager of  advertising  services.  (See 
Radio  and  Tv  Newsmakers,  page 
70.) 

The  outlook:  a  progressive, 
hard-hitting,  streamlined  market- 
ing-advertising operation  with  Mr.  Schachte's  role  that  of  No.  2  man 
in  consumer  marketing.  He's  had  a  distinguished  and  fast-moving 
career  since  he  started  as  an  industrial  copywriter  for  General  Elec- 
tric after  being  graduated  from  Williams  College  in  1935  (his  father 
was  a  G.E.  engineer).  His  most  recent  ad  roles:  account  executive  at 
Y&R,  advertising  director  of  the  Borden  Co.,  and  senior  vice  presi- 
dent of  Bryan  Houston,  from  which  he  resigned  to  go  to  Lever.  He 
was  elected  advertising  v.p.  in  1955  and  a  director  the  following  year. 

He  divides  his  time  between  a  home  in  Westport,  Conn.,  and  a  city 
apartment,  spends  many  of  his  off-hours  reading  (history,  especially) 
and  soliciting  funds,  guest  lecturing  for  the  tv  and  radio  courses  at 
Emerson  College  in  Boston,  of  which  he  is  a  trustee.  His  son,  Peter, 
24,  is  a  senior  there  (the  other  children:  Judy,  22;  Henry  Jr.,  21, 
and  Susan.  17).  He's  board  chairman  of  ANA,  director  of  the  Ad- 
vertising Council,  past  chairman  of  the  Advertising  Research  Foun- 
dation, member  of  the  Fairfield  Hunt  and  the  Williams  Clubs.    ^ 


Henry  .17.  Schachte 
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NEWSMAKER  STATION  of  the  WEEK 

WPTR     appoints    EASTMAN 


robert  e.  eastman  &  co., 


inc. 


national  representatives  of  radio  stations 


NEW  YORK: 

527  Madison  Avenue 
New  York  22,  N.  Y. 
PLaza  9-7760 


CHICAGO: 

333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-7640 


SAN  FRANCISCO: 

Russ  Bldg. 

San  Francisco,  Cal. 

YUkon  2-9760 


DALLAS: 

211  North  Ervay  Bldg. 
Dallas,  Texas 
Riverside  7-2417 


ST.  LOUIS: 

Syndicate  Trust  Bldg. 
915  Olive  St. 
St.  Louis,  Missouri 
CEntral  1-6055 
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COLUMBUS,  GEORGIA 


TheTV 

Market 


47 

County  Area 


SALES  MANAGEMENT  1958 
POPULATION  1,095,200 

FAMILIES  268,300 

EFF.  BUYING  INCOME         $1,256,  409,000 


It's  Nice  To . . . 


What  You're  Getting! 


•  BALANCED  PROGRAMMING 

•  AUDIENCE  RATINGS 

•  COVERAGE 

•  COSTS  PER  THOUSAND 

•  TRUSTWORTHY  OPERATION 


WRBL-TV 


CALL  HOLLINGBERY  CO. 


by  Joe  Csida 


Sponsor 
backstage 


Blindsville,  U.  S.  A. 

I  think  it  was  Jack  Gould  on  Dave  Susskind's  r: 
Open  £Wgabfest  last  Sunday  (25  January) ,  who 
referred  to  the  traditional  day  of  rest  as  the  day 
on  which  tv  represents  an  "intellectual  Ghetto." 
The  eminent  New  York  Times  video  critic  was 
reiterating  the  oft-made  point  that  there  are  quite 
a  few  more  shows  to  stir  the  thought  and  con- 
science of  the  viewer  on  Sunday  than  on  any 
other  day  of  the  week. 

But  Sunday  is  much  more  than  that.  It  is  one  helluva  day  on  the 
television  screen  and  I,  for  one,  am  quite  content  that  no  other  day 
of  the  week  quite  matches  it.  When,  as  and  if  the  rest  of  the  week 
comes  up  to  the  Sunday  par  for  programing  we  are  going  to  be  in 
for  trouble.  Men  will  be  neglecting  their  jobs;  women  their  homes 
and  children;  children  their  school  affairs.  And  we'll,  all  of  us,  have 
red,  aching  eyeballs. 

There's  nothing  wrong  with  this  tv  fare 

Sunday  before  last  is  a  fairly  good  example.  Came  about  1  a.m. 
of  that  Sunday  night  (Monday  morning,  to  be  technical)  and  I  was 
wide  open  for  a  good  buy  in  a  Seeing-Eye  dog.  At  2  p.m.  I  believe  it 
was,  the  Boston  Celtics  had  played  the  St.  Louis  Hawks  in  the  NBC- 
NBA  basketball  game  of  the  week.  Each  of  these  clubs  leads  its 
division  of  the  National  Basketball  Association,  and  each  features  in 
its  line-up  basketball  magicians  of  the  calibre  of  Bob  Cousy,  Bill 
Sharman,  Bob  Pettit,  etc.  Watching  them  play  against  each  other  is 
a  rare  treat  for  any  sports  fan. 

The  ball  game  was  followed  by  a  show  in  which  various  members 
of  Congress  discussed  problems  facing  the  legislature  in  the  immedi- 
ate future.  Since  Mikoyan  was  going  to  be  grilled  on  Meet  the  Press 
at  4:30,  I  didn't  watch  the  Congressional  show,  but  intermittent  at- 
tention to  the  audio  indicated  it  was  a  thought-provoking  and  stimu- 
lating 30  minutes.  When  Lawrence  Spivak  and  company  went  to 
work  on  the  Russian  First  Deputy  Premier,  I  didn't  unglue  my  eyes 
from  the  set  once.  I  was  utterly  fascinated  by  the  Red  wheel's  every 
word  and  gesture.  I  was  particularly  enchanted  to  see  that  he  ap- 
peared to  be  at  his  most  nervous — he  made  that  odd,  kissing  motion 
with  his  lips  at  an  increasingly  accelerated  pace — when  they  asked 
him  about  whether  Kruschev  hadn't  adopted  the  cult  of  personal 
power  to  quite  as  strong  a  degree  as  had  Stalin  before  him.  Mikoyan, 
it  seemed  plain  to  me,  was  loathe  to  discuss  the  boss's  personal 
strong-armisms. 

Following  Mikoyan  came  the  Omnibus  presentation  of  the  S.  J. 
Permian  satire  on  Hollywood.  And  then  from  seven  to  eight,  the 
presentation  of  the  Agatha  Christie  classic  murder  mystery,  Ten 
Little  Indians.  At  that  point  my  wife  and  I  again  bathed  our  eyes, 
had  dinner,  and  were  back  before  the  tube  promptly  at  10  p.m.  to 
participate  in  the  Dave  Susskind  sortee  with  Truman  Capote,  Dorothy 
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TAMPA- 


85,000,000  boxes  of  sweet,  sun-ripened  Florida  oranges  are  on 
the  move  ...  by  truck,  train  and  steamship  .  .  .  out  of  Florida's 
rich  groves  into  the  North's  important  market  centers.  Citrus  is 
big  business,  with  Florida  now  supplying  70%  of  the  nation's 
annual  output  .  .  .  and  it's  big  business  for  the  many  growers 
and  packers  in  the  citrus  belt  around  the  MARKET  ON  THE 
MOVE  .  .  .  TAMPA  -  ST.  PETERSBURG. 

Capture  this  thriving,  prosperous  market  with  the  STATION 
ON  THE  MOVE- WTVT- first  in  total  share  of  audience* 
with  34  of  the  top  50  programs.  WTVT,  with  highest -rated 
CBS  and  local  shows,  blankets  and  penetrates  the  MARKET 
ON  THE  MOVE  .  .  .  TAMPA  -  ST.  PETERSBURG. 

*Latcst  ARB 


plant   of  Snivcly  Groves, 

Florida's  largest  producers  of  oranges, 

grapefruit  and  tangerines. 


station  on  the  move... 


TAMPA  -  ST.  PETERSBURG 

CHANNEL 


The  WKY  Television  System,  Inc. 
WKY-TV       WKY-RADIO    WSFA-TV 

Oklahoma  City       Oklahoma  City        Montgomery 
Represented  by  the  Kate  Agency 
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DYNAMIC  ACTION 

FOR  THE 
ENTIRE  FAMILY! 
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Sponsor  backstage  continued 


Thrilling  stories  of  long-haul 
truckers  at  home  and  along 
the  highway. 

In  a  brand-new  series  that 
brings  you  heart-in-your 
mouth  adventure  with 
plenty  of  heart. 

Created  and  produced  by 
Robert  Maxwell,  famed 
creator  of  LASSIE, 
CANNONBALLwill  ride  your 
way  with  big  audiences  and 
increased  profits. 

INDEPENDENT 
TELEVISION 
CORPORATION 

J  Madison  Ave.  •  N.  Y.  22  •  PLaza  5-2100 


Parker  and  Norman  Mailler.  At  1  a.m.,  as  I  said,  we  groped  our  way 
bedvvard.  And  thanked  the  patron  saint  of  electronics  that  Monday, 
Tuesday,  Wednesday,  Thursday,  Friday  and  Saturday  had  not  yet 
caught  up  with  Sunday  from  a  standpoint  of  tv  programing. 

It  is  sheer  coincidence  that  all  the  programs  I  referred  to  above, 
excepting  of  course,  Susskind's  Open  End,  were  on  NBC  TV.  It  just 
happened  on  that  one  Sunday  that  we  preferred  the  NBC  fare  to  that 
on  CBS  TV.  Any  given  Sunday  Ed  Murrow's  Small  World,  Twentieth 
Century  or  any  number  of  other  CBS  shows  might  get  our  viewing 
vote.  And  be  mindful,  please,  that  I  haven't  even  mentioned  the  big 
standard  rating-getters  of  the  day  such  as  the  Ed  Sullivan  Show,  the 
Steve  Allen  Show,  Maverick,  G.E.  Theatre,  Alfred  Hitchock,  Loretta 
Young,  or  What's  My  Line. 

Sunday  night,  of  course,  at  10  p.m.  Dave  Susskind  on  New  York 
local  channel  13,  WNTA-TV  comes  up  with  a  collection  of  guests 
often  worth  spending  a  few  hours  with.  The  Capote-Parker-Mailler 
talkathon,  for  example,  was  truly  fascinating.  Rarely  has  as  pure, 
complete,  whole  and  dedicated  a  writer  as  Capote  spoken  out  so 
uninhibitedly  on  television.  And  rarely,  too,  has  a  writer  stood  so 
nakedly  sophomoric  and  shallow  as  stood  Mailler  on  the  same  show. 
Miss  Parker  was  intelligently  restrained,  and  Susskind  handled  the 
whole  evening  in  his  usual  firm  manner. 

Has  Pat  flipped  his  lid? 

Last  Sunday's  Susskind  soiree  was  something  else  again.  Dave's 
guests  were  the  aforementioned  Times'  Jack  Gould  and  Sylvester 
"Pat''  Weaver,  and  the  three  of  them  bludgeoned  television  mightily. 
Only  Gould  consistently  pointed  out  that  there  were  many  fine  aspects 
to  television,  and  that  in  many  areas  it  was  doing  an  excellent  job. 
I  have  written  at  least  10,000  words  in  praise  of  Weaver,  and  my 
admiration  for  him  is  fairly  well  known.  On  Sunday's  performance, 
however,  I  must  say  I  believe  he  may  be  flipping  his  lid.  His  adamant 
position  was  that  very  little  of  any  consequence  happened  in  tele- 
vision prior  to  his  ascendancy  to  the  presidency  of  NBC,  and  literally 
nothing  of  a  meaningful  nature  has  happened  on  the  air  since  his 
departure.  He  struck  me  as  unduly  and  inexcusably  bitter  about  the 
whole  thing,  and  he  uttered  one  dogmatic  hunk  of  nonsense  after 
another  about  the  several  mysterious  plans  he  had  concocted  to  save 
television  from  itself,  and  the  horrid  men  who  were  running  it  with 
nothing  in  mind  but  making  money.  At  one  point  he  indicated  he 
couldn't  talk  about  a  certain  plan  he  had  because  "we  don't  know 
who  might  be  looking  in  and  listening."  But  he  did  indicate  toward 
the  tail  end  of  the  show  that  he  was  considering  asking  the  public  to 
send  him  $1  per  person  so  that  he  could  put  on  four  consecutive 
hours  of  "great"  television  entertainment.  He  had  worked  it  out 
somehow  that  he  might  get  $24,000,000.  The  people  weren't  to  get 
anything  for  their  dollar,  except  the  satisfaction  of  knowing  they  had 
made  it  possible  for  Pat  to  put  on  his  "dream"  shows. 

Along  the  way  Westerns  came  in  for  quite  a  rapping.  Susskind 
did  not  point  out  that  the  first  major  show  Pat  bought  upon  leaving 
NBC  TV — in  his  new  capacity  as  tv  consultant  to  Kaiser  Aluminum 
— was  a  very  high  rated  program  called  Maverick.  I  really  hope  they 
keep  Pat  out  of  there.  Like  I  said,  if  tv  gets  much  better,  it's  Blinds- 
ville,  for  sure.  ^ 
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Maybe  some  folks  don't  take  kindly  to  our  kind  of  radio. 
Well,  to  each  his  own  ! 

And  KBIG  has  its  "own'.'  KBIG  listeners  are  the  higher-income, 
convincible  prospects  who  spend  more  for  Roods  and  services. 
This  is  a  profitable  radio  coverage. ..a  91%  "able-to-buy"  adult 
audience  (Pulse)  in  234  Southern  California  market  anas. 

Use  the  refreshing  sound  of  KBIG  to  sell  the  right  people...  for 
71 7c  less  than  the  average  cost  of  stations  with  comparable  reach 


The  Refreshing  Son  ml  of  Radio. .. 71,0  kc/ 10,000  watts 


JOHN   POOLE  BROADCASTING  CO.,  INC. 

6540  Sunset  Boulevard,  Los  Angeles  28,  California  •  Hollywood  3-3205 

National   Representatives   WEED  &  COMPANY 


San  Dieoo  ' 


I  1958  JOHN    POOLE    BROADCAST  ING    CO 


Raleigh-Durham 
the  Nation's 


Market 

has  Greater 

RETAIL 
SALES 

than  the  10th 

Metropolitan 

Market 


\  •     , 

li 
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28th  Radio  Market  -  WPTF 
$2,545,732,000 

28th  Metropolitan  Market 
$816,675,000 

10th  Metropolitan  Market 
$2,503,361,000 


NATION'S 

28th  RADIO 

MARKET 

NIELSEN  »2 


WRTR 

50,000  WATTS  680  KC 

NBC  Affiliate  lor  PateighDurham 

and  Eailern  North  Carolina 

R.  H.  Mason,  General  Manager 

Gus  Youngsteadt,  Sales  Manager 


PETERS,  GRIFFIN,  WOODWARD,  INC. 

Nolionol  Repreienlotivet 


Timebuyers 
at  work 


Edna  S.  Cathcart,  J.  M.  Mathes,  Inc.,  New  York,  thinks  that  there 
is  sometimes  an  overemphasis  on  saturation  in  the  preparation  of  a 
radio  or  tv  campaign.  "It's  axiomatic  that  the  more  advertising  you 
do,  the  more  people  will  be  reached  with  more  frequency,"  Edna 
says.  "Consequently,  the  advertiser  whose  budget  will  not  buy  a 
20-Plan  in  radio  or  a  12-Plan  in  tv 
sometimes  decides  that  his  money 
would  be  wasted  on  a  lesser  fre- 
quency. In  these  cases,  the  agency 
must  often  do  quite  a  bit  of  sell- 
ing, backed  by  reams  of  proof,  to 
show  the  advertiser  that  a  five- 
times-per  week  schedule  on  a  radio 
station  can  deliver  a  good  cumula- 
tive audience  at  a  very  low  cost- 
per-1,000.  And,  I  know  of  excellent 
sales  jobs  that  are  being  done  with 
one  60-second  spot  a  week  on  tv." 
Edna  says  that  when  a  budget  can  bear  it,  she  doesn't  hesitate  to 
recommend  "100  announcements  per  week."  But  she  doesn't  like  to 
see  the  money  go  elsewhere  because  of  some  preconceived  notion  that 
the  number  of  announcements  determines  the  effectiveness  of  broad- 
cast.    Print  people  don't  seem  to  tie  themselves  up  in  such  knots." 


Wm.  Croke,  Foote,  Cone  &  Belding,  New  York,  feels  that  an  all- 
industry  recognition  of  the  2%  cash  discount,  besides  being  a  direct 
advantage  to  the  advertiser,  would  allow  both  agency  and  broadcaster 
to  enjoy  a  more  compatible  billing  operation.  "Most  print  media 
(88.7%  ) — recognizing  the  values  of  a  cash  discount — allow  the  2% 

to  advertisers,"  Bill  says.  "On  the 
other  hand,  very  few  stations 
(4.7%)  follow  this  procedure." 
Bill  feels  that  this  system,  most  im- 
portant of  all,  expedites  prompt 
payment  by  clients  and  also  agen- 
cies, and  thus  reduces  the  tremen- 
dous amount  of  detail  and  record 
keeping  involved.  Paper  work,  he 
points  out,  has  become  a  major 
agency  problem  in  handling  broad- 
cast. "In  most  cases,"  Bill  says, 
"advertising  revenue  would  not  be 
affected,  as  appropriations  are  fixed,  and  any  monies  accrued  from 
the  2%  cash  discount  would  be  reinvested — most  likely  in  the  same 
medium  and  even  in  the  same  market.  In  addition,  the  industry  is 
protected  from  collection  expenses  and  credit  losses,  which,  if  in- 
curred, would  naturally  be  reflected  in  increased  advertising  rates." 
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POWERFUL  NEW 


MERCHANDISING! 


•  Covers  30  of  the  highest  volume  independent  stores 
in  Baltimore — plus   12  stores  of  the  Sun   Ray  chain! 

•  Two  weeks  display  of  your  product  on  the  big  WITH  Drug 
Merchandising  display  stand  in  all  42  participating  stores! 

•  In-store  poster  displays  of  your  product  in  all  42  stores! 

•  Jumbo  mailings  to  every  retail  drug  store  in  the 
Baltimore  Metropolitan  area! 

•  Many  more  merchandising  "pluses"!    No  other  Baltimore 
radio  station  has  anything  like  it!    Get  full  details — now! 


Write  to  Radio    W*  I^T^H    Baltimore  3,  Md. 


or  contact  the  W-l-T-H  national  representative  nearest  you: 

Select  Station   Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington 

Clarke   Brown  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  New  Orleans 

McGavren-Quinn  in  Chicago,  Detroit  and  West  Coast 
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AND    IN    CALYPSO 


LINGO,  THIS    ALyM 


EANS 


♦  CARIBBEAN    DEFINITION:      "DEVIL-MAY-CARE"! 

Sassy  as  a  calypso  ballad!  Romantic  as  a  moonlit  beach! 
A  potent  blend  of  suspense,  mystery  and  international 
intrigue  amid  the  feverish  atmosphere  of  torrid  Trinidad! 


l^W 


Explosive  Action   in  the  Colorful  Caribbean! 

starring 

DANE  CLARK 

and  introducing 

JOAN   MARSHALL 

From   the    Florida    Keys   to   Trinidad   ....  they 
find    /ffli/£A/77//?^  in   every   port   of  call ! 


Every  week  a  sparkling 
half  hour!  Already  signed 
to  sell  for  advertisers 
in   over    120    markets  ! 


Bartell 
Family  Radio 


Means 


By  any  measurement,  this  radio  is  first 

in  each  Bartell  market. 

Especially  when  figured  in 

results  . . .  response  . . .  buyership. 

Your  advertising  reaches  buyers 

(the  best  kind  of  audience!) 

Product  of 

scholarship,  showmanship,  salesmanship. 

Bartell  it .  . .  and  sell  it! 


Greater 
Buyership 


RRRTELl 

FRItlllY 

RRDIO 

COAST  ID  COAST 
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AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 
Sold  Nationally  by  ADAM  YOUNG  INC. 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 
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Reps  this  week  noted  these  two  comforting  turns  in  the  spot  tv  picture: 

1)  Fewer  national  advertisers  are  confining  their  buys  to  short  flights. 

2)  The  demand  for  fringe  time  keeps  getting  bigger  than  ever. 

A  check  of  tv  reps  by  SPONSOR-SCOPE  indicates  that  both  January  and  February 
billings  will  be  of  record  dimensions. 

The  look-aheads  in  the  rep  fraternity  now  have  this  to  occupy  their  thoughts:    What  will 
the  summer  be  like?    Last  year's  was  on  the  wobbly  side. 


The  tv  networks  are  making  gestures  toward  helping  their  affiliates  meet  the 
mounting  demand  from  national  spot  advertisers  for  minutes. 

This  is  what  they  contemplate  doing: 

ABC  TV:  Making  Wire  Service — and  perhaps  other  shows — available  for  co-oping. 

CBS  TV:  Opening  Capt.  Kangaroo,  as  a  starter,  for  local  minute  sales. 

NBC  TV:  Carving  out  a  batch  of  minutes  in  its  daytime  schedule  for  station  disposal. 

However,  the  affiliates  would  like  this  additional  concession:  Permission  to  sell  min- 
utes in  nighttime  shows  which  are  without  sponsorship  on  alternate  weeks. 

SPONSOR-SCOPE  this  week  found  the  networks  quite  queasy  about  this. 
Among  the  obstacles  they  foresee: 

1)  The  producer  owning  a  film  show  is  bound  to  object  because  a  spot  sale  might 
lower  the  film's  potentials  for  subsequent  local  runs. 

2)  The  network  sponsor  in  the  major  week  would  be  uneasy  about  the  types  of  prod- 
ucts on  the  alternate  week — in  which  he's  usually  represented  by  a  cross-plug. 

3)  Stations  strongly  resent  the  recapture  of  a  network  show. 


The  level  of  evening  viewing  continues  to  move  forward  firmly — belying  those 
recent  pokes  from  print  media  about  the  state  of  tv  popularity. 
The  latest  Trendex  report  on  sets-in-use  shows: 

•  In  December  the  across-the-evening-board  average  was  59.1,  a  pickup  of  2' ,   over 
the  year  before. 

•  In  January,  the  average  was  60.5,  an  increase  of  3%. 


Sellers  of  national  spot  radio  might  well  mull  over  a  couple  points  that  knowl- 
edgeable timebuyers  have  been  making  in  recent  weeks: 

1)  Stop  selling  radio  against  itself  by  continually  stressing  that  yours  is  the  quality 
station  and  that  your  competitors'  superior  ratings  are  due  to  rock-and-roll.  Such  compari- 
sons besmirch  the  medium. 

2)  Get  out  of  the  habit  of  depending  on  ratings  as  sales  ammunition  and  start  de- 
veloping some  real  qualitative  information.    Advertisers  are  increasingly  asking  for  it. 

Remarked  the  head  timebuyer  of  a  leading  spot  radio  agency  to  SPONSOR-SCOPE  this 
week:  "Ironic  as  it  may  seem,  we  have  to  turn  to  network  data  when  looking  for 
qualitative  information  on  stations  in  markets  that  we  contemplate  buying.  The  stations 
themselves  don't  supply  it." 

(For  more  on  ways  to  improve  spot  radio's  fate,  see  page  35. 1 
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The  flow  of  new  national  spot  tv  keeps  moving  along  at  a  jingling  pace. 

The  week's  call  for  availabilities  and  placements  included  Kasco  Dog  Foods  (Donahue 
&  Coe)  ;  Block  Drug  (Gumbinner)  ;  Carter  Products  (SSCB)  ;  Lucky  Strikes  (BBDO) ; 
General  Mills'  Boston  Cream  Pie  (BBDO)  ;  Hood  Rubber  (McCann-Erickson)  ;  and  S&H 
Green  Stamps  (SSCB). 

Call  it  springtime  for  specials — because  there  are  going  to  be  plenty  of  them,  judg- 
ing by  the  rate  that  orders  are  coming  into  the  tv  networks. 

The  latest  include:  Edgel  picking  up  the  Barnum  &  Bailey  circus  from  Charlotte, 
N.  C,  over  ABC  TV,  and  Coca-Cola  doing  a  "Wide,  Wide  World"  with  names  over  CBS 
TV,  for  March.    For  ABC  it  means  money  in  the  bank — no  time  preemption. 


What  probably  will  turn  into  a  neat  source  of  income  for  spot  is  the  charg-a- 
plate  device  which  has  moved  into  the  taxicab  field. 

Already  the  largest  cab  operator  in  Indianapolis  is  using  four  local  radio  and  three  tv 
stations  as  the  major  tools  in  selling  the  plan.    Here's  how  the  latter  works: 

Each  cab  is  equipped  with  a  charg-a-plale  stamper.  All  the  psssenger  has  to  do  is  to 
hand  over  his  department  store  charg-a-plate,  and  the  fare  is  treated  like  a  pur- 
chase in  a  store. 

The  magazine  and  newsletter  people  are  making  the  radio  networks  their  reg- 
ular clarion  for  newsstand  and  subscription  sales. 

Both  NBC  and  CBS  this  week  got  a  flight  from  Kiplinger,  while  NBC  by  itself  picked  up 
orders  from  the  Saturday  Evening  Post  and  Popular  Science.  NBC  also  was  on  the  re- 
ceiving end  of  schedules  from  Church  &  Dwight  (baking  soda)  and  Whitehouse  &  Co. 
(record  albums).  Added  CBS  entry:  Intermittent  pickups  of  the  Grand  Priz  in  Florida  for 
Amoco  1  March. 

The  current  buying  trend  in  spot  tv  has  as  its  shibboleth  the  word  "reach" 

(broadest  possible  coverage).  And  the  phrase  you  hear  most  often  among  timebuyers  is  "un- 
duplicated  cumulative  audience." 

In  actual  practice,  these  two  fashionable  terms  apply  in  these  ways: 

1)  Sprinkling  announcements  across  the  entire  day's  schedule  via  pre-empt  pack- 
ages— even  if  at  the  start  it  means  use  of  marginal  time. 

2)  Moving  into  syndication  blocks  where  the  announcements  are  in  constant  rota- 
tion— assuring  a  maximum  cumulative  potential. 

3)  Buying  pre-empt  packages  on  several  stations  in  a  market. 

A  major  victuals  account  recently  tested  No.  3  on  the  West  Coast  and  found  the  re- 
sults for  a  new  product  exceptionally  good! 

The  Westinghouse  stations'  latest  splurge  on  the  public  service  front  could 
pose  a  problem  not  only  for  stations  but  for  client  relations  in  the  three  tv  net- 
works as  well. 

WBC  has  bought  the  rights  to  the  American  Forum  of  the  Air  and  Youth  Wants 

to  Know;  and  the  plan  for  spotting  them  as  far  as  the  five  Westinghouse  tv  stations  are  con- 
cerned calls  for  the  pre-emption  of  prime  evening  time. 

The  pre-emptions:  (1)  A  network-optioned  half-hour  monthly  for  both  Forum  and 
Youth;  (2)  eight  one-hours  over  a  year  for  extended  versions  of  these  "enlightment-type 
shows." 

Forum  also  will  be  scheduled  weekly  on  the  Westinghouse  radio  stations,  while  Youth 
and  the  "specials"  will  be  simulcast. 

Commented  a  tv  network  executive  on  the  WBC  plan:  "Westinghouse  is  free  to  pre-empt 
time  in  the  name  of  public  interest,  but  we  wonder  how  seriously  this  eventually  will  af- 
fect the  basic  integrity  of  network  option  time." 
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^  SPONSOR-SCOPE  continued 

The  feeling  is  spreading  along  Madison  Avenue  that  network  tv  programing 
could  stand  a  strong  shot  of  vitality  and  excitement. 

Hence  the  probability  that  (1)  there  will  be  a  hig  turnover  in  April,  and  (2)  the  ratio 
of  new  shows  as  summer  replacements  will  be  higher  than  it's  been  for  years. 

The  agencies,  however,  are  faced  with  one  problem:  Inducing  the  Hollywood  produc- 
ers to  accept  a  warm  weather  run  as  start  for  their  better  properties. 

Both  CBS  TV  and  NBC  TV  are  making  strong  passes  at  the  Rifleman  on  ABC  TV. 
P&G  has  the  show  under  contract  and  is  sharing  the  commercial  spots  with  Miles 
Laboratories  and  Ralston,  but  now  is  prepared  to  sponsor  all  of  it. 

The  catch  for  ABC  TV:    Doing  something  with  Miles  and  Ralston  come  June. 

ABC's  Ollie  Treyz  was  in  Cincinnati  last  week,  and  this  situation  apparently  was  on  the 
agenda. 

General  Food's  Edwin  Ebel  and  B&B's  Tom  McDermott  were  on  the  Coast  last 
week  conferring  with  MGM  about  their  option  on  Father  of  the  Bride.    If  all  goes 

well,  it  will  make  its  debut  this  fall. 

The  new  series  will  replace  December  Bride — or  even  the  Ann  Sothern  show, 

should  recent  doctoring  on  this  one  fail  to  work. 

B&B  this  week  denied  the  report  that  GF  was  considering  dropping  Zane  Grey 

— despite  the  high  rating — because  it  preferred  to  have  the  product  identified  with  a  more  sub- 
dued programing  mood. 

Below  is  a  sample  of  the  statistical  comparisons  that  NBC  TV  is  offering  in  its 
efforts  to  wean  away  some  of  ABC  TV's  daytime  business. 

The  target  account  in  this  case  is  spending  about  $40,000  a  week  on  ABC  TV. 

Here's  the  picture  that  NBC  is  painting  in  terms  of  itself: 

NETWORK  NO.  COMM.  MINS.  COMM.  HOME  IMPRESSIONS         CPMII-PER-COMM.  MIN. 

ABC  TV  18  16,030,000  $2.47 

NBC  TV  9  30,213,000  1.38 

Barring  the  possibilities  of  a  steel  strike,  you  can  expect  more  of  the  big  industrials 
to  flock  to  tv  next  season  to  sell  their  corporate  images  and  programs. 
Marketing  experts  are  making  the  foregoing  prediction  because: 

1)  The  big  fellows  have  diversified  and  merged  so  much  that  identities  either 
have  been  lost  or  made  fuzzy. 

2)  When  the  recession  broke,  they  cut  back  their  institutional  expenditures  by  as  much 
as  75%,  with  the  result  that  many  figure  that  the  time  has  come  for  a  mass-job  of 
image  rehabilitation  and  definition. 

ABC  TV  pulled  out  its  loudest  stops  in  telling  the  trade  how  it  came  out  in  the 
first  January  Nielsen. 

The  breakdown  in  the  number  of  nighttime  half-hours  showed  ABC  leading  with  15, 
CBS  TV  next  with  14,  and  NBC  TV  taking  12.  ABC  also  claimed  that  for  all  commercial  pro- 
grams reported  by  Nielsen  between  7:30  and  10:30  through  the  week,  it  had  the  top  aver- 
ages for  Sunday,  Tuesday,  Thursday,  and  Friday.    CBS  had  Monday  and  Saturday. 

In  terms  of  average  nighttime  audiences  delivered,  the  comparison  came  to: 

NETWORK  1958  JANUARY  1957  JANUARY  %  MARGIN 

ABC  TV  8,817,000  7,389,000  +19 

CBS  TV  10,332,000  10,792,000  -  4 

NBC  TV  9,628,000  9,050,000  -f-  6 
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SPONSOR-SCOPE  continued 

The  term  "disc  jockey"  apparently  is  due  for  some  upgrading. 

WLOB,  Portland,  Me.,  has  announced  that  hereafter  the  record  spinners  on  its  staff 
will  be  referred  to  as  "musicasters."  The  term,  it  feels,  will  put  them  on  a  par  in  dignity 
with  newscasters  and  sportscasters. 

The  food  field  went  counter  to  the  trend  toward  fewer  mergers  in  1958,  accord- 
ing to  the  latest  FTC  count. 

The  total  number  of  major  business  mergers  were  899  last  year  compared  to  941  in 
1957;  but  the  number  in  the  food  sector  jumped  from  32  to  36. 

Cold  as  the  winter  has  been,  it's  been  a  disappointment  in  one  respect  to  air  me- 
dia: The  cold  remedies  haven't  been  expanding  or  extending  their  schedules. 

The  big  difference  as  compared  to  last  winter  obviously  is  due  to  the  fact  that  the  coun- 
try hasn't  had  to  contend  with  an  Asiatic  flu  epidemic. 

Elgin  (JWT)  is  putting  all  its  spring  tv  promotional  dollars  into  a  single  pres- 
tige property — Playhouse  90's  two  installments  of  For  Whom  the  Bell  Tolls. 

The  tie-up  calls  for  an  hour's  share  of  the  property  each  week,  with  crossplugs 
on  two  subsequent  Playhouses.  (It's  the  first  arrangement  of  this  type  since  the  inno- 
vation of  the  crossplug.) 

If  you've  wondered  why  the  frozen  food  business  has  followed  an  erratic  course 
in  national  advertising  the  past  year,  here's  why: 

The  giant  packers  have  been  hampered  and  discouraged  by  numerous  marketing 
factors. 

Thus  this  field  remains  pretty  much  regional  and  local  because  of: 

1)  The  high  cost  of  warehousing  and  shipping. 

2)  The  pressure  of  grocery  chains  for  deals  and  wide  price  differentials  which 
have  reduced  the  profit  margin  to  a  pittance. 

3)  The  limited  value  of  trademarks,  because  differences  in  quality  and  flavor  don't 
show  up  so  spectacularly. 

If  there's  any  one  product  that's  really  stirring  up  a  competitive  storm,  it's  the 
toilet  bar. 

P&G's  Zest  started  it  all;  but  the  brand  that's  bringing  the  soap  business  to  the  boil- 
ing point — something  that  hasn't  happened  since  the  early  battle  of  the  powder  detergents — is 
Lever's  Praise  (a  combination  of  cold  cream  and  deodorant). 

Even  before  Praise  has  set  itself  to  go  nalional,  the  kid  gloves  are  coming  off  com- 
petitors' hands.   For  instance: 

1)  Commercials  are  being  changed  on  one  of  the  deordorant  bars  to  include  the  beau- 
tifying theme. 

2)  Lots  of  supermarket  deals  are  being  offered  with  the  purpose  of  finding  out 
which  one  can  trip  up  the  competitive  specialized  bar  most  sharply. 

Footnote:  Women  aren't  interested  in  matching  soap  to  the  color  of  their  bath- 
rooms so  much  as  you  might  think.  Recent  studies  show  that  the  best  bar  sellers  are  white 
and  pink. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6; 
Spot  Buys,  page  44;  News  and  Idea  Wrap-Up,  page  58;  Washington  Week,  page  53;  sponsor 
Hears,  page  56;  Tv  and  Radio  Newsmakers,  page  70;  and  Film-Scope,  page  54. 
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Dr.  Ernest  Dichter,  Ph.D. 
who  says: 

"This  study  done  for 
KPRC  is  the  first  in 
ivhich  motivational  tech- 
niques have  been  applied 
intensively  and  in  depth 
to  audience  attitudes  to- 
ward Radio  in  one  large 
market.  It  goes  almost 
without  saying  that  re- 
spondents were  never 
given  any  indication  who 
sponsored  the  survey." 


Should  you  like  further  information  on  this 
revealing  Dichter  Probe  ask  your  Petry  Man, 
or,  wire,  write  or  phone  KPRC,  NBC  in  Hous- 
ton, and  your  booklet  will  be  forwarded  to 
you,  posthaste. 

EDWARD  PETRY  &  CO.,  Inc. 

NATIONAL   REPRESENTATIVES 
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bridge  is  a  faster  way  to  cross  a  river.    When  you  take 
it — you  buy  time. 

Actually,  to  get  our  work  week  clone,  all  of  us  purchase 
this  commodity  from  one  another.    When  you   hail  a  cab, 
board  a  plane,  or  just  pick  up  your  phone  you 
buy  time.     We  could  go  on. 


When  you   buy  SPONSOR  you  buy   time,   too, 

and  you  ought  to  know  just  how  much  you're  buying   for 

how  little. 

You  buy  informative  time: — a  staff  of  the  best  reporters 
in  the  field  deliver  up  to  the  minute  news  every  week,  52 
weeks  in  the  year.     You  buy  analytical  time:  — 
the  keenest  minds  in  the  broadcast  industry  give  you 
studies   in    penetration   of   the    important    trends   of   the 
day.     You  buy  digested  time: — assembled  and  assimilated  by 
experienced  hands  to  bring  you  the  most  comprehensive 
picture  of  the  broadcast  field. 

You're  buying  thousands  of  hours  of  this  sort  of  time  for 
just  6<p  per  issue— 52  issues  for  $3  a  year.*    Can  you  afford 
to  be  without  it? 


■ 


*¥ 


■*- 
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TIME  WAS... 


mustaches  drooped 
down  to  here  . . .  horses 
pulled  the  wagons 
hauling  the  beer  .  .  . 
and  patie  de  fois  gras 
was  a  quarter  in  any 
Manhattan  restau- 
rant .  .  . 


even  peaches  are  get- 
ting shaves  .  .  .  horses 
enjoy  life  while  trucks 
do  the  work  .  .  .  and 
lowly  liverwurst  costs 
two  bits  in  a  Bronx 
delicatessen  .  .  . 


BUT.  .  . 

you  can  reach  1000  homes  with  alert,  active  buying  adult 
listeners  for  as  little  as  51  cents  on  WISN  and  that's 
the  greatest  news  since  Marconi's  masterpiece  first  shared 
our  sauerbraten  and  lutfiske  (recipes  on  request)  .  .  .  and 
if  you're  selling  sauerbraten,  lutfiske,  mangoes  or  what- 
soever, we  can  help  move  your  product  in  and  out  of 
A.  &  P.,  I.G.A.  and  Sentry  stores  all  over  our  area  .  .  . 
which  nobody  covers  like  we  do  with  5,000  active  watts, 
none  bigger. 

What  we're  trying  to  say  is  WISN's  bright,  new  adult 
sound  has  made  a  real  difference  in  these  parts  .  .  . 

DON'T... 

take  our  word  for  it:  get  your  mustache  waxed,  hitch 
up  the  horses  and  come  on  up.  The  fat  geese  are  waiting 
.  .  .  and  ready. 

So  is  your  Petry-man. 

MILWAUKEE'S  1ST  STATION 

WISN 

5000  WATTS  -  NONE  BIGGER 

James  T.  Butler,  Station  Mgr. 
Represented   by  Edward   Petry  &  Co.,  Inc. 
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Stephan    Distributing   Corp. 

We  are  local  representatives  for 
Stephan  Distributing  Corp.,  and  as 
such  are  very  much  interested  in  mat- 
ters appearing  in  media  available  to 
the  public. 

Naturally,  we  are  delighted  with 
the  informative  matter  appearing  on 
Page  44  of  your  issue  of  10  January 
1959. 

On  the  other  hand,  we  are  disap- 
pointed with  the  story  appearing  on 
page  20  of  the  same  issue.  We  feel 
that  some  inquiry  should  have  been 
made  of  Stephan  Distributing  Corp., 
regarding  a  so-called  dispute  and  the 
so-called  explanation  of  J.  J.  Coppo, 
before  that  story  was  printed. 

The  fact  of  the  matter  is  that  Mr. 
Coppo's   own    records,    according   to 
our  best  information  and  belief,  re- 
flect that   any  payments  due   to   the 
Coppo  Agency  had  been  paid  at  the 
time  of  the  change-over.  We  have  no 
desire  to  enter  into  a  dispute  to  be 
aired  by  a  national  medium  such  as 
sponsor,  but  we  do  feel  that  inquiry 
might  be  made  of  both  sides  before 
publication  of  such  matter. 
John  N.  Tolar 
Tolar,  Bethel  &  Adler 
Fort  Lauderdale 

•  The  item  in  the  10  January  Sponsor-Scope 
to  which  Mr.  Tolar  refers  contains  this  explana- 
tion of  the  situation  as  it  had  been  reported  to 
SPONSOR,  "Some  20  tv  stations  seem  to  be 
holding  the  bag  for  money  due  them  on  a 
Stephan's  Dandruff  Remover  campaign  as  the  re- 
suit  of  a  dispute  between  Stephans  and  the 
product's  former  agency:  J.  J.  Coppo,  of  Bald- 
win,   N.    Y. 

Coppo's  explanation:  A  portion  of  the  tv 
funds  was  to  come  from  Stephan's  distributors; 
but  when  the  hair  tonic's  maker  changed  agen- 
cies  and  instructed  the  distributors  to  make  no 
more  payments  to  Coppo,  there  was  no  money 
to   pay   to   stations." 

Irrashaimasu 

I  am  returning  home  from  Okinawa. 
It's  "sayonara"  to  the  Air  Force  after 
almost  three  years — and  "Irrashai- 
masu" (welcome  back)  to  WVCG 
AM-FM,  Coral  Gables,  Florida,  where 
I  will  resume  my  position  as  an  ac- 
count executive. 

During  my  tour  with  the  Air  Force, 
your  magazine  has  enabled  me  to 
keep  up  with  the  industry. 

(Please  turn  to  page  26) 
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BUYING  DETROIT  AND  SOUTHEAST  MICHIGAN? 


NOW! 

wm 


JM  tallest  TV  tower  in  s 

AWmmf 


ms  Woi&tcE! 

fil&tflCOmAGi/ 


now  WXYZ-TV  serves 
more   people,  better { 


yam 


&m 


TV 


YOUR   BEST  BUY 
IN   MICHIGAN 
IS   NOW  A  BETTER 
BUY  THAN   EVER! 


JUjL- 


tallest  TV  tower  in  southeast  Michigan 


blanketing  an  even  larger  area  with  a  powerful 
signal 


wxyz-tv    adds    new    viewers    running    into   the 
hundreds  of  thousands 


wxyz  adds  scores  of  suburbs,  towns  and  cities 

Now  transmitting  from  the  heart  of  America's 
fifth  market  .  .  .  center  of  Southeast  Michigan's 
population  shift! 

This  huge  1,073  ft.  tower  permits  WXYZ-TV  to 
blanket  a  larger  area  than  ever  with  a  powerful 
signal  .  .  .  adding  hundreds  of  thousands  of 
viewers  to  its  coverage  area! 


CHANNEL/detmt  ABC 


Represented  Nationally  by  BLAIR-TV 


BROADCAST     HOUSE  —  70    Mile    and    Northwestern    Highway,    14    miles    northwest    of    central    Detroit 
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Buy  the  whole 

TEXAS  MONEY  BELT 

andOLLL  it   from   the 

CENTER 


/ 


WITH 


v. 


K  V  K 

Channel    9    abc 

MONAHANS,  TEXAS 


AM 
TV 


Representatives 
Everett  McKinney,  Inc. 
Clyde  Melville,  SW 


Ross  Rucker,  Pres. 
Hillman  Taylor,  TV  Mgr. 
Ken  Welch,  Radio  Mgr. 


THINGS  ARE 


POPPING 


Bubbling.  Boiling  over.  Boston's  getting  the  full  promotion 
treatment  from  WBZ.  Contests.  Parties.  Billboards.  Ads. 
Radio  and  TV  spots.  The  works.  All  about  the  new  shows, 
the  new  program  lineup,  the  sparkling  personalities  .  .  . 
the  bouncy  pop  sound  that's  got  the  ratings  jumping  on 
Boston's  Most  Popular  Station. 


Represented  by  PGW 


-W 


1030 


WBZA  SPRINGFIELD 


Westinghouse  Broadcasting  Company,  Inc. 
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{Cont'd  from  page  24) 

There  have  been  so  many  new  de- 
velopments, that  I  would  have  been 
quite  a  stranger — especially  this  last 
year  and  a  half  in  the  Far  East. 
Thanks  for  a  truly  fine  publication. 
Jerry   Coburn 
"Over  the  Pacific' 

Spot   radio's   image 

Sometime  ago  sponsor  asked  for 
comments  from  the  radio  industry 
for  some  possible  solutions  for  in- 
creasing national  spot  business. 

Here  are  a  few  words  I  have  put 
together  on  the  subject: 

"I  have  been  in  radio  for  20  vears. 
Do  I  plan  on  leaving,  and  going  into 
some  other  business?  ABSOLUTE- 
LY NO!  Ten  years  ago  when  tele- 
vision really  started  hitting  into  all] 
metropolitan  markets  .  .  .  many  good  I 
radio  people  left  the  industry  looking 
for  security.  I  can't  imagine  the 
president  of  U.  S.  Steel  resigning  be- 
cause someone  discovered  aluminum. 
But,  this  is  what  did  happen  in  radio. 

"Years  ago  it  did  amaze  us  once  in 
a  while  when  radio  advertising  moved 
the  merchandise  off  the  client's 
shelves.  I'm  not  amazed  today.  I 
have  seen  good  radio  move  more 
merchandise  faster,  cheaper  than  any 
other  media.  We  must  know  how  to 
merchandise  .  .  .  how  to  program  .  .  . 
and  schedule  a  client's  money  to  do 
the  best  job  for  him.  Radio  can,  and 
must,  plow  better  in  many  places. 
But,  when  a  station  invests  in  its 
market  by  giving  it  the  adequate 
staff,  specialists  in  news,  farm  news, 
music,  plus  a  well-rounded  program 
format  .  .  .  what  happens?  The  cli- 
ent or  buyer  selects  the  station  with 
the  lowest  rate;  NOT  THE  LOWEST 
COST  PER  THOUSAND.  Radio 
must  know  its  market  .  .  .  serve  it  the 
best  it  knows  how,  and  contribute 
something  more  than  just  a  signal." 
Pat  O'Halloran 
v.p.-mgr.,  KPQ 
Wenatchee,  Wis. 

Pleased   readers 

.  .  .  All  of  us  here  look  forward  to 
your  weekly  issues,  passing  them 
around  to  every  department.  We 
could  not  do  without  the  information 
and  enjoy  especially  your  special 
projects. 

McHenry  T.  Tichenor,  a.e. 

KGBT 

Harlingen,  Texas 
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...important  in  the  home 


This  Lennox  furnace  is  part  of  the  decor,  in  any  room  of  the  house  .  .  .  one  of  the  many  products 

of  Syracuse  that  brings  warmth  and  satisfaction  in  homes  all  over  the  country. 

Just  as  WHEN-TV,  another  product  of  Syracuse,  has  become  an  essential  part  of  the  decor 

in  Syracuse  homes  .  .  .  providing  warm  friendliness  and  pleasant  satisfaction  for  everyone, 

anywhere  in  the  house. 

To  make  your  product  a  part  of  every  home  in  Syracuse  and  Central  New  York,  place  it  on 

WHEN-TV  view.  A  call  to  the  Katz  Agency  or  WHEN-TV  commercial  manager,  Fred  Menzies, 

will  put  it  in  the  spotlight. 


when  you 
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ell  Syracuse 


to  s 


A    MEREDITH    TELEVISION    STATION    AFFILIATED    WITH    BETTER 
HOMES    &    GARDENS    AND    SUCCESSFUL    FARMING    MAGAZINES 


KCMO    KCMO-TV/KPHO  KPHO-TV 
Kansas  City    /  Phoenix 


/  /  KRMG /' 
/    Tulsa/ 


WOW  WOW-TV 

Omaha 


v 


WHEN 

Syracuse 


CBS  in  Central  New  York 
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CHARLOTTE-WBTV  RULES  ABSOLUTE 

AS  FIRST  TELEVISION  MARKET 

IN  ENTIRE  SOUTHEAST 

AS  MEASURED  BY  N.C.S.  ^3 

The  Charlotte-WBTV  television  market  totals  632,070  homes. 
Its  nearest  competitor  in  the  Southeast,  Atlanta,  has  579,090. 

VVBTV's  set  count  exceeds  that  of  the  second  Charlotte  station  by 
43% — delivering  189,380  more  television  homes! 

Buy  WBTV  as  your  first,  biggest  step  to  television  coverage 
of  the  Southeast.  Contact  CBS  Television  Spot  Sales  or  WBTV 
for  the  full  fabulous  coverage  and  dominance  story. 


MPARE    THESE   SOUTHEAST   MARKETS 


WBTV-Charlotte 

632,070 

Atlanta 

579,090 

Louisville 

509,480 

Birmingham 

587,800 

Memphis 

.453,240 

Charlotte  Station  "B" 

442,690 

Miami 

434,800 

New  Orleans 

380,020 

Nashville 

366,560 

Norfolk-Portsmouth 

337,580 

Richmond 

311,680 
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WHAT  Y&R'S  NEW 

MEDIA  CHANGES 
ARE  ALL  ABOUT 


Director  of  Media  Relations,   W .  E.  Matthews 


W    Few  recent  agency  shifts  have  caused  as  much  trade 
talk,  gossip  and  inaccurate  reporting  as  those  at  Y&R 

^    For  a  clear,  calm  explanation  of  what  the  changes 
mean,  SPONSOR  talked  to  media  v.p.  "Pete"  Matthews 


I 


■  mecent  high-level  executive  changes 
at  Y&R,  the  nation's  third  largest 
advertising  agency  with  air  media 
billings  of  $95.2  million  in  1958, 
have  touched  off  more  rumors,  specu- 
lation and  trade  confusion  than  any 
organization  moves  which  SPONSOR 
has  seen  in  the  past  few  years. 

Y&R's  reshuffling,  which  followed 
the  naming  of  George  H.  Gribbin  as 
agency  president  last  October,  began 
to  affect  its  air  media  operations 
parly  in  January.  At  that  time,  v.p. 
|Peter   G.   Levathes,   then   director  of 


media  relations  was  appointed  direc- 
tor of  the  agency's  radio/tv  depart- 
ment, and  Robert  P.  Mountain  who 
had  held  the  radio/tv  spot  was  as- 
signed to  v.p.  in  charge  of  the  new 
business  department. 

Subsequently  Nat  Wolff,  veteran 
programing  expert,  rejoined  Y&R  as 
a  v.p.  in  the  radio/tv  department. 
Then  last  week  William  E.  "Pete" 
Matthews,  media  v.p.  since  March 
1958,  was  named  director  of  media 
relations. 

Each  step  of  the  Y&R  reorganiza- 


tion was  accompanied  by  a  rising 
chorus  of  trade  questions,  gossip, 
speculation,  and  somewhat  inaccurate 
reporting  in  the  trade  press,  sparked 
in  no  small  part,  as  Y&R  now  admits. 
b\  the  fuzzy  and  hazy  character  of 
the  agency's  own  news  announce- 
ments of  the  changes. 

W  hat  had  Madison  Ave.  in  a 
dither,  in  addition  to  its  natural, 
back-fence  interest  in  the  personali- 
ties involved,  were  two  quite  differ- 
ent types  of  problems. 

For  station  representatives,  syndi- 
cation salesmen,  program  packagers, 
network  executives,  and  other  Y&R 
suppliers,  there  was  an  understand- 
able confusion  about  who  at  the 
agency  was  responsible  for  what,  and 
what  people  had  to  be  seen  in  order 
to  consumate  sales. 

For  media  men  and  management 
executives     in     competing     agencies. 
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however,  the  big  questions  were 
"what  do  the  Y&R  changes  mean  in 
terms  of  over-all  agency  operations? 
What  is  their  future  significance  to 
me,  and  my  organization?" 

Ever  since  1952.  when  Y&R  became 
the  first  big  agency  to  institute  the 
"All  Media"  buying  system  in  its 
media  department,  other  agencies 
have  followed  its  organization  pat- 
terns with  extreme  interest. 

First  reaction  to  the  Y&R  news  was 
that  it  meant  the  breakdown  of  the 
"All  Media"  system.  Second  reaction, 
and  even  more  disturbing  to  some 
agency  media  men,  was  that  it  fore- 
cast a  trend  toward  greater  stature 
for  radio/tv  department  heads  in 
other  agencies. 

To  get  to  the  bottom  of  these 
puzzling  questions,  and  to  discover 
the  true  significance  of  what  has  been 
happening  at  Y&R,  SPONSOR  last  week 
arranged  for  an  exclusive,  hour-long 
interview  with  William  E.  "Pete" 
Matthews,  newly  named  Y&R  direc- 
tor of  media  relations. 

Matthews,  a  calm,  assured  advertis- 


ing veteran  (with  the  agency  since 
1944,  he  edited  Y&R's  "Evaluation 
and  Use  of  Advertising  Media") 
explained  the  new  organizational 
changes  clearly,  simply,  and  without 
fuss.  Here  is  a  summary  of  his  state- 
ments: 

•  Y&R  has  not  abandoned  the  "All 
Media"  system,  nor  does  it  intend  to. 

•  Complete  responsibility  for  all 
media  planning,  including  recom- 
mendations on  how  budgets  shall  be 
divided  between  media — magazines, 
net  tv,  newspapers,  spot  radio,  etc. — 
remains  with  the  media  department. 

•  Y&R  management  has.  however, 
delegated  responsibility  for  buying 
network,  syndicated  programs  and 
time  to  the  radio/tv  department. 

•  The  reasons  for  this  change  are 
tied  to  the  evolving  nature  of  the  tv 
business,  and  the  need  for  the  agency 
to  "consolidate  its  negotiating  power" 
in  the  tv  field. 

•  All  other  timebuying,  except 
that  for  network  and  syndicated  pro- 
grams, continues  to  be  done  by  the 
Y&R  media  department. 


pillllllilllllllljllllllilllllllllj^ 

HOW  Y&R's  RADIO/TV 
DEPARTMENT  FUNCTIONS 

Chief  cause  of  trade  confusion  about  new  Y&R  setup  has  been 
uncertainty  about  the  function  of  the  agency's  Radio/Tv  Depart- 
ment, headed  by  v. p.  Peter  C.  Levathes.  Here  are  the  directives 
for  the  radio  tv  department  as  handed  down  by  Y&R  top  man- 
agement.  The  department  will  be  responsible  for: 

1.  Development  of  new  program  ideas 

2.  Supervision  of  all  shows  to  insure  top  quality 
3-    Selection  of  net,  syndicated  programs  and  times 

4.  Negotiations  involved  in  the  purchase  of  ahove 

5.  Supervision  of  Hollywood  office  except  for  commer- 
cial activities 

For  an  explanation  of  how  these  functions  fit  into  the  agency's 
over-all  media  planning,  and  of  the  part  played  by  the  media 
department  in   network    radio  and   tv,  see  accompanying   text. 
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•  All  media  "operations" — sucti 
as  research,  statistics,  maintenance 
of  station  lists,  billings  etc.,  including 
those  for  both  network  and  syndi- 
cated programs — remain  media  de- 
partment responsibilities. 

•  The  Y&R  media  department  will 
continue  to  study  presentations  and 
research  dealing  with  the  effectiveness 
of  network  tv  as  a  medium  (regard- 
less of  programs)  as  an  aid  to  draw- 
ing up  its  over-all  media  plans  for 
agency  product  groups  and  plans 
boards. 

•  In  Matthews'  opinion,  the  recent 
organization  changes  have  greatly 
strengthened  Y&R's  tv  position,  since 
they  have  formalized  and  centralized 
what  had  been  a  loose  "committee 
type"  operation. 

The  key  to  these  conclusions  (and 
changes)  lies  in  understanding  what 
has  happened  to  net  tv  during  the 
past  five  or  six  years. 

Matthews  points  out  that,  as  tv  has 
evolved,  program  control  has  passed 
largely  out  of  agency  hands  and,  even 
more  significant,  network  programing 
and  network  time  periods  are  now 
almost  invariably  tied  together. 

Network  time,  he  says,  is  often  a 
secondary  factor.  Program  consider 
ations  usually  control  time  sales,  and 
negotiations  for  program  and  time 
must  be  conducted  as  a  single  pack- 
age at  a  high  executive  level. 

In  the  past,  Y&R's  radio/tv  and 
media  departments  have  worked  to 
gether  on  these  problems  through  a 
kind  of  loose  informal  committee  op- 
eration. Today,  however,  full  re- 
sponsibility for  the  entire  negotiation 
has  been  centralized  in  the  radio/tv 
department. 

One  important  effect  of  the  change 
has  been  to  "strengthen  Y&R's  nego- 
tiating power."  As  an  agency  with 
$62.5  million  in  net  tv  (second  only 
to  JWT)  it  can,  by  consolidating  its 
network  negotiations,  exert  pressures 
not  possible  in  a  looser,  more  in- 
formal operation. 

In  this  way  Y&R  hopes  to  avoid 
such  situations  as  a  recent  incident 
when,  wishing  to  change  a  network 
program  but  retain  the  time  period,  it 
found  itself  (because  of  prior  nego; 
tiations)  forced  to  give  up  boil, 
program  and  time  slot. 

As    to    the    increased    stature    oj 

Y&R's  radio/tv  department,  there  is< 

no  question  that  this  is  true.  Matthews 

(Please  turn  to  page  50) 
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PART  TWO  OF  A  TWO-PART  STORY 


BEER:  ITS  ADVERTISING 

IS  FERMENTING,  TOO 


Half  as  many  brewers  spend  twice  as  much  money  to 
Ivertise   only   slightly   more  gallonage  than  in    1949 

In  five  years,  still  fewer  will  probably  spend  still 
lore,  as  big  breweries  expand  into  popular-price  field 


o  keep  a  2.8  billion  gallon  river 
f  beer  flowing  yearly  from  breweries 
j>  consumers,  the  industry  now  in- 
fests about  $200  million  in  adver- 
sing  and  promotion.  Of  this  invest- 
ment, television  gets  the  lion's  share 
-close  to   30$  .     Radio  gets   about 

I     I   . 

.  This  $200  million  kitty  is  made  up 


by  only  234  breweries  (about  10  of 
which  account  for  more  than  45'  i  of 
all  beer  sales).  Contrast  this  current 
advertising  program  with  1949  when 
twice  as  many  breweries  spent  half  as 
much  money  to  advertise  a  produc- 
tion that  was  only  slightly  less  than 
today's,  and  it  becomes  apparent  that 
the    advertising   picture   is   changing 


right  along  with  the  marketing  one. 
(See  "Beer:  Big  business  in  ferment," 
sponsor  31  January). 

It  will  change  more.  Here's  a  cap- 
sule outlook  on  beer  air  advertising 
for  the  next  five  years: 

•  Regional  and  national  spot  tv 
and  radio  should  enjoy  an  increase 
in  billings  as  the  big  shipping  brew- 
ers spend  more  to  promote  not  only 
their  established  premium  brands  hut 
also  the  popular-price  labels  the)  are 
now  acquiring  in  a  battle  against 
strong  local  beers  and  the  private 
labels  of  supermarket  chains. 

•  As  smaller  local  breweries  dis- 
appear, caught  in  this  war  of  attri- 
tion, some  local  ad  agencies  and  cer- 
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tainly  local  tv  and  radio  billings  will 
feel  the  effect. 

•  Network  may  stand  to  get  more 
beer  business  (right  now  it's  virtu- 
ally non-existent)  as  the  big  brewers 
widen  their  distribution  patterns,  be- 
come more  truly  "national." 

•  Problem  of  local  rates  may  be- 
come more  acute  as  these  same  big 
brewers  seek  to  use  their  newly- 
acquired  branch  breweries  for  "local 
status."  Already,  some  look  for  sta- 
tion local  rates  on  the  grounds  of 
their  local  wholesalers  and  distribu- 
tors being  a  "part  of  the  community." 

•  Stepped-up  research  into  the 
beer  industry's  advertising  strategies 
as  a  means  of  helping  all  brewers  in 
their  struggle  against  such  natural 
foes  as  soft  drinks  and  wines.  Re- 
search Corp.  of  America,  for  example, 
is  a  New  York  firm  that  has  been 
publishing  a  Brewing  Industry  Sur- 
vey for  17  years;  it  has  recently 
added  an  Analysis  of  Brewers'  Adver- 
tising Expenses.  The  Institute  for 
Motivational  Research  did  a  study  a 
few  years  ago  on  beer  advertising 
(see  box  on  page  51). 

Beer  advertising  has  changed  a  lot 
since  the  1870's  when  there  were 
more  than  4,000  breweries  in  opera- 
tion in  the  U.S.,  and  Adolphus  Busch 
was  persuading  friends  to  drink  and 
saloonkeepers  to  stock  Budweiser  with 
such  promotional  gifts  as  walking 
sticks,  gold  watch  chains,  fine  china 


and  glassware — all  emblazoned  with 
the  Anheuser-Busch  eagle. 

It  was  bound  to  change.  At  that 
time,  the  brewing  and  marketing  of 
beer  followed  a  pattern  which  had 
been  pretty  much  set  in  the  Middle 
Ages.  Brewing — like  baking  (also  a 
yeast-ingredient  product) — had  been 
entirely  local,  produced  on  family  es- 
tates, in  monasteries,  at  universities. 
(In  Europe,  the  pattern  still  exists 
somewhat;  West  Germany  has  2,508 
breweries,  Belgium  521).  In  Co- 
lonial America,  breweries  remained  a 
very  local  operation;  George  Wash- 
ington made  his  own  brand  at  Mt. 
Vernon;  William  Penn,  his  own  in 
Philadelphia.  It  wasn't  until  the  Civil 
War  era  and  railroads  that  the  "ship- 
ping brewer"  such  as  Anheuser-Busch 
and  Pabst  began  to  change  the  distri- 
bution picture.  Advertising,  however, 
was  still  a  very  personal,  local  type  of 
thing.  Its  main  concern:  to  get  the 
saloonkeeper  to  stock  your  brand  of 
beer.  Some  of  the  larger  shipping 
brewers  even  went  so  far  as  to  set  up 
their  own  glamorous  night-spots  and 
cafes  in  various  cities  to  ensure  an 
outlet. 

Louis  Pasteur  had  a  lot  to  do  with 
changing  this  ad  picture.  Pasteuriza- 
tion made  it  possible  to  bottle  beer 
for  shipping,  and  indirectly  to  switch 
its  appeal  to  the  consumer  at  home. 
But  not  until  years  after  Repeal — in 
1933 — did  this  approach  actually  be- 
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Air  media  impact:  The  brewing  industry  is  presently  among  the  most  progressive  of  cli- 
ents as  ad  creativity  goes,  and  much  of  this  has  come  as  a  result  of  its  use  of  air  media. 
Left:  Tv  show  star  Sefior  Wences  gets  briefing  from  ad  director  William  Geohegan  before 
doing  a  Fort  Pitt  beer  commercial.  Center:  Budweiser  gets  RAB  commercial  award  for 
third  year  as  Jack  Macheca  (1),  D'Arcy  v.p.  receives  it  from  RAB's  Kenyon  Brown. 
Right:  Piel  Beer's  Bert-and-Harry  get  merchandising  space  in  all-important  supermarkets 
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come  the  tail  that  wagged  the  dog. 

How  hard  the  dog  has  been  wagged 
is  revealed  by  the  fact  that  today 
about  80%  of  all  beer  or  ale  sales  are 
in  bottles  with  supermarkets  account- 
ing for  well  over  50%  of  them. 

But  with  supermarkets  becoming  a 
prime  mover  have  come  problems 
that  not  only  alter  the  ad  picture  but 
change  marketing  strategy  as  well. 
First,  the  supermarkets  themselves 
have  begun  competing  with  the  brand 
brewers.  On  the  West  Coast  and  in 
Florida  particularly,  the  chains  have 
brought  out  their  own  "private  label" 
beers  which  undersell  the  premium- 
priced  advertised  beers  by  substan- 
tial margins. 

Go  into  a  metropolitan  New  York 
supermarket  and  you  will  be  con- 
fronted with  14  to  16  competing 
brands  of  beer.  Go  into  a  similar 
market  in  Detroit,  Chicago,  Los  An- 
geles, San  Francisco  or  Miami  and 
there  will  be  a  still  greater  "misery 
of  choice"  (the  phrase  Dr.  Dichter 
has  contributed  to  marketing  termi- 
nology to  cover  the  multi-brand  de- 
luge that  marks  shopping  today  for 
any  product  from  soap  to  cereals). 
If  the  beer  devotee  frequents  higher 
grade  outlets  such  as  delicatessens  or 
premium  markets,  he  then  has  another 
choice — a  U.S.  top-flight  beer  or  an 
imported  one.  Imported  beers  from 
Germany,  Denmark.  Holland  and  Ja- 
pan now  account  for  about  1%  of  all 
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HOW  lO  TOP  BREWERS  USE  ADVERTISING  BUDGETS 

(FIGURES   IN   THOUSANDS) 

Estimated  $  in  $  in  $  in  $  in  $  in  Out-  Beers   in 

Ad  NetTv  Spot  Tv  Spot  Radio  Print  door  Ads  Regional 

Budget '57  1957  1958  1958  1957  1957  Natl    Sports 


Brewery 


ANHEUSER 


SCHLITZ 


FALSTAFF 


BALLANTINE 


HAMM 


CARLING 


LIEBMANN 


$  9,338 


10,683 


5,473 


3,305 


3,932 


2,857 


5,160 


N.A.* 


$3,006 


627 


46 


395 


54 


$2,824 
1,745 
2,347 

1,608 

1,779 

1,343 

475 


1 1,800 
900 
720 

650 

650 

1,800 

780 


$2,760 


4,156 


335  + 


1,022 


228 


966 


3,358 


$3,657 


,530 


2,205 


996 


1,856 


435 


,134 


Baseball 

(r   &  tv) 

Baseball 
(r) 

Baseball 

(r) 

Pro  football 

(tv) 

Baseball 

(r  &  tv) 

Pro  football 

(tv) 

Baseball 

(tv) 

Pro  football 

(tv) 

Baseball 

(rj 

Pro  football 

(tv) 


SCHAEFER 


2,530 


1,377  N.A.* 


679 


1,042 


PABST 


STROH 


4,089  1,521 


2,064 


22 


2,032 


540 


N.A. 


N.A. 


541 


547         Baseball 

(r) 


$1,020+  561  Pro  football 

(tv) 


*N.A.:    Figures  are  not  available. 

Sources:    Research    Corp.   of   America;    LNA-BAR;    N.    C.   Rorabaugh   by   TvB;    TvB ;    RAB;   Sporting  News. 

Note:    No  column  on  net  radio  since  use  is  minimal  and  figures  unavailable. 
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eer  sales.    This  is  far  from  a  sub- 

tantial  part  of  the  market,  but  it  can't 

e  ignored  because  this  2%  has  come 

p  from  0/t  in  only  a  few  years. 

While     some     supermarkets     have 

)een   getting   into   the  beer  business 

I  and  they  contribute  nothing  to  na- 

ional  advertising),  some  big  brewers 

lave  been  moving  into  other  product 

ireas.    Anheuser-Busch,  for  example. 

lis  in  both  the  yeast  and  pharmaceuti- 

als  business.     Fort  Pitt  Brewery  of 

ittsburgh    has    branched    into    juke 

Joxes,  while  Coors  Brewery  of  Den- 

er  has — of  all  things — gone  in  for 

ce  cream!     But  none  of  these  diver- 

fications  has  as  yet  added  anything 

air  media  advertising  either. 

What  will   affect   air   media,   how- 

rer,  is  the  counterattack  the  bigger 


brewers  are  launching  against  super- 
market private  labels  as  well  as 
against  smaller  local  breweries  that 
are  under-selling  them.  The  attack 
plan  is  simple  but  effective — bring 
out  your  own  popular-priced  brand 
or  acquire  a  brewery  with  an  already 
established  one.  Thus  Anheuser- 
Busch  picked  up  Regal  through  tak- 
ing over  American  Brewing  in  Miami, 
and  is  opening  a  branch  brewery  in 
Tampa.  Pabst  bought  Blatz.  picking 
up  both  Blatz  and  Tempo  labels.  Car- 
ling  just  acquired  Heidelberg  Brew- 
ing in  Tacoma. 

Grant  Advertising.  Chicago,  has 
just  been  named  by  Schlitz  Brewing 
to  handle  that  company's  new,  popu- 
lar-priced Old  Milwaukee  Beer.  A 
big  scale  advertising  push  is  already 


under  waj  to  introduce  Old  Milwau- 
kee in  Michigan.  It  will  use  heavy 
spot  tv  schedules,  spot  radio,  news- 
paper and  outdoor.  The  beer  is  being 
packaged  in  a  distinctive  green  bottle 
with  a  red  cap  which  is  symbolized 
in  advertising  by  a  red-haired  dancer 
in  a  green  dress.  Music  for  both  l\ 
and  radio  commercials  is  by  the 
David    Rose   orchestra. 

Such  moves  to  acquire  branch 
breweries  and  popular-priced  brands 
to  complement  their  established  pre- 
mium-priced ones  by  a  few  of  the 
handful  of  truly  national  beer  ac- 
counts (by  definition,  only  such  com- 
panies as  Anheuser-Busch.  Miller, 
Schlitz.  Ballantine  and  Pabst  arc  "na- 
tional" and  there  are  still  many  mar- 
kets  where    their    wares   are   not    for 
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BASIC    FACTS   ABOUT 
THE    BEER    INDUSTRY 


1.  NUMBER  OF  BREWERS:  234,  a  decline  of  over  two-thirds  in 
the  last  25  years.  Costs,  taxes,  competition,  new  marketing 
patterns  keep  sending  the  total  number  of  breweries  down  as 
the  war  of  attrition  continues. 

2.  TOTAL  CONSUMPTION:  90  million  barrels  per  year.  Figure 
is  static  now  due  in  part  to  adverse  population  factor,  but  will 
rise  soon  {probably  in  early  1960's)  for  reasons  listed  in  No.  5. 

3.  PER  CAPITA  CONSUMPTION:  15  gallons  per  year,  about  a 
two  gallon  decline  since  1950.  Some  rise  is  expected  in  the 
future,  but  ivill  hardly  reach  again  the  21-gallon  high  of 
pre-World  War  I  or  even  that  of  Belgium  today — 37  gallons. 

4.  COMPETITIVE  BEVERAGES:  While  beer  per  capita  lost,  per 
capita  of  soft  drinks  and  wines  increased,  liquor  about  held  its 
own.  Soft  drinks  11.8,  wines  .9,  spirits  1.25  gallons  against 
beers  15.    Nevertheless,  beer  is  still  way  out  in  front. 

5.  BEER  CUSTOMERS:  Best  market  is  21-59  age  group  which  is 
due  for  growth  in  next  five  years.  Originally  a  "male"  bever- 
age, many  beer  buys  are  now  by  women  since  it  became  a 
supermarket  item.  Men,  however,  still  influence  brand  selection. 

6.  BAR  VS.  BOTTLE:  Only  about  20%  is  sold  in  taverns  today; 
supermarkets  sell  more  tlian  50%  of  packaged  beer.  Cans  ac- 
count for  36.8%  of  sales,  one-way  bottles  5.5%,  returnable 
bottles    for    57.7%.     Shipping    back   "empties'''    is    expensive. 

7.  MARKETING  PATTERNS:  Ten  top  shipping  brewers  account 
for  nearly  50%  of  sales;  only  a  few  of  these  are  truly  national. 
Branch  breweries  and  popular-price  brands  to  supplement 
premiums  is  a  trend,  helps  fight  supermarket  private  labels. 

8.  AD  EXPENDITURES:  Annual  investment  in  air  media  is 
about  $75  million;  cost-per-barrel  about  $1.50.  Tv  gets  biggest 
slice,  nearly  30%,  radio  gets  about  10%.  Few  are  in  network, 
however,  because  of  spotty  distribution. 

9.  MEDIA  PATTERNS:  Flights  usually  bought  to  follow  distri- 
bution pattern.  Sportcasts  are  among  most  popular  buys;  prac- 
tically all  baseball  clubs  had  beer  sponsors,  pro  football  got 
good  play  too.    Miller's  uses  golf  on  tv. 

10.  AD  OUTLOOK:  Media  can  probably  look  ahead  to  more  ad 
dollars  but  from  fewer  breweries.  This  will  come  from  expand- 
ing markets  of  big  boys  and  introduction  of  new  popular-priced 
beer  brands  to  complement  established  premium  labels. 
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sale.  "Big  regional"  would  often  be 
a  more  apt  description  than  "nation- 
al," especially  since  about  10%  of 
U.S.  population  lives  in  areas  that  are 
dry)  is  significant  to  broadcast  ad- 
vertising as  the  shadow  of  coming 
events. 

As  major  shipping  brewers  expand, 
the  picture  of  future  beer  advertising 
becomes  clearer. 

By  the  early  1960's,  when  the  brew- 
ing industry  counts  on  population 
factors  to  take  it  out  of  its  present 
static  state  to  better  sales,  less  brewers 
should  be  spending  more  money  to 
promote  both  popular-priced  and 
premium-priced  beers  nationally  via 
all  media  —  and  most  probably  air 
media.  A  recent  presentation  by  rep 
firm  Edward  Petry  Co.  showed  that 
10  out  of  12  leading  brewers  who  in- 
creased their  spot  tv  investments  in 
1957  over  1956  showed  sales  gains, 
while  of  seven  brewers  who  reduced 
their  spot  tv  expenditures  in  the  same 
period,  three  showed  sales  losses.  The 
total  increase  in  barrel  sales  for  those 
brands  which  increased  spot  tv  ad- 
vertising, according  to  Petry,  was 
956,619  barrels,  while  the  over-all 
loss  for  those  brewers  that  cut  back 
was  318,486  barrels. 

This  is  a  telling  argument  in  favor 
of  a  medium  that  has  been  closely 
identified  with  beers  and  ales  from  its 
birth.  But  what  of  net  tv  and  spot 
and  net  radio? 

Because  of  the  traditionally  region- 
al patterns  of  beer  distribution,  net 
tv  has  never  prospered  to  a  high-de- 
gree from  beers  and  ales.  At  present, 
only  three  brewers — Hamm,  Schlitz 
and  Miller  Brewing — are  in  this  me- 
dium; Schlitz  with  its  alternate  week 
sponsorship  of  CBS  TV  Playhouse  and 
Hamm  with  investments  in  that  same 
net's  Perry  Mason  and  Person  to  Per- 
son. Miller,  on  ABC  TV,  sponsors 
All-Star  Golf  on  alternate  Saturdays 
at  about  the  rate  of  $50,000-plus  per 
program.  If  Miller  follows  its  ad 
strategy  of  the  last  year-and-a-half, 
it  will  switch  to  ABC  Badio  this  sum- 
mer. Then  the  indoor  spectators  to 
its  tv  winter  golf  presumably  will 
head  out  to  the  links  and  become  part 
of  radio's  big  outdoor  summer  audi- 
ence. 

At  present,  net  radio  has  no  beer 
sponsors.  In  the  early  days  of  net  ra- 
dio, the  picture  was  somewhat  bright- 
( Please  turn  to  page  51) 
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PART    THREE    OF    A    SPONSOR    SERIES 


SPONSOR'S 

$500  MILLION 

PLAN  FOR 

SPOT  RADIO 


Why  Spot  Radio  needs 
six -way  housecleaning 

^    Inefficient,    unfair    business    practices    are    making 
the    medium    less    attractive    to    national    advertisers 

^    If  spot  radio  wants  to  reach  $500  million  goal  by 
1963,    it    must    act    now    to    put    its    house    in    order 


In  the  first  two  articles  on  its 
$500  Million  Plan  for  spot  radio. 
sponsor  outlined  goals  and  basic 
strategy.  The  goal  which  sponsor 
believes  that  the  spot  radio  indus- 
try should  aim  for  in  the  next 
five  years  is  a  minimum  of  $500 
Million  in  national  radio  spot 
business  by  1963.  Such  a  goal 
would  mean  that  radio  itself  (net- 
work and  spot  combined)  would 
have  to  achieve  at  least  a  9'  , 
share  of  national  advertising  ex- 
penditures. 

For  radio  spot  this  would  mean 
nearly  tripling  its  present  rate 
of  advertising  billings. 

In  order  to  achieve  such  a  goal, 
sponsor  outlined  a  new  basic 
business  strategy  for  the  radio 
spot  industry.  A  strategy  far  more 
directly  competitive  with  other 
media. 

sponsor  believes  that  radio 
spot  must  face  up  to  the  "facts 
of  life"  about  its  real  competi- 
tion, and  stop  inside-the-industry 
fights  between  stations,  repre- 
sentatives, groups  and  networks. 

Radio  spot's  "Big  Three"  com- 
petitors for  the  national  adver- 
tising dollar  are,  in  this  order: 
newspapers,  spot  tv,  outdoor.  In 
order  to  whittle  down  their  shares 

j  of  national  advertising,  radio 
spot  must  take  certain  steps.  The 
first  of  these,   discussed   in  this 

J  article,  is  to  "put  its  own  house 

1  in  order." 


I 


n  hundreds  of  talks  with  radio  sta- 
tion operators  and  station  represent- 
atives, sponsor  has  often  heard  it 
said — "What  radio  spot  needs  is 
better  selling,  more  sales  ideas." 

This  is  undoubtedly  true.  The  spot 
radio  industry  could  certainly  use 
imaginative  new  sales  techniques,  and 
new  creative  ideas.  Many  of  these 
will  be  discussed  in  future  sponsor 
articles. 

But  sponsor's  editors  believe  that 
even  before  radio  spot  begins  to 
reach   for  the   great,   dazzling,   over- 


powering sales  notion  that  will  solve 
all  billing  problems,  it  should  face 
certain  unpleasant  facts  about  its 
present  business  practices. 

The  truth  is — radio  spot,  in  main 
of  its  operations,  employs  a  creak) . 
old-fashioned,  inefficient  business  ma- 
chinery that  is  painful  and  anno)  ing 
to  its  agency  and  advertiser  clients. 

If  radio  spot  really  wants  to  in- 
crease its  share  of  national  advertis- 
ing, and  take  business  from  its  arch 
competitors — newspapers,  spot  tv  and 
outdoor — then  the  first  step  is  to  cor- 


The  costliest  medium  to  handle  say  some  agency  men  of  radio  spot.    Expensive,  time 

consuming  paper  work  makes  the  job  tougli  for  Y&R  buyers,    \l    Ward  and  Tom  Viscardi 
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rect  some  obvious  mistakes  and 
commonplace  errors. 

Here  are  some  pet  agency  and  ad- 
vertiser gripes  about  spot  radio,  col- 
lected by  SPONSOR  editors  during  the 
past  year: 

1.  Too  much  paper  work.  What 
many  radio  station  men  fail  to  realize 
is  that  a  radio  spot  campaign  is.  dol- 
lar for  dollar,  the  most  complex,  time- 
consuming  and,  in  many  ways,  costly 
media  operation  with  which  any  ad- 
vertising agency  has  to  deal. 

The  hours  which  an  agency  must 
spend  in  preparing  station  lists,  esti- 
mates, and  orders,  and  in  checking 
radio  spot  expenditures  are  many 
times  what  must  be  spent  for  larger 
campaigns  in  magazines  or  net  tv. 

Under  these  circumstances,  it  is 
only  natural  that  agencymen  should 
resent  what  seems  like  needless  detail 
and  paper  work  connected  with  spot, 
and  particularly  when  much  of  this 
paper  work  could  be  eliminated  by 
more  careful  thinking  and  planning 
by  station  managements. 

SPONSOR  suggests  that  every  radio 


station  owner  and  representative  ap- 
ply himself  immediately  to  the  prob- 
lem of  simplifying  the  paper  work 
involved  for  agencies  in  his  own  ra- 
dio spot  operation. 

2.  Confusing  rate  cards.  Many 
station  rate  cards  are  so  complex  as 
to  be  almost  incomprehensible  to  a 
time  buyer.  Needless  hours  have  to 
be  spent  in  puzzling  out  obscure  pro- 
visions, or  waiting  for  "interpreta- 
tions" by  station  representatives. 

Last  fall  (issue  of  6  September  I 
sponsor  reported  a  proposal  by  sta- 
tion representative  Richard  O'Connell 
for  "streamlining"  rate  cards.  What 
could  not  fail  to  impress  even  those 
who  disagreed  with  the  details  of  the 
O'Connell  plan  was  that  more  than 
200  media  men  in  top  agencies  took 
time  to  answer  a  questionnaire  on  his 
"streamlining"  proposals  and  nearly 
every  one  praised  it  as  a  step  in  the 
right  direction. 

C.  Laury  Bothot,  president  of 
Standard  Rate  and  Data  Service, 
wrote:  "I  applaud  your  efforts  at  sim- 
plification.   We   in   advertising   have 


inherited  much  in  rate  structures  that 
is  confusing  and  not  essential. 

SPONSOR  suggests  that  the  spot  ra- 
dio industry  apply  itself  vigorously  to 
rate  card  simplification. 

3.  Local-National  rates.  In  many 
discussions  with  top  media  directors 
such  as  Frank  Kemp  of  Compton, 
Leslie  Farnath  of  N.  W.  Ayer,  and 
Lee  Rich  of  B&B,  sponsor  has  found 
a  growing  awareness  of  the  inequi- 
ties and  injustices  of  the  local-nation- 
al rate  differentials  as  interpreted  by 
many  radio  stations.  Such  differen- 
tials, say  agencymen,  cannot  be 
"justified"  on  any  rational  basis  of 
interpretation.  And  the  haziness  of 
stations  as  to  who  gets  a  local  rate  and 
why,  is  casting  deep  suspicions  on  the 
whole  radio  industry. 

Recently,  SPONSOR  has  detected  a 
mounting  trend  toward  the  "single 
rate"  among  many  station  owners. 
The  announcement  of  a  single  rate  by 
the  Balaban  group  was  received  with 
real  enthusiasm  in  New  York  agency 
circles.  An  increasing  number  of  sta- 
tion representatives  are  urging  their 
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ASPECTS     OF     RADIO     SPOT 
WHICH  AGENCY  MEN  DISLIKE 


1.  Too  much  paper  work.    Agencies  say  detail  involved 
in    radio    spot    buying    can    and    must    be    simplified 

2.  Confusing  rate  cards.    Even  SRDS  has  recommended 
that    station    rate    cards    should    be    shorter,    clearer 

3.  Local-national    rates.    Media   directors   say   they   find 
no   "justification"   for   many   station   rate   differentials 

4.  Dubious    research    methods.      Timebuyers   insist   many 
stations  present  research   which   is   of  doubtful   value 

5.  Cutthroat    selling.    Too    many    station    presentations 
"trade  down"  the  medium  by  competitive  local  selling 

6.  Market  ignorance.    Timebuyers  say  most  radio  station 
operators  should  know  more  about  their  own  markets 


Sal  Agovino,  McCann-Erickson  timebuyer 
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stations  to  adopt  the  single  rate. 

SPONSOR  does  not  presume  to  know 
all  the  local  circumstances  which  may 
militate  against  the  single  rate  in 
some  markets.  But  it  does  urge  con- 
sideration of  the  single  rate  by  every 
station  interested  in  spot  radio's  fu- 
ture. Even  the  newspapers,  long-time 
local  rate  champions,  were  told  bv 
A.  H.  "Red"  Motley,  publisher  of 
Parade,  to  revise  their  national-local 
differentials,  at  a  recent  N.A.E.A 
meeting  in  Chicago. 

4.  Dubious  research  methods.  In 
the  past  few  months,  sponsor  has 
heard  an  increasing  number  of  com- 
plaints by  agencymen  of  the  types  of 
research  submitted  to  them  by  vari- 
ous station  operators,  and  of  certain 
research  practices  employed  by  sta- 
tion owners  and  representatives. 

Among  these  practices:  the  heavy 
use  of  newspaper  advertising  during 
"rating  weeks";  the  too-glib  use  of 
total  radio  set  ownership  figures,  un- 
backed by  any  real  measurement  of 
reach  and  penetration,  as  well  as  the 
seeming  inability  of  the  spot  radio  in- 
dustry to  develop  adequate,  out-of- 
home  listening  information. 

SPONSOR  urges  an  immediate  meet- 
ing between  stations,  representatives 
and  agencies  to  determine,  not  what 
kind  of  research  stations  want,  but 
what  agencies  and  advertisers  would 
like  to  have. 

5.  Cutthroat  selling.  That  agen- 
cies and  advertisers  resent  the  cut- 
throat selling  techniques  employed  by 
stations  competing  in  the  same  mar- 
ket, may  be  clearer  to  SPONSOR  than 
to  those  who  are  too  close  to  broad- 
cast operations. 

A  recent  letter  we  received  from 
John  Heverly,  v. p.  of  Botsford,  Con- 
stantine  &  Gardner,  Portland,  Ore- 
gone,  states  the  point  well.  He  says 
that  ways  must  be  found  to  "stop  the 
evil  practice  of  each  station  in  a  mar- 
ket selling  down  the  competition  to 
a  point  where  all  radio  suffers  from 
doubt,  misinformation  and  complete 
confusion." 

SPONSOR  suggests  an  immediate  re- 
vision of  station  sales  pitches  to 
eliminate  unfairly  competitive  state- 
ments, and  to  include  a  strong  plug 
for  the  total  medium  of  radio  itself. 

6.  Market  ignorance.  A  few  weeks 
ago,  an  associate  media  director  at 
Y&R  told  sponsor,  "When  a  radio 
station   owner   comes   to   New   York 
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SPONSOR'S  $500  MILLION  PLAN 

sponsor  is  presenting  its  new  5-year,  $500  million  plan 
for  national  spot  radio  in  five  weekly  installments: 

Step  one:  Sales  Goals  for  spot  radio.  Why  SPONSOR  believes 
it    can    reach    $500    million    by     1963.      (24    January) 

Step    two  Basic  strategy  for  spot  radio.    Why  SPONSOR  believes 

it   must    be    strongly   competitive    against    "Big    Three" 
(31   January) 

Step  three:  Putting  Spot  Radio's  house  in  order.  Mistakes,  errors, 
and  outworn  methods  which  must  be  quickly  corrected, 
(discussed  in  this  issue) 

Step  four:  Building  spot  radio's  strength.  How  the  medium  can 
add  to  its  present  stature,  resources  and  importance. 
( 14  February) 

Step  five:  Selling  spot  radio's  image  and  power.  A  discussion  of 
new  types  of  spot  radio  sales  approaches.  (21  February) 

In  addition  to  these  articles  already  planned,  SPONSOR  will  schedule 
additional   features    bearing   on    spot   radio's   future,   as    they   develop 


and  pays  me  a  visit,  I  can  be  almost 
100 %  sure  he  knows  very  little  about 
his  own  market  or  how  he  can  help 
my  product  in  that  market." 

Marshall  Lauchner,  president  of 
B.  T.  Babbitt  (see  sponsor,  10  Janu- 
ary) told  us  recently  that  he  can  get 
far  more  useful  market  information 
from  most  newspapers  than  from 
most  radio  stations.  He  said,  "Any 
radio  station  operator  should  con- 
centrate on  knowing  his  own  market 
and  telling  us  things  about  it  that  we 
don't  know." 

sponsor  suggests  this  as  a  first  and 
obvious  step  to  be  taken  by  members 
of  the  spot  radio  industry  in  its  drive 
for  a  $500  million  sales  goal. 

In  addition  to  these  six  major  areas 
of  complaint  there  are  a  number  of 
other  trouble  spots  in  the  spot  radio 
picture  which  deserve  thoughtful  at- 
tention from  station  owners  and 
representatives. 

One  of  these  is  the  problem  of 
getting  quick  information  on  avail- 
abilities. Eldon  Fox,  advertising  man- 
ager for  Edsel  complained  in  the  20 
December  issue  of  SPONSOR  that  it 
sometimes  takes  "three  or  four  weeks 
to  know  what  vour  availabilities  are" 
in  planning  a  radio  spot  campaign. 

Fox  says  that  because  of  this  "you 


have  to  buy  blind  and.  when  you  do, 
you  can't  merchandise  your  campaign 
to  your  sales  force" — an  obvious  dis- 
advantage to  the  large  national  adver- 
tiser. 

Another  problem  pointed  out  by 
Mike  La  Terre,  JWT  timebuyer,  in  a 
recent  letter  is  the  need  for  more  in- 
formation on  cumulative  audiences, 
as  well  as  more  qualitative  audience 
research  on  every  kind.  In  La  Terre's 
opinion  these,  plus  the  single  rate,  can 
"save  radio." 

SPONSOR  believes  that  the  spot  radio 
industry  must  take  the  lead  in  correct- 
ing these  complaints,  and  providing 
this  type  of  service. 

It  is  not  enough  for  spot  radio  to 
comfort  itself  in  the  knowledge  that 
many  of  its  own  evils  are  also  com- 
mon to  spot  tv.  As  the  challenger  for 
an  increasing  share  of  national  ad- 
vertising, spot  radio  must  provide 
more  than  the  media  with  which  it  is 
in  competition. 

And  in  addition,  spot  radio  must 
constantlv  seek  new  sources  of  power 
and  strength.  Next  week,  sponsor 
discusses  practical  ways  for  spot 
radio  to  increase  its  position,  influ- 
ence and  prestige  on  the  local  or  com- 
munitv  level.  ^ 
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Planning  are   (1  to  r)   Waldie  &  Briggs  a.e.  Eugene  Shields,  Maremont  sales  mgr.  Chas.  Klaus,  ad  mgr.  Bob  Wolfson,  Ivan  Fuldauer,  p.r. 


New  car  woes  boom  muffler  market 


^    Tv  gets  a  brand  new  type  of  advertiser  as  modern 
souped-up  cars  and  gas  prove  far,  far  too  exhausting 

^    Maremont  is  first  of  fast-growing  $290  million  in- 
dustry   to    tie    tv    to    problems    of    muffler    marketing 


W 


hen  the  gasoline  industry  licked 
the  new  car  problems  of  higher  horse- 
power with  fuel  additives,  it  gave 
birth  to  a  wholly  unexpected  problem 
and  a  brand  new  advertiser — the 
muffler  manufacturer. 

Up  to  three  years  ago,  the  principal 
outlet  for  mufflers  was  the  auto  "after- 
market."  The  five-to-nine-year-old  car 
represented  the  greatest  profit  poten- 
tial. Second  richest  bracket:  the 
three-to-four-year-old  class. 

Then  the  fuel  additive  came  into 
the  picture,  and  the  muffler  began  to 
bear  the  brunt  of  its  acid  content. 
When  combined  with  the  moisture 
from  condensation,  this  acid  literally 
eats  away  muffler  metal.  And  the 
problem  didn't  stop  there:  more 
elaborate  cooling  systems  and  run- 
about driving  meant  cars  were 
running  cooler,  with  increased  con- 
densation of  acid-bearing  vapors. 

Out   of  this,   a  broad   new  market 


was  created  for  mufflers  through  serv- 
ice stations  and  auto  repair  shops  as 
more  and  more  new  cars  rolled  into 
garages  with  burned-out  mufflers. 

Several  other  factors  have  made 
the  muffler  business  boom  at  retail 
(or  garage)   level: 

•  1958  recession  jitters  caused 
much  of  the  potential  new  car  mar- 
ket to  hold  on  to  its  old  cars,  with  a 
resulting  boom  in  the  auto  replace- 
ment parts  industry. 

•  The  figures:  24  million  cars  in 
the  five-to-nine-year-old  category,  11 
million  in  the  three-to-four-year  vin- 
tage. 

•  This  placed  mufflers  second  only 
to  spark  plugs  in  jobber  sales  volume 
(mufflers  and  exhaust  parts  systems: 
5.32%,  spark  plugs:  5.51%). 

•  Detroit's  expectations  of  a  10- 
12%  increase  in  automotive  output 
for  1959  puts  mufflers  into  the  field 
in  multiples. 


•  This,  because  most  new  models 
already  carry  at  least  four  (some 
have  six). 

Against  this  background,  the  muf- 
fler business  has  swollen  to  a  $290 
million  industry  with  14  brands 
competing  for  attention. 

But  it's  a  long  marketing  haul  to 
the  consumer,  and  any  effective  muf- 
fler advertising  must  gear  to  this  fact. 

One  such  advertiser  is  laying  plans 
to  use  tv  to  trigger  the  vital  mar- 
keting chain  reaction  from  whole- 
saler to  consumer.  The  plan  marks 
the  first  use  of  network  tv  to  sell 
mufflers.  Tied  to  it  is  probably  the 
most  elaborate  merchandising  plan 
ever  attempted  in  muffler  history. 

Maremont  Mufflers  of  Chicago,  a 
division  of  MarPro,  Inc.,  auto  parts 
manufacturer  had  two  things  to  sell: 

•  An  "acid  test"  proving  the  ad- 
vantage of  its  alloy-coated  muffler 
over  the  standard  steel  type. 

•  A  curb  sign  for  service  stations 
constructed  with  large  transparent 
areas  (see  photo  above)  to  attract 
attention  and  resist  wind. 

Demonstration  and  recognition 
were  the  two  factors  needed,  accord- 
ing to  MarPro  ad  and  promotion 
manager.  M.  Robert  Wolfson  and  the 
agency.  Waldie  &  Briggs,  Chicago. 
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Maremont  had  spent  1958  mer- 
chandising the  sign  to  its  60.000 
franchised  dealers,  backed  up  by  six 
advertisements  in  Saturday  Evening 
Post  and  Life  calling  attention  to  the 
alloy-coated  muffler  and  the  sign. 
Trade  advertising  was  also  used  ex- 
tensively last  year. 

"But  the  only  way  to  really  make 
our  point  about  longer  muffler  life." 
says  Wolfson,  "was  to  demonstrate 
it.  You  can't  draw  a  picture  of  it;  you 
can't  describe  it  in  words.  You  have 
to  show  it." 

Other  requirements:  curb  sign 
recognition,  and  a  springboard  for 
merchandising  to  the  trade.  Selection 
of  media  had  to  provide  a  solution 
to  all  three  requirements — demonstra- 
tion, recognition,  trade  merchandis- 
ing. 

The  tv  plunge  has  required  a 
tripling  of  the  ad  budget.  The  sched- 
ule will  be  spread  out  over  a  year's 


time.  It  includes  12  live  participa- 
tions in  the  Jack  Paar  Show  begin- 
ning I  March;  13  on  Today,  begin- 
ning 26  February,  both  on  NBC  TV. 
The  one  minute  announcements  will 
coincide  with  prime  muffler  buying 
seasons.  The  peaks  occur  in  spring 
and  fall. 

While  Maremont  is  reluctant  to 
discuss  the  actual  figures  involved  in 
the  network  purchase,  sponsor  esti- 
mates a  total  cost  of  $162,000  for  the 
package. 

Here's  how  the  use  of  tv  is  geared 
to  the  interlocking  problems  of 
demonstration  of  the  "acid  test," 
recognition  of  the  curb  sign  and 
merchandising  to  the  trade: 

Tied  directly  to  the  tv  schedule  is 
a  merchandising  campaign  that 
starts  with  the  wholesale  parts  dis- 
tributor and  filters  down  to  the  con- 
sumer. 

First  step,  according  to  Wolfson, 
was  to  make  a  30-minute  color  movie 


for  showing   to   the  wholesalers  and 

jobbers.  It  contained  sample  kines 
of  the  demonstration  commercials  b\ 
the  announcers  on  the  two  shows  and 
the  pitch  by   Paar  and  Garroway. 

\\  bile  the  first  of  these  commercials 
will  not  appear  until  26  February, 
they  are  ahead)   in  promotional  use. 

This  film  was  shown  to  the  Mare- 
mont sales  force  of  nearly  100  in 
Chicago  the  week  before  Christmas. 
They  were  also  shown  other  merchan- 
dising tools: 

•  A  "topper"  for  the  service  sta- 
tion curb  sign.  A  two-sided  spinner. 
it  plugs  Paar  on  one  side,  Garroway 
on  the  other. 

•  A  trade  news  bulletin,  "Exhaust 
Echoes,"  created  for  the  promotion. 

•  Trade  announcement  letter  from 
Maremont. 

•  Second  announcement  letter  (to 
wholesalers  and  dealers)  signed  by 
Dave  Garroway    (Today). 

(Please  turn  to  page  69) 
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SELLING  WHOLESALERS,  JOBBERS  is  vital 
first  step.  Maremont  sells  them  with  advance 
kines   (like  Hugh  Downs'  pitch  for  Paar  show) 


DISTRIBUTION  PATTERN  shows  levels  muffler  merchandising  must  filter  through.  Maremont 
uses  tv  promotion  to  sell  wholesalers,  jobbers  on  educational  program  for  dealers.  Curb 
signs    with    tv    "toppers"     are    merchandised    to    dealers    for    ready    consumer     recognition 
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HOW  TO  RATE  RADIO  STATIONS 


^    Minneapolis  agency  does  it  with  an  "evaluator"  of 
26  factors   covering   10  stations   in  Twin  City  market 

^    Audience  factors  account  for  60%  of  the  points  a 
station   can   earn.     Method   is   not   adaptable   to   video 


^™\erybody  knows  that  ratings  are 
not  the  final  word  in  evaluating  a 
station.  The  problem  is:  if  not,  then 
what  ?  Ratings,  at  least,  have  the  vir- 
tue of  being  clear-cut.  Judgment, 
whatever  its  merits,  is  often  a  hodge- 
podge of  inarticulate  feelings,  sound 
and  unsound  opinions,  assorted  but 
disarranged  facts. 

Judgment,  in  a  word,  is  often  dis- 
organized. A  buyer  can  mentally  list 
the  factors  that  are  important  in  buy- 
ing a  station.  But  comparing  a  num- 
ber of  stations  on  the  basis  of,  say, 


two  dozen  factors  involves  some  diffi- 
cult cerebral  juggling. 

Now,  let's  suppose  that  a  buyer 
goes  one  step  further.  Suppose  he 
makes  a  list — puts  it  down  on  paper 
— of  all  the  factors  he  considers  im- 
portant in  station  selection.  Then, 
using  his  judgment  (yes,  judgment 
must  come  into  the  picture  at  some 
point),  suppose  he  assigns  a  numeri- 
cal figure  for  each  factor.  This  nu- 
mercial  figure  would  represent  the 
relative  importance  of  each  factor  in 
the  total  picture.    It  would  also  rep- 


resent  a   theoretically   perfect   score. 

If,  for  example,  one  factor  is  as- 
signed a  value  of  10,  a  station  could 
be  scored  from  zero  up  to  10,  de- 
pending on  how  good  the  station  is 
in  this  category.  Thus,  totaling  up 
the  scores  for  each  station  would  pro- 
vide a  ready-made  comparison  which, 
if  not  completely  objective,  is  certain- 
ly consistent. 

If  you  haven't  already  guessed, 
somebody  is  doing  just  this.  The 
party  is  the  Jaffe-Naughton-Rich  ad 
agency  of  Minneapolis  and  the  meth- 
od was  dreamed  up  by  the  agency's 
two  principals — Alvin  Jaffe  and  Syd- 
ney Rich. 

The  JNR  Radio  Evaluator,  as  the 
method  is  called,  is  a  continuing 
study  of  the  10  radio  stations  in  the 
Minneapolis-St.  Paul  market.  It  pro- 
vides, says  Rich,  "an  evaluation  of 
everything  that  makes  a  station  tick 


Sidney  Rich,  (1)  and  Alvin  Jaffe,  partners  in  Jaffe-Naughton-Rich  agency,  adjust  performance  figures  in  station  evaluator  every  two  months 
40  SPONSOR      •      7    FEBRUARY   1959 


i 


(or  drop  dead),  from  management 
program  policies  to  announcer  believ- 
ability,  from  the  quality  of  a  station's 
audience  to  its  short-range  accept- 
ance and  long-term  trend.  It  has  re- 
moved guesswork,  partiality,  sublimi- 
nal prejudices  or  preferences  of  taste 
from  my  time  buying." 

Rich  and  Jaffe  worked  up  the  eval- 
uator  last  year.  The  list  of  factors 
thi\  <  ame  up  with  total  26,  divided 
into  four  general  groups  (see  chart 
at  right) . 

The  key  to  this  kind  of  organized 
evaluation  is  the  relative  weights  as- 
signed to  the  various  factors.  It  is 
worth  highlighting  the  fact  that  the 
audience  measurement  factors  are  by 
far  the  most  important.  Out  of  a 
possible  200  points  for  the  perfect 
station.  122  can  be  earned  in  this 
area.  This  includes  100  points  for 
audience  quantity,  11  points  for  type 
and  quality  of  audience  and  11  points 
for  the  audience  trend.  The  latter 
figure  rewards  stations  for  showing 
an  upward  trend  and  penalizes  them 
for  the  opposite. 

Of  all  the  factors  evaluated,  audi- 
ence quantity  is  the  only  one  where 
judgment  plays  a  minor  role.  Here's 
how  stations  are  rated  with  ratings: 

Every  60  days,  audience  shares  for 
each  station  are  listed.  All  three  local 
ratings  services  in  the  Twin  Cities 
market — Hooper,  Nielsen  and  Pulse 
— are  used.  Only  daytime  figures  are 
employed  with  morning  and  after- 
noon shares  tallied  separately.  This 
means  there  are  six  audience-share 
figures  for  each  station — a  Hooper, 
Nielsen  and  Pulse  figure  in  the  morn- 
ing (6  a.m.  to  noon)  and  the  same 
for  the  afternoon  (noon  to  6  p.m.). 
To  the  morning  and  afternoon  sub- 
totals are  added  extra  points  for  po- 
sition rank.  The  top-ranking  morning 
station  receives  five  points  for  first 
place  and  die  next  four  ranking  sta- 
tions receive  four,  three,  two  and  one, 
respectively.  The  same  is  done  for 
afternoon  ranks. 

These  figures  are  then  added  to- 
gether without  any  further  weighting 
or  adjustment  and  then  the  total  for 
each  station  is  divided  by  two.  The 
only  reason  for  the  division  is  to  pro- 
vide a  workable  figure.  It  was  ex- 
pected originally  that  no  station 
would  go  above  100  but  recentlv  the 
leading  station  in  the  market  has 
done  just  that — primarily  because  of 
(Please  turn  to  page  68) 
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EVALUATING    RADIO    STATIONS 

JAFFE-NAUGHTON-RICH  RADIO  EVALUATOR 
General  Factors 


Age,  ethics,  stability 


Station  operating  data 


Station  audience  promotion 


Power-number  on  dial-network 


Ownership  policy 


Service  Factors 


Programing — general 


Sound  of  station 


Quality  of  announcers 


News  service 


Sports  service 


Public  service 


Music  service 


Station  identification 


Public  awards 


Off-air  staff 


Type  and  quality 


Quantity  (Hooper,  Pulse,  Nielsen) 


Trend 


Advertising  Factors 


Broadcast/advertising  ratio 


Multiple  spotting 


Quality  of  announcers 


Broadcast/station  promotion  ratio 


Length  of  commercials 


Evidence  of  mail  pull 


Transcribing  facilities 


Quality  of  advertisers 


TOTAL 


PERFECT 
SCORE 


2 
2 


Audience  Measurement  Factors 


11 


100 


11 


3 
200 


.ist  of  26  factors  shown  is  used  by  J-N-R  agency  to  get  performance  value 
for  each  station  studied.  Later,  this  value  is  divided  by  each  station's 
"controlled    price    per   minute"   to   get  what   is   called    a    "ratio    index"   figure 
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NO  TV  ADS,   FEWER  SALES 


I  he  punch  in  tv  advertising  is 
dramatically  illustrated  by  new  data 
comparing  sales  of  Parti-Day  top- 
pings in  its  Green  Bay  tv  test  market 
vs.  two  other  markets  where  no  ad- 
vertising is  being  used. 

Latest  reports  from  Louisville  and 
Phoenix  (see  telegram  above)  mean 
that  total  wholesale  shipments  in  the 
two  markets  since  15  October,  when 
the  Parti-Day  test  began,  are  still 
running  considerably  below  the  Green 
Bay  figure.  No  ads  have  been  run  in 
the  two  markets  during  the  Green 
Bay  test. 

The  13-week  total  for  Louisville 
now  stands  at  1,269  cases,  while  in 
Phoenix  shipment  figures  for  the 
same  period  total  865  cases. 

In  Green  Bay,  with  daytime  tv 
only  used  in  the  test,  case  shipments 
to  wholesalers  have  hit  a  5,435-case 
figure.  ( For  a  wrap-up  of  the  Green 
Bay  test  at  the  13-week  mark,  see 
sponsor,  31  January.) 

While  sales  have  been  fluttering  up 
and  down  in  Phoenix  and  Louisville, 
they  haven't  approached  even  the  low 


points  plumbed  at  Green  Bay.  In 
Phoenix,  semi-monthly  case  shipment 
figures  have  ranged  from  a  low  of 
110  to  a  high  of  183.  In  Louisville, 
the  peak  was  290  and  the  valley  163. 

In  terms  of  tv  market  size,  Phoenix 
is  smaller  (but  not  much)  than 
Green  Bay.  Louisville  is  consider- 
ably larger.  Comparing  the  markets 
on  a  standard  metropolitan  area  ba- 
sis, both  Louisville  and  Phoenix  are 
considerably  larger. 

Current  figures  on  Parti-Day  sales, 
covering  the  second  half  of  January, 
are  expected  in  shortly  after  press- 
time  and  too  late  to  be  included  in 
this  issue.  A  story  on  these  figures 
and  their  marketing  significance  will 
be  published  in  the  next  issue.        ^ 


The  test  in  a  nutshell:   Product: 

Parti-Day  Toppings.  Market:  80-mile 
area  around  Green  Bay,  Wis.  Media: 
Day  tv  spots  only.  Schedule:  10 
spots  weekly.  Length  :  26  weeks  from 
15  Oct.  Commercials:  Live,  one-min- 
ute.   Budget:  $9,980  complete. 
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16-31    Oct 580  cases 

1-15   Nov 1,450  cases 

15-30   Nov 370  cases 

1-15   Dec 1,090  cases 

16-31    Dec 350  cases 

1-15    Jan 1,595  cases 
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Spot  radio 

^  McCormiek  admen  find 
d.j.  pattern  best  to  promote 
switch  to  tea,  get  male  accept- 
ance,   tie    product    to    locale 


1  ea  consumption  has  dropped  from 
one  pound  per  capita  to  .6  since  1910. 
Coffee,  with  its  tremendous  head  start 
(9.2  lbs  in  1910)  is  now  15.8,  ac- 
cording to  USDA  figures. 

These  are  the  cold,  hard  facts  that 
any  tea  advertiser  must  face.  Why 
has  the  tea  industry  swung  so  heavily 
to  radio  as  a  solution  to  its  problems? 
Lipton  has  become  synonomous  with 
Godfrey.  The  Tea  Council,  McCor- 
mick's,  Tetley — all  have  used  spot 
radio  dominantly. 

sponsor  got  a  good  clue  to  the 
reasons  from  Lennen  &  Newell  ad- 
men buying  radio  on  a  spot  basis 
for  McCormick's  Tea. 

The  chief  aims  of  any  tea  cam- 
paign are  to: 

•  Suggest  the  consumer  might  be 
disatisfied  with  another  drink. 

•  Increase  acceptance  among  men. 

•  Make  tea  an  integral  part  of  the 
local  scene. 

"These  factors  are  all  intensely  per- 
sonal," says  Ted  Huston,  L&N  ac- 
count executive  for  McCormick's  on 
the  West  Coast.  "Personal  endorse- 
ment is  essential,  and  such  endorse- 
ment must  be  tailored  to  local  habits 
as  well  as  express  how  the  endorser 
feels  about  the  product." 

A  39-week  radio  campaign,  which 
kicked  off  5  January  1958  in  Los 
Angeles,  used  10  d.j.'s  on  a  54-spot- 
per-week  schedule  budgeted  100%  in 
radio  at  under  $100,000. 

On  the  first  four  days  of  the  week, 
each  personality  did  a  30-second  an- 
nouncement; on  Friday,  a  60-second. 

The  same  basic  copy  was  used  by 
each  d.j.  But  each  spot  called  for 
(1)  sipping  of  tea,  (2)  recorded 
pouring  of  tea.  This  made  it  possible 
for  every  d.j.  to  react  in  his  own  way 
to  the  taste,  the  aroma,  etc. 

Here  the  "example"  factor  was  im- 
portant for  heightening  acceptance 
among  men.  This  was  the  reason  for 
prime  time  and  nighttime,  as  well  as 
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brews  tea  to  taste  and  climate 


regular  da\time,  buys.  Copy  con- 
tained implied  assurance  to  the  house- 
wife that  tea  was  a  drink  her  husband 
would  accept.  Here's  a  sample: 

"For  a  busy  housewife  and  her 
hard-working  husband,  their  favorite 
time  is  evening — when  the  dishes  are 
done,  the  kids  are  in  bed  and  there's 
time  to  relax.  For  pleasant  compan- 
ionship during  those  brief  moments. 
they  might  have  a  cup  of  .  .  .  no,  that 
would  keep  them  awake.  Of  perhaps 
they  might  have  a  .  .  .  no,  that's 
fattening.  Now-,  what  they  really 
want  is  the  satisfaction,  the  pure 
enjoyment  of  McCormick  Tea." 

The  implication  of  dissatisfaction 
with  another  drink  is  also  there.  An- 
other strong  copy  stress:  iced  tea. 
Southern  California  is  the  only  area 


where  McCormick's  conducts  a  cam- 
paign for  more  than  six  months  be- 
cause the  climate  adapts  itself  to 
iced  as  well  as  hot  tea  during  the 
winter. 

The  agency  held  meetings  during 
the  year  with  McCormick  salesman 
so  that  they  could  better  tell  chain 
buyers,  jobbers,  supermarket  man- 
agers about  the  specialized  and  local- 
ized aims  of  the  campaign.  The  re- 
sult was  increased  distribution  and 
the  addition  of  two  important  chains 
in  Los  Angeles,  according  to  Jack 
Sassard,  advertising  and  promotion 
manager  of  the  Schilling  Div.  of 
McCormick  &  Co.,  San  Francisco. 

Sassard  reports  that  the  campaign 
also  doubled  dollar  sales  in  Los 
Angeles  and  tripled  share  of  market. 


In  1957,  McCormick  Tea  was  fourth 
in  L.  A.  During  the  first  three  months 
of  1958  it  moved  to  third,  where  it 
still    appears    on    consumer    surveys. 

An  expanded  budget  for  1959  ac- 
commodates a  full  52-week  spot  radio 
campaign. 

Tv  will  come  in  for  25r/t  of  the 
budget.  Radio  75'  i .  Lennen  &  Newell 
has  created  I.D.'s  and  20's  with  an 
animated  '"Tea  Bird."  These  will  be 
used  in  station  breaks. 

A  two-week  "price  specials"  pro- 
motion will  make  use  of  tv  personali- 
ties. According  to  Houston,  the 
agency  will  compare  the  impact  of  tv 
personalities  with  that  of  radio  d.j.'s 
during  this  short-term  campaign.  The 
results  should  be  of  interest  to  all 
media  planners.  ^ 


D.j.  endorsement  hypos  male  acceptance,  ties  tea  to  locale,  says  L&N's  Ted  Houston  (c),  KMPC's  Dick  Whittinghill  ( 1 ),  Ira  Cook  show  how 


IN  SAN  ANTONIO: 

KONO 

—now  delivering 
more*  audience 
than  the  next  two 
stations  combined 
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See  your  |    ~  n  representative 
or  Clarke  Brown  man 

for  the   new  Hooper  showing 
KONO's    average    share 
of  audience!    It's   great! 

or  write  direct  to 


KONO 


JACK    ROTH,   Manager 

P.  O.  Box  2338 
San  Antonio  6,  Texas 


National  and  regional  spot  buys 
in  work  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

The  Procter  &  Gamble  Co.,  Cincinnati,  is  buying  schedules  in 
major  markets  for  its  Gleem  Toothpaste.  The  campaign  starts  1 
March,  runs  through  the  P&G  contract  year.  In  most  markets,  min- 
utes in  non-prime  time  are  being  placed;  frequencies  depend  upon 
the  market.  The  buyer  is  Ethel  Wieder;  the  agency  is  Compton  Ad- 
vertising, Inc.,  New  York. 

Bristol-Myers  Co.,  Products  Div.,  is  purchasing  announcements  for 
its  Ipana  in  various  markets  to  support  its  network  advertising.  The 
16-week  schedules  start  the  middle  of  this  month.  Minutes  during 
nighttime  segments  are  being  slotted;  frequencies  vary  from  market 
to  market.  The  buyer  is  Ed  Green;  the  agency  is  Doherty,  Clifford, 
Steers  &  Shenfield,  Inc.,  New  York. 

The  Borden  Co.,  Inc.,  New  York,  is  kicking  off  schedules  in  top 
markets  for  its  Super  Starlac.  Campaign  starts  this  month  for  12  weeks. 
Minutes  during  daytime  segments  are  being  used.  Frequencies  de- 
pend upon  the  market.  The  buyers  are  Linda  Salzberg  and  Howard 
Fisher;  the  agency  is  Dancer-Fitzgerald-Sample,  Inc.,  New  York. 

Thomas  J.  Lipton,  Inc.,  Hoboken,  N.  J.,  is  going  into  about  60 
markets  for  its  Lipton  Tea.  The  four-week  campaign  starts  this 
month.  Minute  and  20-second  announcements  are  being  scheduled; 
frequencies  vary  from  market  to  market.  The  buyers  are  Tom  Comer- 
ford  and  Marie  Mooney;  the  agency  is  Young  &  Rubicam,  Inc., 
New  York. 

RADIO  BUYS 

5  Day  Laboratories,  div.  of  Associated  Products,  Inc.,  New  York, 
is  planning  a  campaign  in  major  markets  for  its  Roll-On  deodorant. 
The  short-term  schedule  starts  in  mid-February.  Minute,  20-  and 
30-second  announcements  are  being  placed  during  daytime  segments; 
frequencies  vary  from  market  to  market.  The  buyer  is  Ken  Allen ;  the 
agency  is  Grey  Advertising  Agency,  Inc.,  New  York. 

Greyhound  Corp.,  Chicago,  is  preparing  schedules  for  its  bus  lines 
in  western  markets.  The  campaign  starts  15  February  for  six  weeks. 
Minutes  during  daytime  slots  are  being  slotted.  Frequencies  depend 
upon  the  market.  The  buyer  is  Joan  Rutman;  the  agency  is  Grey 
Advertising  Agency,  Inc.,  New  York. 

Bristol-Myers  Co.,  Products  Div.,  is  lining  up  schedules  in  markets 
throughout  the  country  for  its  Mum  cream  deodorant.  The  campaign 
kicks  off  2  March;  length  of  schedule  depends  upon  the  market. 
Minutes  during  daytime  periods  are  being  purchased.  Frequencies 
vary  from  market  to  market.  The  buyer  is  Bob  Widholm;  the  agency 
is  Doherty,  Clifford,  Steers  &  Shenfield,  Inc.,  New  York. 
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YOUR  ADAM  YOUNG  MAN  HAS  ALL  THE  FACTS  ON 
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With  increased  film  production  problems,  SPONSOR  ASKS: 

How  can  commercial  film 

producers  improve  services  to 


As  agencies  face  new  commercial 
film  problems,  experts  discuss 
methods  to  streamline  produc- 
ers"    services     to     the     agencies. 

Rollo  Hunter,  v.p.  &  dir.  of  tv  &  Tadio, 
Edwin  W'asey,  Ruthrauff  &  Ryan,  Inc.,  N.Y. 

It's  foolhardy  to  invite  a  clout 
in  the  snout,  yet  somebody  has  to 
come  right  out  and  say  that  produc- 
tion here  is  afflicted  with  a  creeping 
paralysis  that  could  do  with  some 
stamping   out. 

Improvement  can  come  in  such 
areas  as  organization,  creativity  and 


Delivery  dates 
should  be  met 
on  the  button 


that  important  business  of  imparting 
confidence  to  clients.  For  one  thing, 
delivery  dates  can  be  met  on  the 
button.  The  lab  goofs,  the  agency 
vacillations,  the  last-minute  client 
changes  can  all  be  figured  realistically 
into  the  original  schedule.  That  way 
nobody  gets  mad. 

Breakdown  of  bids  could  also  stand 
improvement  in  some  houses.  The 
too-general  letter  that  simply  says, 
"We  can  do  it  for  so  many  dollars — 
hope  we  get  the  job"  isn't  enough  on 
todays  competitive  market.  More 
agencies  and  more  clients  want  specif- 
ics on  what  costs  what.  And  it's  no 
favor  to  anybody  when  bids  aren't 
realistic. 

We  need  speed-up  techniques  in 
making  commercials.  Old  st\le  one- 
little-thing-at-a-time  methods  just 
don't  jibe  with  today's  needs.  (Let 
the  videotapers  improvise  on  that 
theme.  I  If  we're  to  go  faster  and 
maintain  quality,  however,  we'll  have 
to  face  up  to  some  apparent  union 
problems. 

Directors  hesitate  to  rush  crews, 
knowing   that   it   can    get   them    into 


trouble  with  guilds.  A  grievance 
clause  for  the  producer's  benefit  is  a 
hard  thing  to  find.  And,  while  the 
producer  obviously  can't  be  blamed 
directly  when  gaffers  drag  their  feet 
just  before  overtime,  or  shots  are 
loused  up  coincidentally  five  minutes 
before  breakover  time,  maybe  all  the 
producers  should  get  together  to  fig- 
ure some  way  to  minimize  such 
abuses  where  they  exist. 

While  we're  at  it.  wouldn't  it  be 
nice  (less  important,  but  nice)  if  the 
director  always  had  control  on  the 
set  and  extraneous  noises  didn't  ruin 
so  many  takes?  If  the  crew  didn't 
occupy  all  the  chairs  between  takes, 
leaving  clients  on  their  feet?  If  story- 
boards  sent  to  producers  didn't  dis- 
appear magically  and  constantly? 

Now,  if  all  this  grousing  seems  less 
than  fair  to  the  many  producers  now 
doing  a  wonderful  job,  let's  freely 
admit  that  there  are  plenty  of  legiti- 
mate gripes  from  producers  about 
agencies.  Perhaps  Sponsor  Asks 
should   ask   their   opinions  someday. 

Roger  Pryor,  v.p.,  broadcast  production, 
Foote,  Cone  &  Belding,  New  York 
The  area  in  which  I  believe  film- 
producing  companies  could  generally 


Better 

supervision  of 
film  editing 


improve  their  service  to  clients  is  in 
post-production  follow7  through. 

In  the  initial  contact  I  find  very 
little  difference.  A  personable  young 
man  I  or  woman)  asks  for  an  appoint- 
ment, shows  a  reel — presumably  of 
their  most  recent  and  best  work — 
assures  us  they  will  be  found  competi- 
tive and  departs  with  a  request  that 
they  be  considered  for  a  future 
assignment. 

Assuming  for  the  moment  that  this 


particular  company  has  proved  to  be 
worthy  of  consideration,  that  they 
have  been  given  scripts  and/or  story- 
boards  for  cost-estimating  purposes 
and  ultimately  have  been  given  the 
job;  the  honeymoon  begins  and  no 
groom  could  possibly  be  more  atten- 
tive. Production  meetings  are  held, 
with  great  care  given  to  the  last  de- 
tail. Set  designs  and  artwork  are 
submitted;  your  preference  of  direc- 
tor, cameraman,  etc.,  is  sought;  the 
shooting  schedule  is  set;  and  this 
high  level  of  rapport  is  maintained 
through  the  pre-production  and  pro- 
duction periods. 

With  the  final  "cut"  from  the  di- 
rector, it's  in  the  can  at  last  and 
while  one  might  be  tempted  to  in- 
dulge in  a  slight  sigh  of  relief,  the 
wary  client  will  realize  that  his  real 
trouble  is  about  to  begin.  The  next 
morning  the  production  executive, 
the  cameraman  and  director  will 
quite  probably  be  off  on  another  as- 
signment. 

But  who  is  left  to  supervise  the  all- 
important  selection  of  takes,  editing, 
completion  of  intricate  opticals,  the 
optical  negatives  and  completion  of 
the  final  corrected  prints?  All  too 
frequently,  a  staff  editor  is  assigned 
this  responsibility  and  the  net  result, 
of  course,  is  that  the  client  must  act 
as  the  film  company's  production  ex- 
ecutive  during  this  period,  spending 
endless  hours  following  his  work 
through  the  post-reduction  stages. 

Fortunately,  some  production  com- 
panies, recognizing  the  importance  of 
post-production  efficiency  have  capa- 
ble executives  to  handle  this  phase 
and  the  print  traffic,  but  too  few. 

James  Love,  president,  James  Love 
Productions,   Inc.,   New   York 

To  better  serve  the  advertising 
agencies  and  their  clients,  most  film 
producers  have  set  up  procedures  to 
handle  the  agencies'  needs  as  though 
it  were  their  personal  problem. 

However,  one  of  the  most  impor- 
tant services  a  producer  has  to  offer 
is  too  often  overlooked,  or,  if  it  is 
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pecognized,  seldom  demanded  of  him 
at  the  proper  time.  This  service  lies 
in  the  utilization  of  his  technical 
knowledge,  long  before  a  storyboard 
i-  ~ent  to  the  client  for  approval. 
This  is  not  a  suggestion  that  the 
producer  get  into  the  realm  of  crea- 
tivity during  the  storyboard  stage — 
though    there   are    many    capable   of 


ir^N 


irfc 


More  utilization 
of  producer's 
technical 
knowledge 


doing  this — but  rather  as  a  technical 
consultant. 

The  basics  of  film  remain  the  same. 
The  solving  of  the  problems  involved 
in  adapting  it  to  highly  creative  ideas 
is  never  ending.  The  producer's  ex- 
perience in  solving  film  problems  of 
large  and  small  magnitudes,  from 
multiple  sources,  adds  to  his  store  of 
invaluable  knowledge.  This  knowl- 
edge and  know-how  endows  him 
with  an  ability,  the  potential  of  which 
has  been  barely  scratched  by  many 
agencies. 

In  our  business,  as  any  other,  size 
presents  limitations  and  the  law  of 
diminishing  returns  is  just  as  ap- 
plicable. Irrespective  of  the  size  of 
the  agency  that  uses  it,  or  the  size  of 
the  producer  that  offers  it,  it's  the  size 
of  the  service  that  counts. 

The  agencies  that  use  specific  pro- 
ducers on  specific  products  are  in  a 
better  position  to  use  such  a  service 
than  the  agencies  that  put  their  work 
out  on  a  bid  basis.  Accepting  such  a 
;  service  under  the  bid  system  could 
conceivably  put  the  agency  in  the 
embarrassing  spot  of  brain-picking,  if 
they  are  forced,  by  price,  to  award 
;the  production  to  another  producer. 

The  producer  cannot  force  this 
(service;  he  can  offer  it,  but  agencies 
i  must  be  the  judge  of  its  worth  by 
[  practical  application.  ^ 


KOSI  is  tk  prize  buy  m  Dower 
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KOSI 


In  Denver  the  influence  station  is  KOSI.  Because  KOSI  has 
listener  loyalty  —  and  the  folks  with  money  to  spend.  They 
respond  to  KOSI  advertisers  —  and  buy  merchandise  and 
services!  No  double  spotting  —  so  you  get  full  impact  from 
your  message. 

So  contact  PETRY  about  the  prize  Denver  buy  —  that  will 
win  sales  awards  for  you  —  KOSI  I 

KOSI  5,000  watts  in  Denver 


For  San  Francisco 

KOBY 

For  Greenville,  Miss. 
WGVM 


See  your  PETRY  man, 

10%  discount  for  buying  both  KOBY  and  KOSI 

MID-AMERICA  BROADCASTING  COMPANY 
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Capsule  case  histories  of  successt 
local  and  regional  radio  campaign 


RADIO  RESULTS 


AGRICULTURAL  SERVICE 

SPONSOR:  Agricultural  Extension  Service  AGENCY:  Direct 

of  Monroe,  La. 

Capsule  case  history:  After  13  years  of  sponsorship  on 
radio  station  KNOE,  Monroe,  Louisiana,  the  Agricultural 
Extension  Service  of  West  Monroe  has  come  to  the  conclu- 
sion that  the  impact  of  radio  becomes  greater  each  year. 
Throughout  the  years,  the  service  has  sponsored  a  morning 
homemaker  show.  This  past  December  the  Agricultural  Ex- 
tension Service  prepared  a  12-page  brochure  of  holiday  reci- 
pes for  traditional  Christmas  dishes  and  Creole  specialties. 
The  booklet  was  offered  on  the  9:35  a.m.  broadcast  on  8 
December.  By  4:30  p.m.  of  the  next  day — 9  December — the 
service  had  received  351  orders  for  the  brochure  by  phone, 
letter,  card  or  personal  visits  to  the  sponsor's  headquarters. 
"After  13  years,  we  of  course  realized  how  effective  and  effi- 
cient a  medium  radio  is,"  said  Mildred  Swift,  an  official  of 
the  service.  "But  even  we  were  surprised  by  the  overwhelm- 
ing response  to   our  last   offer.   It  proved   our  listenship." 

KNOE,  Monroe  Sponsorship 

AUTOMOTIVE 

SPONSOR:    United  Motor  Exchange  AGENCY:    Direct 

Capsule  case  history:  In  1953,  the  United  Motor  Exchange 
in  St.  Louis  decided  to  place  a  test  schedule  on  KXLW  to 
reach  the  Negro  market  in  that  area.  Since  United  sells  a 
highly  specialized  service  of  overhauling  motors  and  trans- 
missions and  selling  rebuilt  ones  at  a  cost  ranging  from 
$250  to  $450,  the  advertiser  questioned  how  effective  the 
campaign  would  be.  The  test  schedule  consisted  of  24  30- 
second  announcements  per  week  during  traffic  hours  (cost: 
$120)  for  one  month;  the  commercial  emphasized  immediate 
service — "We'll  come  and  pull  your  car  in."  Results:  busi- 
ness jumped  to  $10,000  monthly  gross.  Today,  United  uses 
50-80  announcements  per  week  (cost:  $250),  depending 
upon  the  number  of  cars  in  the  shop,  and  the  business  has 
grossed  as  much  as  $30,000  in  a  month.  Most  of  the  current 
ad  budget  is  in  KXLW,  with  the  rest  in  a  non-Negro  radio 
station  and  in  print.  "KXLW  has  proved  to  us  the  impact 
of  radio,"  said  Harry  Blatt,  United's  general  manager. 
KXLW,  St.  Louis  Announcements 


FOOD 

SPONSOR:    Southern  Maid  Doughnut  Co.  AGENCY:    Dir. 

Capsule  case  history:  Although  doughnut  sales  usuali 
drop  in  the  Shreveport,  La.,  area  during  the  warm  seasi 
because  of  intense  heat,  the  Southern  Maid  Doughnut  C 
has  been  selling  year-round  through  K-JOE.  Doughni 
buying  is  an  impulse  purchase,  says  Johnny  Jones,  sal 
mgr.,  and  it  is  important  to  reach  the  customers  wh 
they're  in  their  cars.  Accordingly,  Southern  Maid,  wi 
three  pick-up  shops  on  main  traffic  arteries  for  commut 
traffic,  times  weekly  traffic  spots  on  K-JOE  to  catch  t. 
home-bound.  It  uses  five  announcements  daily  on  the  st 
tion's  Joe  Monroe  traffic  reports;  cost  is  approximate 
$1,000  per  month.  Monroe  flies  over  the  city  during  aft( 
noon  rush  hours  reporting  traffic  conditions.  Ad  lib  cc 
merely  suggests  a  stop  for  doughnuts  and  Jones  says 
"doesn't  have  to  look  to  know  what  time  it  is,  becau 
people  begin  flocking  in,  asking  for  'Joe  Monroe  doughnu 
right   after  the   announcements  are   aired   on  the  station 


K-JOE,  Shreveport,  La. 


Announcemer 


FURNITURE 

SPONSOR:    Nebraska  City  Furniture  Co.  AGENCY:    Din 

Capsule  case  history:  The  Nebraska  City  Furniture  Co.. 
medium-sized  retail  furniture  store  located  on  the  Nebras! 
side  of  the  Nebraska-Iowa  border,  turned  to  radio  to  pr 
mote   its   liquidation   sale.   The   furniture   outlet   placed  i 
schedule  on   radio  station   KFNF,   although  the   facility 
located  in  Shenandoah,   Iowa — 30  miles  away  and  in  a 
other  state — because  of  its  area  coverage.  The  liquidate 
sale  was   a   rousing   success,   and   one   of   the   best   in  t!« 
store's    history.    People    from    numerous    communities 
Nebraska  and  Iowa  came  to  Nebraska  City  for  the  ever! 
"I  want  to  give  credit  to  radio  for  the  success  of  my  sat 
because  station   KFNF  was   our  prime  medium   of  adve 
tising,"  said  William   Berger,  the  furniture  store's  own* 
"This    medium    was    responsible    for    sales    as    distant 
Clarinda,  Iowa,  approximately  40  miles  away."  He  addei 
"I   am   convinced   now   of  the   great  selling  power   of  tl 
medium.  We  would  like  to  renew  our  contract  for  52  weeks 
KFNF,  Shenandoah,  la.  Announcemei 
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Q 


||  What  radio  station  comes  closest  to 
I  playing  the  kind  of  music  you  like? 


^^     WWDC  the  winner— in  a  poll  conducted  by  PULSE. 
rA  1  Proof  that  our  "multiple  music  menu" —programmed  for 

all  tastes— is  favored  by  metropolitan  Washington. 


For  full  details  on  this  and  other  important  areas  of  leadership, 
write  WWDC  or  ask  your  Blair  man  for  a  copy  of  "Personality 
Profile  of  a  Radio  Station."  Based  on  a  special  qualitative  PULSE 
survey,  it  will  give  you  a  true  yardstick  of  Washington,  D.C. 


Washington 


REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  &  CO. 

Things  continue  to  move  fast  in  Jacksonville,  Fla. — where  WWDC-owned  Radio 
WMBR  is  now  first  in  the  morning  and  second  in  the  afternoon  (Oct.-Dec.  Hooper). 
John  Blair  &  Company  will  happily  supply  all  of  the  solid  facts  and  figures;. 


SPONSOR      •       7    FEBRUARY    1959 


49 


WHEELING 

37;  TV 

MARKET 

""Television   Magazine  8/1/58 

One  Station  Sells  Big 
Booming  Ohio  Valley 


NO.   10  IN  A  SERIES: 

RIVER 

TRANSPORTATION 


Life-line  for  industry  and  a  major  factor 
in  the  economy  of  the  thriving  WTRF-TV 
area  is  the  storied  Ohio  River.  On  its 
broad  surface  flowed  eighty-one  and  one- 
half  million  tons  of  cargo  in  1957,  more 
than  one  and  one-half  times  the  tonnage 
locked  through  the  Panama  Canal  in  the 
same  period.  The  cargo  carried  and  the 
people  who  handle  it  on  ship  and  shore 
are  more  reasons  why  the  WTRF-TV  mar- 
ket is  a  super  market  for  alert  advertisers 
...  a  market  of  425,196  TV  homes,  where 
two  million  people  have  a  spendable  in- 
come of  $2'/2   billion  annually. 

For  complete  merchandising  service  and 
availabilities,  call  Bob  Ferguson,  VP 
and    General    Mgr.,    at    CEdar    2-7777. 

National  Rep.,  George  P.  Hollingbery  Company 


wtrf  tv 


Wheeling  7,  West  Vo.^^, 

316,000  walls    \\  g  £     network  color 


Y&R 

(  Cont'd  from  page  30) 
points  out,  however,  that  this  is  whol- 
ly natural  in  view  of  the  increased 
importance  of  tv  in  all  agency  work, 
and  because  of  the  evolving  nature  of 
radio/tv  department  operations. 

At  one  time  Y&R's  radio/tv  depart- 
ment had  complete  over-all  responsi- 
bility for  not  only  program  purchas- 
ing, production,  and  supervision  but 
for  radio/tv  commercials  as  well. 
Three  years  ago,  radio/tv  copy  was 
transferred  to  the  copy  department 
where  it  remains  today.  I  Y&R  presi- 
dent Gribbin  once  headed  up  radio/ 
tv  commercial  copy.) 

New  directives  from  Y&R  manage- 
ment spell  out  clearly  the  increased 
responsibilities  of  the  radio/tv  de- 
partment under  Pete  Levathes.  (See 
box,  page  30) .  These  include  new 
program  development,  selection  and 
buying,  program  supervision  for  all 
types  of  radio/tv  operations,  as  well 
as  the  purchase  of  network  and  syn- 
dicated program  time  when  it  is  tied 
to  particular  shows. 

In  reading  over  these  responsibili- 
ties, however,  it  should  be  borne  in 
mind  that  they  in  no  way  conflict 
with  the  over-all  media  planning 
functions  of  the  media  department. 

Matthews,  as  director  of  media 
relations,  is  responsible  to  agency 
product  groups  and  plans  boards  for 
recommending  over-all  media  strat- 
egy for  all  Y&R  accounts  based  on 
budgets,  marketing  needs  and  objec- 
tives, and  specific  account  problems. 

The  media  department  is  also  re- 
sponsible for  analyzing  all  network 
time  and  program  recommendations, 
in  the  light  of  over-all  media  strategy. 

As  to  the  adaptability  of  the  new 
Y&R  system  to  other  agencies,  Mat- 
thews had  no  comment.  Experienced 
agency  men  have  pointed  out  to  SPON- 
SOR that  even  in  the  biggest  agencies'- 
organization  plans  are  frequently 
drawn  to  fit  the  special  talents  of 
available  personnel. 

The  fact  that  Y&R  has  in  Pete 
Levathes  an  experienced  media  man 
with  an  exceptionally  strong  program 
and  show  business  background  (20th 
Century  Fox)  enables  the  agency  to 
combine  network  time  and  program 
buying  with  less  trouble  than  might 
be  experienced  in  other  shops. 

Certainly  no  two  agency  personnel 
patterns  are  exactly  the  same  nor  are 
the  particular  and  specialized  needs 
of  their  different  clients. 


Whether  other  agencies  will  follow] 
Y&R's  lead  in  placing  network  timel 
buying  in  the  radio/tv  department' 
will  depend  more  on  the  type  of  tvl 
business  they  do,  and  the  qualifica-| 
tions  of  their  executives  than  on  any 
"ideal"  organization  system. 

In  recent  years,  many  agency  ra- 
dio/tv  departments    have   tended   to 
diminish  rather  than  grow  in  stature.' 
This  state  of  affairs,  brought  aboutjl 
largely  by  the  decline  in  agency  pro-l 
gram   production,   has   been   heartilyl 
deplored  by  many  radio/tv  men  who! 
would  like  greater  power  and  impor-1 
tance  for  within  agency  management 
councils. 

But  regardless  of  what  eventually 
becomes  the  role  of  agency  radio/tv  i 
departments  one  thing  seems  certain:! 
agency   media   departments   are   also 
going  through  a  period  of  evolution.] 

For  a  discussion  of  the  increasing 
integration  of  media  and  marketing 
activities  see  SPONSOR  17  January 
"Will  Media  and  Marketing  Blend?"! 

Out  of  all  the  pressures  and  forces  1 
now  at  work  within  agency  organiza-ij 
tions,  and  the  vastly  increased  impor-'l 
tance  of  air  media,  sponsor  expects  a] 
new  type  of  media  department  opera-l 
tion  to  evolve  within  the  next  year! 
or  so.  ^ 

Corner  office  —  Th 

nicest  things  happen 
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BEER 

{Cont'd  from  page  34) 
er:  from  about  1933  to  193.5.  for  in- 
stance, one  of  the  big  radio  shows 
was  Ben  Bernie,  sponsored  by  Pabst. 
They  dropped  it.  however,  for  the 
>ame  reason  that  two  decades  later 
they  dropped  boxing  on  ABC  TV — 
:he  old  distribution  problem — spend- 
ing money  to  reach  markets  where 
heir  product  wasn't  even  on  sale. 

In  the  present  marketing  revolu- 
tion, the  networks  probably  are  hop- 
ng  that  as  the  surviving  "national" 
Mrewers  expand,  thev  will  buy  more 
v  or  radio  on  a  national  network 
lasis.  The  networks'  dropping  of 
'must  buvs"  has  been  mentioned  by 
;ome  as  a  possible  incentive  to  such 
egional  operations  as  brewing,  but 
ictually  there  has  been  no  sign  yet  of 
i  lieer  stampede  on  account  of  it. 
n  season,  however,  the  networks  do 
)ick  up  such  beer  sponsors  as  Ballan- 
ine.  Hamm.  Schlitz.  National.  Stroh. 
•  alstafT.  Calling.  Anheuser-Busch,  for 
najor  league  baseball  and  pro  foot- 
>all  sportscasts.  But  these  are  sold 
m  a  regional  basis  to  fit  the  spon- 
ors  own  sales  territories.  NBC  TV's 
Saturday  afternoon  baseball,  for  ex- 
ample,   was    sponsored   last   year   by 

III 


three  beers — Hamm  in  the  West,  Jax 
in  the  South,  National  in  the  East. 
This  year,  the  major  league  baseball 
season  starts  a  week  earlier.  Some  of 
last  year's  beer  sponsors  have  already 
renewed  for  this  season. 

As  local  breweries  continue  to  dis- 
appear from  the  scene,  either  through 
merger  or  failure,  local  advertising 
revenue  for  both  spot  tv  and  radio  is 
bound  to  fall  off.  Local  ad  agencies 
will  feel  the  effect  too.  But  as  the 
big  brewers  get  bigger  still,  national 
and  regional  spot  business  should 
show  a  sharp  increase.  (As  long  as 
local  rates  prevail,  however,  this  will 
remain  a  problem.  A  few  shipping 
brewers  control  their  wholesalers: 
others  may  expect  their  distributors 
to  try  to  get  local  rates  on  the  basis 
of  being  "part  of  the  community"; 
branch  breweries  will  be  looking  for 
similar  breaks). 

The  one  thing  that  can  be  counted 
on  in  the  otherwise  foamed-over  beer 
advertising  industry,  is  commercial 
copy  that  should  become  even  more 
creative  than  it  is  now.  Which  is 
saying  quite  a  lot  since  beer  com- 
mercials in  both  tv  and  radio  are 
presently  just  about  the  most  creative 
copy  on  the  air  waves.  ^ 


MR    GUIDE   TO    BEER   AD   COPY 

Five  years  ago,  the  Institute  for  Motivational  Research  conducted  a  full- 
scale  study  on  The  Major  Appeals  in  Current  Beer  Advertising.  From  it 
comes  this  check   list.    How  does  your   beer   commercial   check   out? 

DOES  it  convey  the  sensory  enjoyment  of  beer;  make  the  viewer 
"taste"  it,  "see"  it,  "hear"  it? 

DOES  it  promise  a  sense  of  self-reward,  a  "now  my  work  is  done 
and  I've  earned  this  pleasure"  feeling? 

DOES  it  promise  a  satisfaction  of  the  beer  "crating"?  (Beer  is  a 
liquid  food :  there  is  a  "beer  hunger" ). 

DOES  it  get  across  to  the  viewer  or  listener  the  feeling  he  can  relax 
and  be  himself  when  he  is  drinking  it? 

DOES  it  have  dynamic  action  suggesting  "aliveness"  of  the  beer  it- 
self (a  beer  appeal  is  foam  and  sparkle). 

DOES  it  link  with  mass  desire  for  a  "natural"  beverage  brewed  with 
care  by  people  who  themselves  love  it? 

DOES  it  get  across  feeling  that  beer  drinkers  are  happier  people, 
that  it  is  a  really  sociable  beverage? 

DOES  it  convey  the  feeling  of  a  socially  and  morally  permissible 
pleasure  without  punishment  afterwards? 

DOES  it  emphasize  the  brand's  social  status,  that  here  is  the  beer 
that's  "just  right  for  my  kind  of  person"? 
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BEAUMON 


MOST  AUDIENCE** 

Noon  to  6  P.M. 

6   P.M.  to  10   P.M. 

10  P.M.  to  Midnight 

SIGN   ON  to  SIGN   OFF 


PROGRAMMING  26  OF  THE  TOP  30  SHOWS 
IN  THE  MARKET  AND  9  OF  THE  TOP  10 


"NOVEMBER,  1958 


C  - 


KFDM-TV 

Beaumont-Port  Arthur-Orange 


C.  B.  Locke,  Executive  Vice  President 
&  General  Manager 

Mott  Johnson,  Sales  &  Operations  Manager 


Peters-Griffin-Woodward,  Inc. 


What's  happening  in  U.  S.  Government 
that  affects  sponsors,  agencies,  stations 


WASHINGTON  WEEK 


7  FEBRUARY   1959 

Copyright  1959 
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PUBLICATIONS  INC. 


The  FCC  has  decided  to  hold  so-called  rulemaking  proceedings  on  the  Barrow 
Report  proposal  to  ban  network  spot  representation  of  non-owned  stations. 

The  first  call  is  for  written  arguments  for  and  against  the  proposal,  with  the  deadline  set 
for  28  February,  which  happens  to  be  a  Saturday,  and  the  deadline  for  reply  arguments  15 
March,  which  happens  to  be  a  Sunday.  This  would  indicate  that  the  FCC  expects  to  extend 
the  filing  times. 

The  action  was  taken  while  network  option  time  remains  on  dead  center,  with  the  FCC 
and  Justice  Department  apparently  in  disagreement. 

The  Supreme  Court  decision  in  the  RCA-NBC-Westinghouse  case  may  trigger  action  on 
option  time.  The  Court  is  not  considering  the  merits  of  Justice  charges  that  RCA-NBC  forced 
Westinghouse  to  trade  its  Philadelphia  stations  for  the  NBC  Cleveland  stations,  plus  $3  million. 

The  sole  point  being  appealed  is  whether  FCC  approval  "insulates"  an  action  or  prac- 
tice from  Justice  Department  prosecution.  The  decision,  if  it  is  clear-cut,  will  tell  Justice  and 
the  FCC  which  has  primary  jurisdiction  over  alleged  antitrust  violations  in  the 
communications  field. 

The  two  agencies  had  not  compromised  as  of  this  writing.  The  FCC  majority  believes 
option  time  a  "reasonably  necessary"  restraint  of  trade  on  the  part  of  the  networks, 
while  Justice  would  end  it  as  a  per  se  antitrust  violation.  Therefore,  the  Supreme  Court 
decision  has  much  significance  for  option  time. 

The  FCC  was  believed  set  to  move  against  "must  buy"  and  web  representation  of  non- 
owned  stations,  while  offering  only  to  shave  option  time  a  little,  in  order  to  preserve  the  net- 
work picture  pretty  much  as  it  is. 


The  FCC  has  once  again  back-tracked  under  fire:  This  time  it  put  off  the  ef- 
fective date  of  its  order  to  vhf  boosters  to  apply  for  licenses  as  uhf  translators  or 
get  off  the  air. 

Deadline  was  made  six  months,  instead  of  three.  Further,  the  FCC  promised  to  reconsider 
its  refusal  to  license  the  low-powered  vhf  repeaters. 

Action  came  in  the  wake  of  a  Congressional  storm  roused  by  legislators  from  the  far 
west.  FCC  was  accused  of  not  caring  about  spreading  tv  service  into  rural  and  remote  moun- 
tain areas.  Vhf  boosters  were  termed  cheapest,  and  the  expense  of  conversion  to  translator  op- 
eration as  well  as  conversion  of  sets  in  homes  was  cited. 

Even  after  the  action  the  flood  of  bills  to  force  the  FCC  to  license  vhf  boosters  continued 
to  hit  the  hoppers. 


More  trouble  stored  up  for  the  FCC!  The  Senate  Commerce  Committer  waxes 
impatient  at  lack  of  action  to  get  more  tv  stations  on  air. 

FCC,  with  the  Television  Allocations  Study  Group  report  still  not  delivered  and  not  likclv 
to  be  ready  for  another  month,  waits  with  its  recommendations.  Chances  are  its  breathing  spell 
will  last  until  it  is  ready,  if  that  doesn't  take  too  long. 

After  that,  the  FCC  had  better  have  something  concrete  on  the  way,  or  the  Com- 
mittee will  be  after  it  hot  and  heavv. 
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FILM-SCOPE 


7  FEBRUARY  1959  Tobacco  may  well  be  on  its  way  to  becoming  the  top  spender  among  all  prod- 

cwyright  l9M  ucts  in  syndication. 

While  beer  and  food,  the  two  traditional  leaders  of  syndication  spending,  have  been  rela- 
tively stable  in  their  syndication  spending  this  season,  tobacco,  gasoline  and  soap  have  shown 
tremendous  growth. 

Tobacco  spending  in  syndication  is  following  two  well  defined  patterns,  which  are  (1) 
regional  buying  of  alternate  sponsorship  in  a  single  show  and  (2)  spot  market 
buying  of  participations  in  a  variety  of  shows. 

Using  the  regional  approach  are  such  brands  as  Lucky  Strike  through  BBDO  and  Tarey- 
ton  through  Lawrence  Gumbiner,  both  in  Secret  Agent  7  while  the  spot  market  technique  is 
favored  by  such  brands  as  Camels  through  William  Esty. 

By  placing  its  business  with  stations  into  syndicated  shows  in  order  to  get  nighttime  min- 
utes, R.  J.  Reynolds  is  emerging  this  season  as  one  of  the  largest  spenders  in  syn- 
dication of  any  product  type. 

There  are  still  some  obstacles  to  be  cleared  away  before  videotape  can  be  used  as  an 
international  medium  of  program  exchange. 

The  principal  difficulty  is  that  a  variety  of  lines-per-screen  systems  are  used  by  different 
countries  and  until  adaptor  mechanisms  now  being  developed  are  perfected,  tapes  made  in 
either  the  United  States,  Great  Britain  and  France,  for  example,  cannot  be  played 
following  export  for  technical  reasons. 

A  new  appraisal  of  the  profit  potential  in  merchandise  licensing  has  resulted 
from  such  factors  as  the  relative  decline  of  children's  programs  on  the  networks 
over  the  last  few  seasons. 

The  biggest  moneymakers  in  merchandising  have  almost  always  been  items  that  appeal 
to  children,  and  curtailed  licensing  operations  have  generally  resulted  from  the  dearth  of  this 
kind  of  programing. 

The  new  picture  is  for  merchandising  profits  to  be  approached  on  a  conservative 
basis  with  licensing  departments  run  efficiently  and  economically. 

ABC  Films,  for  example,  last  week  placed  its  syndication  merchandising  activities  under 
the  functions  of  its  client  service  manager;  CBS  Films  recently  took  over  all  CBS  mer- 
chandising activity. 

Independent  stations  have  come  up  with  full  length  documentaries  as  a  pro- 
graming formula  to  combat  network  attractions. 

New  York's  WPIX,  for  example,  is  following  up  its  Documentary  on  the  Russian  Revo- 
lution with  shows  on  Adolph  Hitler,  the  Cold  War  and  Eva  Peron. 

Syndication  sale  of  these  hour-long  films  to  other  stations  has  brought  in  money  from 
Savarin  in  New  York,  the  Plasterer's  Institute  in  Chicago,  the  Boston  Globe  and  other  adver- 
tisers not  frequently  attracted  to  syndication. 

International  possibilities  of  these  series  are  being  explored  by  WPIX,  with  sales 
already  made  to  both  the  English  and  French  networks  of  the  CBC. 

54  SPONSOR   •   7  FEBRUARY  1959 


FILM-SCOPE  continued 


United  Artists'  entry  into  tv  film  on  both  the  network  and  syndication  side  this  season 
passed  its  first  milestone  last  week  with  the  sale  of  Trouble  Shooters  to  Marlhoro. 

Meanwhile,  UA  has  four  other  series  which  will  he  olTcred  first  to  network  clients,  and 
at  the  same  time  has  made  some  initial  moves  to  bolster  its  sales  staff. 


A  eertain  amount  of  exaggeration  in  talking  about  international  film  syndica- 
tion over  recent  years  is  now  tending  to  obscure  the  fact  that  foreign  sales  are  in- 
creasing in  importance. 

Claims  that  international  business  accounted  for  a  25%  share  of  total  volume  were  made 
in  the  past  by  distributors  whose  foreign  business  actually  amounted  to  something  closer  to  a 
10%  or  15%  share. 

Realistic  estimates  of  the  overall  share  of  foreign  sales  in  film  syndication  for  1959  are 
that  it  will  approach  20%  and  he  somewhat  higher  than  $20  million. 


The  NTA  merger  with  GKS  last  week  appeared  to  have  different  ramifications 
for  programing  and  sales  functions  for  Gross,  Krasne  and  Sillerman. 

Jack  Gross  and  Philip  Krasne  are  understood  to  be  continuing  as  independent  producers 
but  will  be  suppliers  to  NTA.    Michael  M.  Sillerman  will  join  the  sales  force  of  NTA. 


The  first  month  of  1959  showed  selling  patterns  in  tv  film  that  tended  to  erase  many  dif- 
ferences between  network  and  syndicated  programs,  with  many  distributors  selling  shows 
all  out  of  the  same  hopper  from  the  initial  episode  or  pilot. 

The  advantage  of  selling  this  way  is  that  production  budgets  can  be  upped  or  shaved 
slightly  after  it's  known  which  route  the  film  program  will  take. 


COMMERCIALS:  A  roll  call  of  the  officers  and  directors  of  the  FPA  re-elected 
last  week  to  serve  again  in  1959  shows  a  good  cross  section  of  active  commercials 
and  industrials  film  producers  operating  in  the  New  York  center. 

Posts  will  continue  to  be  occupied  as  follows:  Nathan  Zucker  of  Dynamic  is  president: 
Lee  Blair  of  Film-TV  Graphics  is  executive  v. p.;  Judd  Pollack  of  MPO  is  1st  v.p.;  Robert  Crane 
of  Color  Services  is  2nd  v.p.;  Henry  Strauss  is  secretary  and  Edward  Lamm  of  Pathescope  is 
treasurer. 

On  the  FPA  board  are  these  members:  David  I.  Pincus  of  Cravel  Films;  Peter  J.  Mooney 
of  Audio  Productions;  Walter  Lowendahl  of  Transfilm:  Robert  L.  Lawrence;  Harold  Wond- 
sel;  F.  C.  Wood  of  Sound  Masters,  and  Stephen  Elliot. 


Don't  expect  too  much  of  a  low:  price  policy  from  tape  commercials  producers 
as  they  start  rolling  in  coming  months. 

Tape  production  costs  are  inherently  anywhere  from  33%  to  50%  less  than  film  opera- 
tion expenses  which  has  led  some  commercials  buyers  to  expect  correspondingly  low  prices. 

But  tape  producers  point  out  they  have  a  mammoth  investment  to  pay  off  and  fur- 
thermore, they  feel  the  speed  of  the  tape  process  has  a  value  in  itself. 
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A  round-up  of  trade  talk, 
trends  and  tips  for  admen 


SPONSOR  HEARS 


7  FEBRUARY  1959  Ever  hear  of  a  sponsor  passing  out  stock  to  performers  to  insure  "together- 

Coiyrlght  IBM  neSs"? 

sponsor  Massey-Ferguson  has  issued  a  share  of  stock  to  each  of  the  55  members  of  the  Jubilee 

publications  inc.  USA-Red  Foley  troupe  on  ABC  TV. 

The  girls-in-white  (nurses)  are  taking  over  from  the  banned  men-in-white  in 
tv  commercials. 

So  far  the  medicine  plugs  have  cautiously  confined  the  white-cappers  to  just  hold- 
ing the  product  for  close-up  shots,  however. 

CBS  Radio's  management  decided  last  week  that  one  go-round  of  its  Business 
of  Sex  program  was  sufficient,  despite  numerous  requests  for  a  repeat. 

One  Midwest  affiliate  meantime  called  off  its  announced  rebroadcast  because  "we  just 
can't  clear  all  our  commitments." 

Life  Magazine's  media  salesmen  are  being  brought  up-to-date  on  the  language 
of  agency  people  so  that  they  can  turn  this  lingo  to  their  advantage. 

They're  being  instructed  how  to  sprinkle  their  palaver  with  air  media  terms  like 
"saturation",  "reach",  "cumulative  unduplicated  audience",  etc. 

Madison  Avenue  showmen  are  still  shaking  their  heads  over  the  $100,000  fee 
offered  Debbie  Reynolds  by  an  oil  account  for  a  one-shot. 

The  account's  agency  protested  that  the  price  would  establish  a  bad  precedent.  The 
client  retorted:  "Never  mind  the  precedent;  get  her." 

Agencies  with  top  accounts  are  getting  the  rush  these  days  from  barter  mer- 
chants. 

The  word  has  passed  around  among  bigger  manufacturers  that  tv  spots  can  be 
bought  for  50g  on  the  dollar;  so  the  agencies  have  reconciled  themselves  to  sitting  it  out 
until  the  bargain-hunting  kick  runs  its  course. 

With  P&G  scouting  around  for  a  show  to  replace  her,  it  looks  like  Loretta  Young  will 
be  bowing  out  of  tv  (of  her  own  volition)  at  the  peak  of  her  ratings. 

Her  producing  company  turned  down  a  $6-million  offer  for  the  re-run  rights  to 

her  six-year  backlog;  the  offer  was  considered  too  skimpy. 

Do  people  working  in  ad  agencies  constitute  a  good  cross-section  of  the  goods- 
consuming  public? 

One  of  the  agency  giants  thinks  it  does,  many  of  the  studies  on  consumer  tastes,  habits. 
and  what-not  are  based  on  polls  conducted  among  the  employees  in  its  home  offices 
plus  numerous  branches. 
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The   IJ4  BILLION 

WSMpire 


Spencer  Chemical  Fertilizes  the  *2%  Billion  WSMpire 


John  McDonald  and  Bob  Cooper  of  WSM  (dark  suits)  discuss  the  market 
potential  of  the  $2%  Billion  WSMpire  with  Spencer  Chemical's  Director  of 
Advertising,  M.  H.  "Mouse"  Straight  (left)  and  Dick  Dodderidge,  Account 
Executive,  and  Jack  Kirvvan,  Radio  and  TV  Director  of  Bruce  B.  Brewer  and 
Company  of  Kansas  City. 

The  fact  that  the  869,500  people  on  202,464  farms  in  the  WSMpire  have  an 
annual  farm  income  of  S81 7,092,000  and  buy  $22,331,984  worth  of  commercial 
fertilizer  each  year  was  enough  to  convince  Spencer  Chemical  and  their 
Agency  of  the  wisdom  of  using  the  sales  influence  of  WSM.  Current  schedule 
—  5  programs  weekly  featuring  WSM's  Farm  Director,  John  McDonald. 

Are  you  overlooking  that  $23/4  Billion  WSMpire?  It  is  the  heart  of  an  area  so 
vast,  so  extensive  and  so  rich  in  sales  potential  that  it  ranks  as  America's  13th 
largest  Radio  Market. 

For  the  astounding  story  of  this  market  and  how  WSM  covers  and  sells  it, 
ask  Bob  Cooper  or  any  Blair  man. 

WSM  Radio 

Key  to  America's  13th  Radio  Market 

50,000  Watts* Clear  Channel  •  Blair  Represented  •  Bob  Cooper,  Gen.  Mgr. 
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WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


When  the  bell  sounds:  Jim  LeBaron, 
acct.  exec,  at  H-R  Reps  shows  Mary  Benja- 
min (1)  timebuyer  and  Joan  Rutman,  media 
mgr.,  both  at  Grey  Adv.,  Helbrose  wrist 
alarm  worn  by  radio  salesmen  at  H-R.  Gim- 
mick:   Alarm    sets    for    sales    time    needed 


Overcrowded !  But  only  until  the  Blair 
Rep  firm  moves  in  June.  Shown  here  are 
(1  to  r)  Howard  Maschmeier,  WNHC-TV, 
New  Haven-Hartford;  Fred  Ebener,  WOW- 
TV,  Omaha;  Shaun  Murphy,  KTVI,  St. 
Louis;    John   Vrba    (seated)    KTTV,   L.A. 


Snow  in  San  Francisco?  To  promote  its  Paramount  film  package,  KPIX  set  up  a  snow- 
capped mountain  area,  with  24  tons  of  snow.  "Snowbelle"  Paula  Lane  hands  literature 
to  KPIX  gen.  mgr.,  Lou  Simon    <c)    and  WBC  exec  dir.  for  the  West  Coast.  Phil  Lasky 


ADVERTISERS 


National  Shoes  this  week  kicks 
off  the  biggest  spring  advertising 
campaign  in  its  history. 

Using  tv,  radio  and  print,  the  drive 
will  cover  37  markets  in  the  six 
states  where  National  operates  stores. 

On  the  radio  front,  an  intensified 
spot  push  will  represent  National's 
strongest  effort  in  the  medium.  The 
saturation  schedule  calls  for  one-min- 
ute spots  in  all  markets. 

The  tv  line-up  in  New  York  is 
centered  around  the  younger  set — via 
participations  in  four  shows  on 
WNEW-TV. 

Agency:  Mogul,  L,W&S. 


Other  campaigns  at  work: 

•  Southern  Bell  Telephone  of 

La.  departs  from  their  usual  custom 
of  running  short  announcements  on 
all  radio  stations  in  the  market.  The 
new  campaign:  five  five-minute  news 
and  weathercasts  on  one  station  in 
each  of  the  15  La.  markets — for  52 
weeks.  Southern  Bell  is  also  scheduled 


There  are  smiles:  Coca-Cola  executives 
in  Houston  at  the  premier  of  Hi-Fi  Club 
on  K-NUZ,  which  Coke  will  sponsor  eight 
hours  a  week — for  52  weeks.  With  them 
are  K-NUZ  general  manager,  Dave  Morris 
(2nd  r)   and  acct.  exec.  Warren  Collins  'r) 


Oils  anyone?  Some  50  viewers  submitted 
these  paintings  done  while  watching  art 
instruction  series  on  WCSH-TV,  Port- 
land,  Me.    Station   gave  cash  to   best   oils 
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to  sponsor  the  La.  State  University 
football  pannes  during  the  1959  sea- 
son on  radio  and  tv.  Agency:  Tucker 
Wayne  &  Co. 

•  Edison  Electric  Institute 
kicks  off  its  "Appliance  and  Medal- 
lion Home"  program  next  week,  via 
participations  on  NBC  TV's  Price  is 
Sight,  County  Fair,  and  Young  Dr. 
\l 'alone — for  32  weeks.  Agency:  F&S 
&R. 

•  Glamorene  will  use  the  "Mrs. 
America"  merchandising  theme  as  its 
advertising  campaign  this  year.  Plans 
include  having  Mrs.  America  intro- 
duce the  rug  and  upholstery  cleaners 
ivia  Arthur  Godfrey's  tv  show   (CBS 

T\  I. 

•  The  Venus  Pen  and  Pencil 
Corp.  is  expanding  its  ad  campaign 
this  \ear,  to  promote  its  Venus  '365' 

kpen-cil.  via  spot  tv  and  print.  Agencv: 
DDB. 

Ideas,  contests  and   promotions: 

•  Johnson  &  Johnson,  to  boost 
Isales  on  its  new  Cotton  Buds  swabs. 
pis  launching  a  $75,000  "Jet  Jambo- 
Iree"  contest  this  week,  to  run  through 


17  May.  J&J  will  promote  this  com- 
plete the  rhyme  contest  via  its  six 
daytime  network  tv  shows. 

•  Kraft,  for  its  Caramels  and 
Fudgies  is  launching  a  jingle  contest 
on  its  Bat  Masterson  and  Milton 
Berle  shows  (NBC  TV).  First  prize 
is  a  role  in  the  BM  series,  for  two 
weeks,  at  $10,000  per.  Agencv:  V. 
C&B. 

Thisa    'n'    data:    Gillette,    on    the 

basis  of  preliminary  figures,  reports 
its  1958  net  earnings  after  taxes  at 
about  $27.5  million  .  .  .  Kraft  Foods 
is  negotiating  with  NBC  TV  on  pos- 
sible sponsorship  of  Perry  Como  as 
star  of  an  hour-long  show  for  the 
1959-60  season. 

Strictly    personnel:    Don    Miller, 

formerly  senior  v.p.  of  K&E,  elected 
v.p.  of  marketing  at  B.  F.  Goodrich 
.  .  .  Arthur  Johnson  and  I.  S. 
Hirschhorn,  upped  to  v.p.'s  at 
Ronson  .  .  .  William  Martin  be- 
comes marketing  research  manager  of 


Borden  Foods  Co. 


W.  C.  Kerna- 


han,  appointed  manager,  direct  ad- 


vertising. Culf  Oil  Corp.  .  .  .  Joseph 
Wager,  named  \.|>.  in  charge  "I  -ales 
for  the  California   Frozen  Juice  Co. 


AGENCIES 


Pittsburgh-based  Ketchum,  Mac- 
Leod &  Grove  reported  record 
hillings  for  1958  of  $27  million 
— 12%  higher  than  1957  figure. 

KM&G  sees  this  trend  substantiated 
by  the  '58  total:  Clients  are  in- 
creasing their  use  of  agency  services. 

For  public  relations,  research,  mar- 
keting, merchandising  and  sales  and 
technical  literature,  activity  was  up 
17.3Vf  :  advertising  showed  a  gain  of 
8.6%. 

BBDO  put  out  a  short  piece  on 
a  study  it  did  about  the  American 
consumer,  dubbed  "The)  Say  They 
Won't— But  They  Do." 

Based  on  a  beginning  and  \  ear-end 
survey  made  with  consumers  over  a 
five-year  period,  the  report  showed 
them  to  be  an  unpredictable  lot; 
they  don't  always  buy  what  they 


the  rescue:  This  fire  engine  and  four  first-aid  units  toured 
Roanoke  the  day  Rescue  8  premiered  on  WSLS-TV.  Here  sponsor 
I  Norman    McVeigh,   president,    Mick-or-Mack   Stores,    joins    firemen 


Don't  trump  this  ace  says  Charles  Goren  (1),  world's  leading 
Ibridge  authority,  to  Walter  Schwimmer,  currently  producing  Champ- 
fonship  Bridge.   Tv  show,  featuring  Goren.  will  be  released  in  March 


This  is  the  way  we  clean  a  rug:  Jules  Power,  of  Jules  Power 
Productions,  N.  Y.  agency  for  Glamorene,  Inc.,  describes  its  new 
Rug  Shampoo'er  to  actress  Marie  McDonald  at  National  Housewares 
Show  in  Chicago.    Glamorene  will  promote  product  via  tv  and  radio 


lell  pollsters  they  will,  and  vice 
versa. 

The  survey,  focused  on  electrical 
appliances  and  automobiles,  revealed 
these  facts: 

•  Three-fifths  of  all  appliances  and 
four-fifths  of  all  cars  are  bought  by 
people  who,  at  the  beginning  of  the 
year,  had  no  intention  of  buying  them. 

•  In  any  given  year,  more  than 
half  who  intended  to  buy  a  certain 
brand  of  appliance,  and  about  a  third 
of  those  intending  to  buy  a  specific 
make  of  automobile,  bought  a  differ- 
ent make. 

The  conclusion:  brand  loyalties  are 
not  firmly  established,  and  are  sub- 
ject to  change  via  aggressive  adver- 
tising, new  product  development,  ef- 
fective salesmanship  and  point-of-sale 
displays. 

ft 

Name  changes:  Feigenbaum  &  Wer- 
men.  Philadelphia,  became  Wermen 
&  Schorr  last  week,  with  David 
Wermen.  president  and  J.  Leonard 
Schorr,  executive  v.p.  .  .  .  Whitlock. 
Swigart  &  Evans,  New  Orleans,  is 
now  Swigart  &  Evans,  with  Daniel 
G.  Evans,  president  and  Frederic  R. 
Swigart,  v.p.  and  treasurer. 


Merger:  Two  Baltimore  agencies, 
Strouse  &  Co.  with  Cahn-Miller, 
formed  Cahn,  Miller  &  Strouse  last 
week.  Officers:  Louis  Cahn,  presi- 
dent; Samuel  Strouse,  v.p.  and  treas- 
urer: William  Harris,  v.p.  and  secre- 
tary. 

Agency  appointments:  Magnavox 
awarded  its  $1.5  million  account  to 
Marschalk  &  Pratt  div.  of  McCann- 
Erickson  .  .  .  The  Union  Oil  Co. 
of  California,  for  its  radio  and 
tv  advertising,  to  EWR&R,  Los 
Angeles  .  .  .  Sweet-Orr  &  Co.,  radio 
and  tv  spot  spenders,  from  Doner 
&  Peck  to  Kastor,H,C,C,&A  .  .  . 
The  Mitchum  Co.,  for  its  Products 
Nina  French-originated  cosmetics 
line,  to  Anderson  &  Cairns  .  .  . 
Rapidol  Distributing  Co.,  makers  of 
Blensol  Color  Shampoo,  to  Fletcher 
Richards,  Calkins  &  Holden  .  .  . 
Joseph  Silverman  &  Co.,  distributors 
of  Sandran  Vinyl  floor  coverings,  to 
Ingalls-Miniter-Haughey  .  .  .  Rowse 
Co.,  apple  products  processors,  to 
Charles  F.  Hutchinson,  Boston  .  .  . 
E.  F.  Hutton  &  Co.,  for  its  Western 
area  operations,  to  Lennen  & 
Newell  .  .  .  American  International 


INSPIRATION  IN  RADIO  ELECTRONICS 

Think  big  has  always  been  the  order  of  the  day  in  radio 
electronics.  Galvani,  Marconi  and  you  either  have  changed 
or  can  change  the  world  with  a  thought  or  an  idea  unheard 
of  before.  Seeing  all  that's  new  at  the  1959  IRE  SHOW 
can  spark  your  new  idea — can  be  your  inspiration. 

Big  in  number  of  manufacturers  and  suppliers  exhibit- 
ing, big  in  number  of  top  radio  electronics  experts,  big  in 
number  of  important  developments  on  display — that  sum- 
marizes this  year's  Convention  and  Show.  Don't  miss  this 
once-a-year  opportunity  for  man-to-man  talk  with  the 
thinkers,  planners  and  doers  in  your  field  of  specialty. 


*S  "^ 


THE  IRE  NATIONAL  CONVENTION 

Waldorf-Astoria  Hotel 

AND  THE  RADIO 
ENGINEERING  SHOW 

Coliseum,  New  York  City 


MARCH 
23  •  24 
25  •  26 


THE  INSTITUTE  OF  RADIO  ENGINEERS 

1  East  79th  Street,  New  York  21,  N.  Y. 


Pictures,  to  The  Goodman  Organi- 
zation, Los  Angeles. 

Thisa  'n'  data:  The  Western! 
States  Advertising  Agency  Asso- 
ciation is  holding  its  annual  awards 
dinner  next  week  (13),  honoring  Hal 
Stebbins.  head  of  his  own  agency  .  .  . 
Fred  Manchee,  retired  executive 
v.p.  and  treasurer  of  BBDO,  has  a 
book  coming  out,  The  Hucksters, 
which  takes  up  the  cudgels  against 
the  novelists  and  scriptwriters  who 
have  painted  an  unsavory  picture  of 
the  advertising  world  .  .  .  Something 
new  in  presentations:  tv  producer 
Walt  Framer  is  touring  Madison 
Avenue  with  a  live  version  of  his 
latest  offering  Penny- A-Mile  geog- 
raphy quiz.  He  brings  his  m.c.  with 
him,  who  then  selects  agency  people 
at  random  to  participate  before  the 
"top  brass". 

A  new  professional  group  in  the! 
media  field  was  organized  last 
week,  by  some  20  New  York  I 
Agency  media  men. 

Dubbed,  The  New  York  Adver- 
tising Media  Planners,  the  group 
will  meet  once  a  month  to  intergrate 
media  plans,  buying  techniques  and 
marketing  information.  Membership 
is  limited  to  time  and  space  buyers. 

Officers:  president,  Newman  Mc- 
Evoy,  senior  v.p.  and  media  director 
of  C&W;  v.p.,  W.  E.  Matthews,  v.p. 
and  media  relations  director  at  Y&R; 
secretary,  Julius  Joseph,  Jr.,  v.p.  and 
media  director  of  Heineman,  Klien- 
feld,  Shaw  &  Joseph;  and  treasurer, 
William  Schink,  v.p.  and  media  di- 
rector of  G.  M.  Basford  Co. 


The   winners   in   two   of  the   cate- 
gories   in    the    League    of    Adver-  \ 
tising  Agencies'  "1958  Outstand-    | 
ing  Campaigns"  competition: 

1)  Tv  presentation,  spot  or  pro- 
gram: Joseph  I.  Sonnenreich  for 
client,  Wispese  Corp. 

2)  Agency  self-advertising:  Jay 
Victor  &  Associates. 

Leo  Burnett  added  these  v.p.'s  to 
its  plans  board:  Howard  Anderson, 
John  Coulson,  Norman  LeVally,  John 
Matthews,  Leonard  Matthews,  Wil- 
liam Mcllvain,  Don  Tennant,  and  Ed- 
ward Thiele. 

About  people  going  places: 
Roselou  Flanagan,  elected  v.p.  of 
Norman,  Craig  &  Kummel  .  .  .  Aldis 
Butler,   manager  of  Y&R's   Detroit  l 
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Metropolitan  Atlanta 

Leadership  in 

Television  Audience  Ratings 


3-MONTH   AVERAGE 
October,  November,  December - 


ARB 


Total  of  1362  qtr-hrs  measured  (all  3 
stations  on  the  air).  Ties  counted  as 
"firsts"  for  each  station   involved. 


WSB-TV 


2nd.  Sta.  I  3rd  Sta. 


ere  s  how 
WSB-TV  dominates 

tmoificifin  in  Ail  rutin 

Television  in  ftiiuniu 


In  few  major  markets  of  America  do  advertisers 
rind  such  massive  preference  for  one  television 
station.  Chart  shown  reflects  Atlanta  viewing 
habits  for  the  last  quarter  of  1958  — WSB-TV 
viewed  by  the  most  people  53.1',  of  the  time. 
A  preference  greater  than  that  of  the  other  two 
stations  combined! 

This  massive  preference,  teamed  with  WSB- 
TV's  bigger  coverage  pattern,  is  producing  un- 
commonly good  sales  for  advertisers.  Certainly 
your  advertising  in  Atlanta  belongs  on  WSB-TV. 

WSB-TV  is  affiliated  with  The  Atlanta  Journal  and  The  Atlanta  Constitution. 
NBC  affiliate.  Represented  hy  Edward  Petry  &  Company 
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LOOKED  UP!  \ 


SPECIALIZED  NEGRO 
PROGRAMMING 


With  100%  Negro  programming  per- 
sonnel, KPRS  is  effectively  directing 
the  buying  habits  of  its  vast,  faithful 
audience.  Your  sales  message  wastes 
neither  time  nor  money  in  reaching 
the  heart  of  its  "preferred"  market. 
Buying  time  on  KPRS  is  like  buying 
the  only  radio  station  in  a  community 
of  128,357  active  prospects. 


1,000  W.      1590  KC. 

KPRS 

KANSAS   CITY,  MISSOURI 
For  availabilities  call  Humboldt  3-3100 


Represented  Nationally  by- 
John  E.  Pearson  Company 


The  only  clear-picture  in  the 
Eugene  -  Springfield  -  Roseburg 
market  is  on  KVAL-KPIC.  One 
order  to  your  Hollingbery  man 
or  Art  Moore  and  Associates 
(Portland-Seattle)    covers  both 


stations. 


KVAL-TV  Eugene 
NBC  Affiliate       Channel 


m 


KPIC-TV  Roseburg  •  Channel  4 

Satellite 


office,  moves  to  JWT  next  week  in  an 
executive  capacity  .  .  .  Melvin  Weiss, 
promoted  to  group  head  at  McCann- 
Erickson.  Cleveland  .  .  .  Andrew 
Quale,  to  Wade  Advertising  as  a 
group  supervisor  heading  the  Alberto- 
Culver  account  .  .  .  Frank  Brodsky, 
former  director  of  advertising  for  the 
Pepsodent  division  of  Lever,  joined 
Garfield-Linn  &  Co.,  Chicago,  in  an 
executive  position  as  a  member  of  the 
management  team  .  .  .  Ralph  Wolfe 
and  John  Owen,  to  the  automotive 
accessory  account  group  at  D.  P. 
Brother  .  .  .  George  Hall,  named 
copy  director  at  J.  T.  Howard  Adver- 
tising .  .  .  Bruce  Crawford,  to  Ted 
Bates  &  Co..  as  a  member  of  the 
Brown  &  Williamson  account  group. 


FILM 


The  use  of  syndicated  program- 
ing as  an  advertiser  strategy  to 
get  spot  announcements  in  prime 
time  is  resulting  in  a  business 
boom  for  stations  and  syndica- 
tors  alike. 

Typical  of  the  new  upsurge  is  a  re- 
port from  WWJ-TV,  Detroit,  on  al- 
ternate week  sponsorship  and  par- 
ticipation buys  by  national  advertis- 
ers via  syndication. 

This  one-station  sample  includes 
the  following: 

•  Sun  Oil  and  Anheuser-Busch  in 
U  S.  Marshal. 

•  Dow  Chemical  in  Colonel  Flack. 

•  Heide  Candy  in  Sgt.  Preston. 

•  Tareyton  in  Secret  Agent  7. 

Organizational  move :  Buckeye 
Corp.  has  acquired  Pyramid  Produc- 
tions, Flamingo  Telefilm  Sales  and 
has  purchased  property  rights  from 
Essex  Universal  Corp.  A  fourth  divi- 
sion in  commercial  and  industrial 
film   production   is  being  sought. 

Sales:  MCA  reports  signings  for 
Secret  Agent  7  by  Tareyton  in  10 
markets;  Donovan  Coffee  in  two  Ala- 
bama markets;  Ballantine  Beer  in  Co- 
lumbus. Ohio;  Dixie  Electric  Co.; 
Blue  Plate  Foods  and  Giant  Markets 
.  .  .  Jayark's  Bozo  the  Clown  sold  to 
WPIX,  New  York  .  .  .  Air  Power  sold 
to  the  French  CBC  network  through 
S.  W.  Caldwell  Ltd.  .  .  .  ABC  Films 
reports  sales  in  a  total  of  45  markets 
for  People's  Choice,  26  Men,  Jim 
Bowie  and  Bowling  Queens,  all  made 
during  the  first  three  weeks  of  Janu- 


ary .  .  .  MCA's  Paramount  Pacl| 
purchased   by   WDSU-TV,    New 
leans;    WHTN-TV,    Huntington 
WLAC-TV,  Nashville  .  .  .  United  | 
tists  Associated  reports  20  additicl 
sales  of  Warner  Bros,  features,  Fl 
eye  cartoons,  Gold  Mine  library  J 
other  feature  film  packages. 

Promotions:   KPIX,  San  Francis! 
efforts  for  the  Paramount  film  pai| 
age  included   a  24-ton   recreation 
the     snowy     Paramount     trade-rml 
mountain    peak   in    cooperation    wi 
local     department     stores  .   .   .  All 
Films  star  Irish  McCalla  will  make] 
personal     appearance     in     Brawlq 
Calif.,  on  behalf  of  her  Sheena  seri| 
carried     on     KIVA-TV,     Yuma 
WBAL-TV.     Baltimore,     employ* 
Tastycake    Company    president    Pal 
R.  Kaiser  as  an  honorary  fire  chief  ij 
a  promotion  for  the  Rescue  8  series. 

Public  service:  A  new  group  cl 
film  spots  in  the  Inspiration  Pleas 
series  has  been  released  to  stations  st\ 
nominal  cost  by  the  Family  Theatr'j 
of  Hollywood  .  .  .  the  Carling  Conil 
servation  Club  has  released  a  series  o| 
13  conservation  films  of  15-minutt 
program  length;  distribution  is 
through  Films  of  the  Nations  of  Nev 
York  without  charge  .  .  .  Norma 
Strouse  of  J.  Walter  Thompson  deliv-l 
ered  a  series  of  tv  and  radio  spots  fori] 
the  1959  Red  Cross  campaign  . 
Association  Films  has  its  15-minute 
documentary  film  on  heart  disease,  A\ 
Matter  of  Time,  available  again  this 
year  for  programing  during  February. 

Strictly  personnel:  James  E.  Den- 
ning joins  the  legal  staff  of  MCA  TV 
as  a  v.p.  .  .  .  William  Don  Bryan 

becomes  southern  area  sales  manager 
of  Screen  Gems  .  .  .  Barney  Crag- 
ston,  new  sales  manager  of  Cisco  Kid 
division  of  Ziv,  will  supervise  the  fol- 
lowing account  executives:  Walter 
L.  Sachs,  Stanley  Dyer  and  George 
W.  Sloan,  Jr.  .  .  .  Don  Fuller  joins 
Official  Films  and  southwestern  rep- 
resentative .  .  .  Joining  Flamingo 
Films  are  Wells  Bruen  as  Dallas 
manager,  Sam  Steele,  Jr.  as  south- 
ern manager  and  William  A.  Whal- 
en  on  the  midwestern  sales  staff  .  .  . 
New  sales  executives  with  ITC  include 
John  Serrao  as  western  district 
manager,  Al  W.  Goodwin  on  the 
Arrow  sales  staff  and  John  B.  Dal- 
ton  on  the  northeastern  sales  force 
.  .  .  John  Tallcott  joins  Ziv's  New 
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IF  IT  IS  BIG 

and  IMPORTANT, 

its  on  W  HAS -TV 


Phyllis  Knight 

Top  McCall's  Winner 

for  1957 

hostess  of  "Small  Talk" 

6-6:15  p.m.  daily 


Live  helicopter  flights  with  landings  on 
the  studio  roof,  remotes  from  Churchill 
Downs  and  the  state  fairgrounds,  a  video 
taped  jet  plane  ride  .  .  .  guests  ranging 
from  Billy  Graham  to  Bourbon  Beef 
Show  winners  keep  Phyllis  Knight's 
"Small  Talk"  show  sparkling.  And  Phyllis 
won  McCall's  top  Golden  Mike  Award 
for  persuading  thousands  of  women  to 
submit  to  a  cervical  cancer  test. 


Adroitly  blending  community  service 
with  entertainment  and  information, 
"Small  Talk"  is  typical  of  the  imagina- 
tive, IMPORTANT  programming  which 
viewers  have  learned  to  expect  from 
WHAS-TV.  Advertisers  such  as  Tetley 
Tea,  Breast  O'  Chicken  Tuna,  FAB,  VEL, 
Powder-ene  and  Zest  recognize  that 
".'•mall  Talk"  sells  BIG. 


Your  Advertising  Deserves  WHAS-TV  Attention  .  .  . 
with  the  ADDED  IMPACT  OF  PROGRAMMING  OF  CHARACTER 


WHAS-TV 

Foremost  In  Service 
Best  In  Entertainment 


WHAS-TV       CHANNEL    11,  LOUISVILLE 

316,000    WATTS  —  CBS-TV    NETWORK 

Victor  A.  Sholis,  Director 

Represented  Nationally  by 
HARRINGTON,    RIGHTER    &    PARSONS,    INC. 
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We're  No.  1  in 
Jacksonville .... 

"but  that's  not 
enough!"  says 


Robert   R.   Feagin 
General  Manager 
WPDQ 

Jacksonville,  Fla. 


"For  over  two  years  the  two  major  rating 
services  have  found  WPDQ  Jacksonville's 
top  station.  This  is  gratifying  to  us  —  but 
we  know  agency  Time  Buyers  and  Adver- 
tisers want  to  know  more  than  the  rating 
story  before  placing  a  schedule  in  Jack- 
sonville. To  get  results  a  station  must 
have  listeners,  true — enough  to  get  good 
ratings  but  those  listeners  must  be  alert, 
loyal,  and  active  in  the  community.  Alert 
to  catch  your  commercial  message — loyal 
enough  to  accept  the  station's  implied 
endorsement  of  your  product  and  act  on 
it. 

Here  at  WPDQ  we  consider  community 
stature  of  equal  importance  with  ratings. 
A  station  with  community  acceptance  at- 
tracts citizens  of  stature  as  listeners — 
alert  listeners  —  loyal  listeners  —  buying 
listeners!" 


COMMUNITY    STATURE    BUILDING 
FEATURES    AT   WPDQ    INCLUDE: 

•  Ten  times  daily  News  Director  Ed 
Grant  broadcasts  the  answers  to  im- 
portant community  questions  through 
the   actual   voice  of   local   authorities. 

•  WPDQ  News  Correspondents  report 
local,  state  and  national  news  direct- 
ly from  the  spot  where  news  is  hap- 
pening,  while   it   is   happening. 

•  24  Hour  Service — Jacksonville  listen- 
ers keep  up  with  the  best  in  music, 
late  news  and  weather  anytime  of 
the  day  or  night  on  WPDQ,  Jackson- 
ville's   only    full    time    radio    station. 

•  WPDQ  is  owned,  operated  and 
staffed  by  mature,  professional  peo- 
ple—  leaders    in    community    affairs. 

Represented    by 
Venard,    Rintoul    and    McConnell 
James  S.  Ayers,  Southeast 


5000    Watts 


600   KC 


WPDQ 

Where  alert  listeners  tune  by  choice, 
not  by  chance  .... 


York  City  sales  office  .  .  .  Joseph  L. 
Tames  joins  Movielab's  customer 
service  department  .  .  .  New  officers 
of  Cinema-Vue  Corporation  include 
Arlhur  J.  Steel  and  Harry  Pim- 
stein. 


RADIO  STATIONS 


A  survey  by  RAB  on  who  the  big- 
gest advertisers  in  local  radio 
are,  came  up  with  this  finding: 

New  and  used  car  dealers  provide 
the  biggest  chunk  of  radio's  local  in- 
come; supermarkets  are  second  most 
active  radio  users  and  department  and 
appliance  stores  are  tied  for  third. 

A  San  Francisco  profile  of  the 
Negro  consumers,  done  for 
K.SAN  by  Far  West  Surveys,  in- 
cluded these  characteristic.;: 

•  The  Negro  consumer  spends 
about  30%  of  the  average  family  in- 
come, which  is  about  $400  per 
month,  in  food  stores. 

•  Women  of  the  house,  in  seven 
out  of  10  cases,  handle  the  family 
finances. 

•  An  observation:  Because  of  her 
slowly  changing  world,  new  products, 
new  brands  and  new  packaging  make 
an  impression  on  the  Negro  con- 
sumer. 

Ideas  at  work: 

•  To  see  the  results  of  active  edi- 
torializing: WAVZ,  New  Haven 
played  host,  last  week  to  a  group  of 
civic  leaders  from  the  Albany-Sche- 
nectady-Troy  area.  Purpose  of  the 
trip:  to  take  a  look  at  how  WAVZ 
has  been  plumping  for  redevelop- 
ment projects  in  New  Haven. 

•  WFIL,  Philadelphia,  is  holding 
a  "Round  Robin"  listener  contest. 
The  gimmick:  three  mystery  records 
are  aired  each  day  and  the  person 
correctly  identifying  them  daily,  will 
be  awarded  a  two  week  vacation  for 
two  in  Paris. 

•  Promoting  itself:  WDRC,  Hart- 
ford, is  sending  to  all  its  clients,  agen- 
cies and  news  outlets  a  10-point  out- 
line of  why  it  is  "the  liveliest  station 
in  town."  Brochure  includes  staff 
changes  and  additions,  new  program- 
ing and  a  description  of  the  station's 
new  mobile  unit. 

Station     purchases:     WBRO, 

Waynesboro,  Ga.,  to  Collins  Corp.  for 
$35,000,  brokered  by  Paul  H.  Chap- 


man Co WSMN,  Nashua,  N.  H., 

by  the  1590  Broadcasting  Corp.  .  .  . 
WfSV,  Claremont,  N.  H.,  and 
WTSL,  Hanover,  N.  H.,  by  Radio 
Claremont  and  Radio  Hanover,  re- 
spectively, both  principally  owned  by 
Norman  Knight,  pres.,  Yankee  Net- 
work. 

Business     report:     WABC,     New 

York  reports  its  fourth  quarter  in 
1958  turned  out  to  be  the  best  in 
more  than  three  years.  Sales  were  up 
52%  over  the  like  period  of  1957. 

Thisa  'n'  data:  The  Southern  Cali- 
fornia Ford  Dealers  (JWT)  began 
sponsornig  a  half-hour  show  on 
KCBH-FM,  Beverly  Hills,  dubbing 
it  Thunderbird  Hour,  for  its  Thun- 
derbird  and  Galaxie  models.  The  26 
week  contract  comes  to  $6,500  .  .  . 
KILT,  Dallas  moved  into  new  head- 
quarters last  week,  in  the  McLendon 
Building  .  .  .  Official  time  Peter 
Tripp  (d.j.,  WMGM,  New  York) 
stayed  awake:  201  hours,  10  minutes 
.  .  .  WBBF,  Rochester,  reports  using 
a  single  rate  card  since  Mav.  1958 
.  .  .  Michael  Nidorf,  international 
tv  administrative  and  programing 
man,  named  American  program  rep- 
resentative of  Radio  Luxembourg 
I  London )  Ltd.  .  .  .  Tele-Broadcast- 
ers will  hold  a  sales-management 
meeting  16-17  February  at  the  Shera- 
ton-East Hotel,  in  New  York. 

Anniversary  notes:  WSIX,  Nash- 
ville, celebrating  its  32nd  birthday 
.  .  .  The  Scranton  Times  news,  heard 
daily  over  WEJL,  Scranton.  Pa., 
launches  its  37th  year  of  news  cov- 
erage. 

Kudos:    WHDH-AM  &  FM,  Bos- 

ton.  presented  with  an  award  from 
the  Governor  for  its  farm  safety  pro- 
gram .  .  .  Frank  Ford,  of  WPEN, 
Philadelphia,  presented  with  the  city's 
Fellowship  Award  for  1958  .  .  . 
KDET,  Center.  Tex.,  first  prize  of 
small  city  stations  in  Carnation's  pro- 
motion and  merchandising  contest. 

They  were  elected :  At  the  meeting 
of  American  Broadcasting  Stations, 
Helen  S.  Mark,  to  president;  Wil- 
liam Quarton,  executive  v.p.; 
Helen  Jetst,  secretary;  and  Helen 
Herrmann,  treasurer.  Quarton  was 
also  elected  to  the  board  of  directors 
and  becomes  operating  head  of  the 
broadcasting  properties  .  .  .  Ann 
Corrick,    assistant   bureau   chief   of 
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the  Washington  News  Bureau  of 
Westinghouse  Broadcasting  Co., 
named  secretary  of  the  executive 
board  of  the  Radio-Tv  Correspond- 
ents Association. 

Station  staffers:  Kenneth  Hastie, 

appointed  manager  and  Beryl  Star- 
buck,  to  sales  manager  of  WMT, 
Cedar  Rapids  .  .  .  Cliff  Gill  leaves 
KBIG,  Catalina  after  seven  years  as 
v.p..  to  head  company  building  KEZY, 
Anaheim,  Cal.  .  .  .  Len  Corwin,  to 
v.p.  in  charge  of  sales,  WCRB,  Bos- 
ton .  .  .  William  Page,  named  gen- 
eral manager  of  WEZL.  Richmond. 


NETWORKS 


To  be  or  not  to  be,  that  was  the 
question  posed  before  the  RTES 
Seminar  luncheon  last  week  by  a 
network  president  and  an  inde- 
pendent group  v.p. 

Arthur  Hull  Hayes,  president, 
CBS  Radio,  said  that  a  network  fur- 

uiishes  stations  with  what  they  cannot 
do   at    all;    what  they   cannot   do   as 

Iwell:   and   what  they  cannot  do  eco- 
nomically. 

Regarding  the  national  advertiser, 

there's  what  Hayes  said  a  network  can 
offer : 

1)   Efficiency  of  a  single  contract; 
2  i   single  examination  of  a  program 

■and  talent;  3)  uniform  time  across 
the  country;  and  4)  economy  via  pro- 
gressive discount. 

Speaking  in  behalf  of  independent 

[radio.  A.  W.  Dannenbaum,  v.p.  in 
:harge    of    sales    for    Westinghouse, 

I  »aid  studies  proves  that  the  clue  to 
-in  icss  is  local  programing  and  com- 
Tiunit\    influence. 

Here's    what    the    advertiser    gets 
>vhen     buying     spots,     Dannenbaum 
eels: 
1)     The  best  times  of  day  for  the 

particular  product;  2 1  the  best  local 
tersonality   in  each  market;   3)    the 

I  Jest   market   for   the   season    of    the 

j.ear;  and  4)  ability  to  put  special 
anphasis  on  markets  with  special 
woblems. 

The  Tv  Code  Review  Board  put 
n  10-seeond  limit  on  the  time 
used  to  identify  products  given 
•way  on  audience  participation 
thows. 

i    Here's  how  the  board  phrased  it: 
"Reasonable  and  limited  identifica- 


tion of  contest  and  award  prizes  I  10- 
seconds)  shall  not  be  included  as 
commercial  time.  Any  oral  or  visual 
presentation  concerning  the  product 
or  its  donor,  over  and  beyond  this 
limit,  shall  be  included  as  commercial 
time." 

Robert  Hurleigh,  news  v.p.  at  Mu- 
tual told  broadcasters  to  get  "their 
heads  out  of  the  clouds"  and  gird 
themselves  for  the  battle  for  this 
year's  advertising  dollar. 

Speaking  before  the   S.   C.   Radio 
and  Tv  Broadcasters  Association  last 


week,  Hurleigh  expressed  what  Mu- 
tual feels  is  the  basic  cause  of  most 
broadcasters'  headaches:  lack  of 
hard-core  realism  and  fact- 
facing. 

"Print  media  are  positive  in  their 
battle  plans,  but  radio."  Hurleigh 
noted,  "it  not.  The  day  of  programing 
with   10  top  tunes  is  over." 

Service  and  community  con- 
sciousness, he  emphasized,  were  the 
key  words  to  broadcasters'  future — in 
radio  or  tv. 

The    Psychological    Corp.,    in    its 
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WKZOTV  — GIANO  tAPIDS  KALAMAZOO 

WK20  RADtO  —  KALAMAZOO  lATTli   CIIB 

WJ[F    (AGIO  —  GKAND   IAPI0S 

WJtf  KM  — GKAND  KAPIDS  KALAMAZOO 

WWTV  —  CADIILAC    MICHIGAN 

KOLN  TV  —  UHCOIN    NEUASCA 


Nebraska  has  two  hi?  markets.  One  is  the 
extreme  East.  The  other  is  hip  I  66  coun- 
ties).  well-to-do  Lincoln-Land,  containing 
more  than  half  the  buying  power  of  the 
entire  state! 

Three  top  TV  stations  are  battling  for 
ratings  in  the  extreme  Kastern  market 
(and.  naturally,  slicing  the  pie  three 
ways).  In  Lincoln-Land,  there  are  no  such 
goings-on.  The  MCS  #3  map  shows  clearly 
that  KOLN-TV  is  the  one-and-only  station 
that  covers  this  wealthy  area. 

Ask  Avery-Knodel  for  the  facts  on 
KOLN-TV  —  the  Official  Basic  CBS 
Outlet  for  South  Central  Nebraska  and 
Northern   Kansas. 


KOLN-TV 

CHJNNIl    10    •    314,000   WATTS    •     1000. FT     TOWft 

COVERS   LINCOIN-IAND  —  NEBRASKA'S   OTHfR    IIO   MAUCIT 

Avtry-Knodil,  Inc.,  fxc/uiiV«  National  Htpratantatlrat 
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latest  Brand  Barometer  quarterly, 
surveyed  1,000  housewives  on  the 
subject  of  daytime  tv. 

The  response  to  the  leading  day- 
time network  personalities  I-like- 
most  question  broke  down  this  way: 

Personalities 
Network  Enjoved  Most 

NBC  TV  76.5% 

CBS  TV  51.5% 

ABC  TV  14.2% 

Network  programing  note:  Morn- 
ing Playhouse,  a  filmed  drama  series, 
has  taken  the  place  of  For  Love  or 


Money  on  CBS  TV  (weekdays,  10- 
10:30  a.m.)  because  of  alleged 
rigging  of  the  deeimal  machine 

used  on  the  show  to  determine  the 
size  of  cash  prizes  awarded  contest- 
ants. 

New   business  on  NBC  TV:   The 

Mennen  Co.,  (W&L),  as  predicted, 
will  sponsor  alternate  weeks  of  Drag- 
net and  one-half  of  Cimarron  City 
.  .  .  The  Bauer  &  B!ack  division  of 
Kendall  ( Burnett )  has  placed  a  52- 
week  daytime  order  for  alternate  Fri- 
day segments  of  Concentration. 


a  W&Wplu!  market 

The  (S  BIIU0N  G01DIN  CIRClt 

Albany  —  Schenectady  —  Troy 


Exclusive  ABC  for  most  of  its  coverage. 
Investigate  .  .  .  write,  wire  or  phone 
today! 


THIS  NEW  STATION 

ALBANY,  N.  Y. 

is  engineered  to  deliver  the  market 
covering  eastern  New  York,  western 
Massachusetts  and  parts  of  Vermont 
and  New  Hampshire.  It  provides  a 
sales  potential  of  53,495,571,000.00 
consumer  spendable  income.  And 
that's  cash  register  money!  Food  sales 
alone  are  over  $615  million;  drugs 
over  S72  million. 


Represented  by  VENARD,  RINTOUL  &  McCONNELL,  Inc. 


Thisa  'n'  data:  The  entire  crew  on 
ABC  TV's  Jubilee  U.S.A.  show  has 
been  awarded  stock  in  Massey-Fer- 
guson,  its  sponsor  .  .  .  Specials 
note:  Rexall  Drug  will  star  Sid 
Caesar  and  Art  Carney  in  an  hour 
comedy-variety  show  via  NBC  TV, 
3  May. 

Network  affiliations:  WWOL,  Buf- 
falo  and  WCKI,  Greer,  S.  C,  to  ABC 
Radio  .  .  .  KEVE,  Minneapolis. 
WMAX,  Grand  Rapids  and  WKLZ^ 
Kalamazoo,  to  Mutual. 


TV  STATIONS 


A  Columbus,  O.,  judge  ruled  last    I 
week   that   the    state's    immunity 
law  does  not  protect  radio  or  tv    | 
newsmen,    but    extends    only    to 
press  reporters. 

The  ruling  came  in  a  $3,000  libel   I 
suit  filed  by  newscaster  Bill  Jorgen-   I 
sen  of  WERE.  Cleveland  and  late  of 
WTVN-TV,   Columbus,   against   Bert  ] 
Charles,  manager,  WVKO,  Columbus.  I 

Results  of  the  ruling:  State  Senator 
Ray  Miller,  Jr.,  is  submitting  a  bill  I 
to    the    Ohio    legislature    asking   that  I 
qualified   newsmen   on   the   air   have  !| 
equal  immunity  rights. 

Ideas  at  work: 

•  WMAR-TV,  Baltimore,  is  mail-  J 
ing  a  four-page  promotion  piece  to  I 
advertisers,  plugging  its  Dialing  For  I 
Dollars  daily  a.m.  giveaway  show.  I 
The  strip  was  created  for  Food  Fair,  il 
produced  by  the  Newhoff-Blumberg  I 
Agency,  Baltimore. 

•  WTVD,  Durham,  N.  C,  fea- 
tured a  miniature  fireplug  as  one  of 
the  mailing  pieces  in  a  series  of  pro- 
motional gimmicks  to  timebwyers. 
Station  sent  out  fireplugs,  created  by 
its  agency  C.  Knox  Massey  &  Asso- 
ciates, to  some  500  agency  people 
throughout  the  country. 

•  WDSU-TV,  New  Orleans,  to 
celebrate  its  10th  anniversary,  is  send- 
ing advertisers  three  reproductions 
(24x18  inches)  of  paintings  inter- 
preting city  scenes,  with  this  note: 
In  New  Orleans,  WDSU-TV  gives  you 
the  picture. 

•  New  network  named:  Edward 
Bailey,  of  Leo  Burnett,  Chicago,  was- 
top  winner  of  the  KAKE-TV,  KTVC. 
KAYS-TV  "Win  An  Oil  Well"  con- 
test. His  prize:  $5,000  cash  or  a 
royalty  share  in  a  producing  Kansas 
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Oil  Well  lease.  His  name  for  the  new 
Kansas  group:  The  Golden  K  Net- 
work. 

•  WJZ-TV,  Baltimore,  has  come 
lout   with   a   promotion   brochure   in 

the  shape  of  a  tv  camera.  Its  pur- 
Ipose:  to  show  advertisers  how  the 
station,  via  continuous  promotions, 
has  made  viewers  aware  of  it  and  its 
advertisers. 

•  Cutting  down  on  commercials: 
Safeway  Markets,  sponsors  of  Sun- 
<la\   p.m.  movies  on  KRCA,  Los  An- 

[geles,  has  given  up  most  of  their  com- 
mercial time  so  that  movies  could  run 
|ifor  a  spell,  uninterrupted.  The  show, 
kvhich  usuallv  runs  two  hours,  car- 
Pries  only  three  one-minute  commer- 
Icials. 

Call    letter   change:    Effective   this 
[week.    KI DO-TV,    Boise,    Idaho    be- 
comes   KTVB    .    .    .    Construction 
note :    WJXT,   Jacksonville,   started 
lits  $750,000   building  this   week,   to 
Ibe    completed    January,     1960   .    .    . 
WIS-TV,  Columbia,  S.  C,  is  circu- 
iting  a   bulletin   dubbed   "The   Bull 
jBtreet  Journal."  which  describes  the 
[(Station's  new  tower  .  .  .  Another  new 
ower:  WLW-A,  Atlanta,  is  also  mail- 
ung  a  piece,  "Look  What  You're  Miss- 
ing."  announcing  its   new  tower. 

Thisa  'rT  data:  With  two  unsolved 
i  murders  in  four  weeks  in  St.  Louis. 
jKMOX-TV    did    a    remote    telecast 
■from  the  city's  Police  Crime  Labora- 
tory, marking  the  first  time  a  live  tv 
■show    originated    from    those    head- 
quarters .  .  .  Business  note:  Minne- 
apolis Gas  Co.   renewed   its  sponsor- 
ship   of     Dinner     Time     News,     via 
|WCCO-TV,  for  the  fourth  consecu- 
i  live    years   .    .    .    Helena    Rubenstein 
•iOgilvy,  B&M  I    will  sponsor  the  first 
hour  of  Open   End  on   WNTA-TV, 
Ptew  York  .  .  .  Royal  Crown  Cola  and 
[Castleberry   Foods,   renewed,   for  26 
pvveeks.  the  Top  Ten  Dance  Party,  on 
WJBF-TV,  Augusta,  Ga. 

Anniversary  note:   American  Bak- 

i  ies  begins,  this  week,  its  ninth  year 

Ibf  weather  sponsorship   via   WP.IX, 

New    York   .   .   .   WWTV,    Cadillac. 

Mich.,  celebrating  its  fifth   birthday. 

Kudos:  Lester  Kan.  sales  manager 
hi  KOLN-TV,  Lincoln,  Nebr.,  named 
I  he  outstanding  young  man  of  1958 
»y  the  Junior  Chamber  of  Com- 
merce .  .  .  Jack  Gilbert,  general 
manager  of  KHOL-TV,  Kearny,  Neb.. 


given  a  distinguished  service  award 
by  the  Holdrege  Junior  Chamber  of 
Commerce  .  .  .  John  Dunar,  news 
cameraman  on  WISN-TV,  Milwau- 
kee, named  tv  newsreel  cameraman  of 
the  year  by  the  Wisconsin  Press  Pho- 
tographers' Association  .  .  .  Harold 
Baker,  newscaster  on  WFGA-TV. 
Jacksonville,  awarded  the  Depart- 
ment of  Defense  Reserve  Cooperation 
award  .  .  .  The  Captain  Puget  show 
on  KOMO-TV,  Seattle,  recipient  of 
the  1958  Sylvania  tv  award  for  the 
"outstanding  local  children's  program 
in  the  nation. 

News  from  the  personnel  front : 
T.    H.    Peterson,    elected   executive 

v. p.  of  WITN.  Washington,  N.  C 

Howard  Morris,  named  station  man- 
ager of  KBMB-TV.  Bismarck  .  .  . 
James  Ferguson,  to  program  man- 
ager of  WMCT,  Memphis,  Tenn.  .  .  . 
Amos  Easlrid^e,  appointed  mer- 
chandising director  for  KMTV.  Oma- 
ha ..  .  Elizabeth  Dixon,  >ia"  ed 
acting  program  director  of  WRAL- 
TV,  Raleigh  .  .  .  Lee  Gottlieb,  to 
assistant  managing  editor  of  Tv 
Guide  .  .  .  Steve  Halpern,  to  direc- 
tor of  exploitation,  KENS-TV,  San 
Antonio  .  .  .  Robert  Sokolski,  to 
advertising-promotion  department  at 
WNEW-TV,  New  York  .  .  .  Ruth 
Hider,  to  merchandising  executive 
for  WNBF-AM-FM  &  TV.  Bingham- 
ton,  N.  Y. 


CANADA 


The  Broadcast  Advertising  Bu- 
reau's tv  division  sent  a  round- 
up of  its  year-end  activities  to  the 
37  tv  stations  of  the  Canadian 
Association   of   Broadcasters. 

This  report  stated  that  the  tv  in- 
dustry enjoyed  its  most  profitable 
year  in  1958,  but  that  1959  would 
surpass  that  year. 

Highlights  of  the  Bureau's 
1959  tv  forecast: 

•  Tv  penetration,  now  reaching 
779f  of  Canadian  homes,  would  rise 
to  85%. 

•  The  tv  audience  will  spend  an 
average  of  41  hours  a  week  watching 
tv. 

•  With  the  growth  of  daytime  tv. 
the  medium  will  increase  its  revenues 
by  15-20%. 

•  Number  of  tv  homes  for  1958. 
according  to  latest  BBM  estimate, 
3,241,300. 


TRAVELING 
SALESMEN 

—  Franchises  available  in 
many  parts  of  U.S.  for  men 
with  radio,  TV  or  related 
sales  experience.  Earnings 
$25,000  to  $35,000  yearly 
and  up,  selling  and  servic- 
ing radio  and  TV  stations, 
ad  agencies  and  news- 
papers. We  train.  Send 
resume,  references  to 

Box  10  SPONSOR 


IT'S  fi  FACT! 


1859— John  H.Gregory  discovered  the  first 
gold  lode  in  Gilpin  County,  Colorado . . . 
The  population  of  Denver  was  4,726! 

1959— Population  of  the  Denver  TV  cover- 
age area  served  by  Channel  9  is 
1,479,500  people  who  have  a  spend- 
able income  of  $2,803,077,000! 

IT'S  ALSO  a  fact: 

One  day  spot  saturation  on  Channel  9 
for  Denver  Car  dealer  resulted  in 
42  new  car  sales  in  one  day.  A 
new  record! 

Channel  9  personalities  promoted  kids 
theatre  party  and  outpulled  com- 
petition's identical  promotion  .  .  . 
same  day,  same  time— two  to  one! 

THE  TACT  IS... 

For  the  best  buy  in  Denver 


KBTV 


CHANNEL 


THE  FAMILY  STATION 


Join  the  "Rush  To  The  Rockies" 
Come  fo  Colorado  in  '59  .  .  . 
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Merger:  In  line  with  the  move  by 
Atherton  &  Currier  and  Kastor,  Hil- 
ton. Cheslev  &  Clifford  in  the  States, 
the  agencies'  Canadian  affiliates  were 
also  consolidated.  New  name:  Brad- 
ley, Venning,  Hilton  &  Atherton, 
in  Toronto. 

Ideas  at  work: 

•  Mugs  on  the  loose:  As  part  of 
a  promotion  for  Nescafe's  new  in- 
stant coffee,  Okanagan  Radio 
(CJIB,  Vernon;  CKOV.  Kelowna; 
CKOK,  Penticton,  all  B.C.)  offered 
free  coffee  mugs  to  listeners,  with 
caricatures  of  the  station's  personali- 
ties drawn  on  them.  Total  amount 
of  mugs  on  the  loose  to  date:  2,200. 

The  same  group  of  three  stations  is 
sending  out  market  faets  to  adver- 
tisers and  agencies,  describing  the 
business,  population  and  financial 
status  of  Okanagan  Valley. 

•  The  spotlight  on  public  service: 
CHAB,  Moose  Jaw,  Sask.,  presented 
its  annual  "Citizen  of  the  Year"  and 
"Sportsman  of  the  Year"  awards  to 
local  people  contributing  most  to  the 
community,  and  toward  improving  lo- 
cal sports  and  recreation.  Station 
chose  a  panel  of  judges  to  select  the 
winners. 

Thisa  'n'  data:  Educational  tv 
across  the  border:  If  the  costs  and 
suitable  facilities  can  be  worked  out, 
CBC  will  present  a  series  of  national 
school  telecasts  in  1960  .  .  .  CJON, 
Newfoundland,  completed  its  test  op- 
erations on  a  10.000  watt  transmitter, 
and  has  doubled  its  power  .  .  .  Busi- 
ness note:  Revlon  has  renewed,  for 
another  13  weeks,  its  exclusive  radio 
campaign  via  CJMS,  Montreal  .  .  . 
Birthday  note:  CKCW-TV,  Monc- 
ton,  N.B.,  celebrated  its  4th  year  via 
an  anniversary  contest  pulling  more 
than  16,000  responses. 

On  the  personnel  front:  John 
Sayers,  general  manager  of  C-FUN, 
Vancouver,  elected  chairman  of  the 
Ad  and  Sales  Bureau  of  the  Van- 
couver Board  of  Trade  ...  J.  Stuart 
MacKay,  appointed  v. p.  and  manag- 
ing director  of  All-Canada  Badio  and 
TV  Limited  .  .  .  John  Moore,  to  di- 
rest CHLO,  London  .  .  .  Jack  Lid- 
die,  to  director  of  public  services  at 
CKLW,  Windsor-Detroit  .  .  .  Men- 
gie  Shulman,  to  general  sales  man- 
ager of  CKRM,  Regina,  Sask.  .  .  . 
Dorothy  Gill,  to  media  manager  of 
K&E,  Ltd.,  Toronto.  ^ 


RADIO  STATIONS 

[Cont'd  from  page  41) 

ratings.  If  the  station's  ratings  con- 
tinue going  up,  its  over-all  perform- 
ance figure  will  top  200,  which  is  the 
theoretical  maximum  any  station  can 
receive. 

After  the  audience  measurement 
figures,  the  next  most  important  fac- 
tor evaluated  is  what  is  called  the 
"broadcast/advertising  ratio."  Per- 
fect score  is  eight,  or  4%  of  the  total. 
It  refers  to  the  amount  of  advertising 
carried.  The  fact  that  a  station  is 
popular  with  advertisers  is  considered 
a  plus  sign.  However,  a  station  is 
penalized  for  over-commercialization 
as  well  as  the  fact  that  not  many  ad- 
vertisers buy  it.  Over-commercializa- 
tion comes  into  the  evaluation  in  an- 
other factor — "length  of  commer- 
cials." It  counts  against  a  station 
when  it  runs  overlong  commercials. 

Other  major  factors  are  general 
programing,  news  service,  multiple 
spotting,  quality  of  announcers  and 
station  audience  promotion.  All  have 
perfect  scores  of  five  except  the  last, 
which  has  a  four.  The  latter  refers  to 
off-the-air  promotion.  Another  fac- 
tor, "broadcast/station  promotion  ra- 
tio," refers  to  on-the-air  promotion. 

After  all  the  factors  are  evaluated 
they  are  totaled  to  provide  a  perform- 
ance value.  While  audience  figures 
are  recalculated  every  two  months, 
other  factors  are  re-evaluated  every 
six  months  or  so  or  whenever  the 
situation  indicates  a  major  re-evalua- 
tion is  needed.  Trend  charts  are  kept 
for  both  performance  values  and 
audience  ratings. 

The  job  does  not  end  there.  Since 
the  value  of  a  station  is  obviously  re- 
lated to  its  cost,  a  final  step  involves 
dividing  each  station's  performance 
value  by  what  the  agency  calls  the 
"controlled  price  per  minute."  The 
latter  is  the  52-time  cost. 

Dividing  the  performance  value  by 
the  minute  price  gives  a  "ratio  in- 
dex." In  the  actual  calculation,  the 
performance  value  is  cut  in  half  so 
that  the  quotient  is  under  10,  which 
Rich  considers  a  workable  maximum. 
It  can  be  seen  that  a  high  perform- 
ance value  combined  with  a  low  price 
per  minute  will  give  a  high  ratio  in- 
dex and  vice  versa.  There  is  usually 
a  rough  correlation  between  perform- 
ance value  and  rates.  That  is,  they 
are   either   both   high   or   both   low. 


This  is  natural  since  both  are  deter- 
mined primarily  by  audience  size. 
However,  this  does  not  mean  that  the 
ratio  index  figures  for  all  stations 
are  about  the  same. 

The  most  recent  figures  show  that 
the  station  with  the  highest  perform- 
ance rating  has  the  lowest  ratio  index 
by  far.  This  is  because  its  rates  are 
considerably  higher  than  the  other 
stations.  In  general,  the  rate  spread 
is  much  greater  than  the  performance 
value  spread.  Some  of  the  stations 
with  the  highest  ratio  index  are  those 
with  the  lowest  performance  ratings. 
While  the  agency  keeps  a  ratio  index 
figure  for  each  station  as  a  general 
comparison,  a  separate  ratio  index 
figure    is    calculated    for    each    buy. 

While  an  ingenious  and  profession- 
al job,  the  JNR  evaluator  is  obvious- 
ly open  to  disagreement.  In  the  key 
factor  of  audience  size,  for  example, 
it  can  be  argued  that  a  station  with  a 
big  signal  and  a  large  audience  out- 
side a  metro  rating  area  is  under- 
valued. Both  Hooper  and  Pulse 
measure  central  city  areas  and,  while 
Nielsen  measures  these  plus-station 
totals,  the  more  familiar  Nielsen 
metro  area  data  are  often  used. 

It  is  also  likely  that  no  two  agen- 
cies would  come  up  with  the  same 
figures  in  setting  the  relative  values 
of  the  various  factors  evaluated.  One 
might  set  a  higher  figure  on  mail 
pull,  another  a  lower  figure,  etc. 

Rich  and  Jaffe  concede  that  judg- 
ment plays  an  important  part  in  set- 
ting up  an  evaluator.  They  also  point 
out  that  its  value  is  primarily  for  cli- 
ents out  to   reach   a  mass   audience. 

"If  you  want  to  reach  a  high  in- 
come, professional  male  audience,' 
said  Rich,  "you  wouldn't  use  the 
evaluator.  You'd  buy  from  the  sta- 
tion that  attracts  that  kind  of  audi- 
ence, perhaps  an  fm  station. 

Finally,  the  pair  pointed  out  that 
the  evaluator  is  not  adaptable  to  tv. 
"When  you  buy  radio,"  explained 
Jaffe,  "you  don't  buy  programs. 
Your  commercials  are  scattered 
around.  Therefore,  you  need  an  over- 
all station  evaluation.  With  tv,  you 
want  a  specific  show  or  adjacency." 

What  is  valuable  about  this  new 
tool,  said  the  two  agency  men,  is  that 
(1)  other  factors  besides  ratings  are 
taken  into  account,  (2)  there  is  a 
consistent  approach  to  station  evalua- 
tion and  (3)  subjective  feelings  are 
minimized.  ^ 
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MUFFLERS 

I  (Cont'd  from  page  39) 

•   Third    letter    to    same    mailing, 
signed  by  Paar. 

The  letters  describe  the  plan  for 
dealer  cut-ins.  During  the  last  11 
seconds  of  the  commercial.  Paar 
iturns  to  a  replica  of  the  curb  sign. 
His  "here  is  where  you  can  get  them"* 
pitch  is  geared  to  film  footage  or 
cutting  away  to  a  local  slide  cut-in. 
i  Price  to  each  dealer  is  the  local  sta- 
tion operation  cost,  ranging  from 
$15  to  $27.50. 

Sales  supervisors  were  briefed  on 
|  how  to  sell  this  service  to  the  dealers. 
Next  step:  to  capitalize  on  the  im- 
pact  of  this  localized   carry-through 
[by  making  every  dealer  an  "expert" 
at    muffler    installation.      What    with 
khe  trend  toward  more  and  more  in- 
stallations at  service  stations,  this  was 
I  a  must,   according  to  Maremont   ad- 
men. 

The  plan:  a  series  of  "Magic  Muf- 
fler" meetings,  in  Maremont's  revved- 
|  up  merchandising  parlance,  designed 
1  specifically     for     dealer     instruction. 
[Here,  wholesalers  and  jobbers  had  to 
I  be  sold  on  the  advantages  of  sponsor- 
ng  these  meetings.     Already  under- 
,\av.    thev    represent    the    first    mass 
Healer    meetings   ever   staged    in   the 
nuffler  industry.  Wolfson  says. 
Meanwhile,  salesmen  are  busy  get- 
Ling  dealers  to  put  the  tv  "toppers" 
\  m  their  curb  signs  in  anticipation  of 
he  26   February   kickoff   on   Today. 
Each   salesman   and   distributor   is 
lilso   equipped    with    a   kinescope    of 
he  Maremont  acid  test  commercial. 
The  pitch,   which   Hugh   Downs  will 
I  .leliver  on  the  Paar  show   and  Jack 
I  .escoulie   will   do   on   Today,   shows 
j  he  effects  of  exhaust   acids   on   two 
nufflers — the  regular  steel  type  and 
i    Maremont  alloy-coated  muffler. 

"The  live  tests  will  not  only  be  con- 
i  incing    proof    for    the    consumer," 
fTolfson   feels,   "but  should   help   in- 
crease retail  distribution  outlets." 
Trade  advertising  is  another  means 
f   t\  ing   the    whole   thing    together. 
Maremont  has  no  intention  of  los- 
rig   any   of  the   promotional   advan- 
ages  tv  will  give  them.  The  company 
ill  be  battling  14  brand  names  and 
lany  accelerated  budgets. 
In  1958  the  muffler  industry  spent 
'  lore  for  consumer  advertising  than 
i  any  previous  years.    The  estimated 
aures: 


Radio— $275-300,000 
Spot  tv— $500,000 
National  magazines— $225,000 
Trade  publications— $225,000 
The  trend  to  service  station  installa- 
tion of  mufflers  largely  accounts  for 
this  increased  use  of  consumer  media. 
Service  station  business  now  accounts 
for  55' v   of  Maremont's  total;  repair 
shops,  35%,  auto  dealers,  10%. 

Historically,  this  represents  a 
switch.  Maremont  began  as  a  small 
blacksmith  shop  in  1877  producing 
wagons,  truck  bodies  and  leaf  springs 
for   horse   drawn    streetcars   and    for 


some  Wells  Fargo  coaches.  Now  the 
company  has  10  plants  with  some 
3,000  employees  and  does  business 
around  the  world. 

The  record  year  for  Maremont  was 
1057.  Net  sales  reached  a  peak  of 
$30,031,566,  a  12%  increase  over 
1956.  The  L958  net  sales  will  be 
comparable.  Although  the  actual  sales 
trend  may  have  been  down  somewhat, 
unit  prices  were  up  slightly  over  1957. 
Hut  the  1050  forecast  is  for  another 
record  year,  and  many  of  the  hopes 
are  pinned  directly  on  the  impact  of 
television.  ^ 
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Oscar  Mayer's 

dollar  buys  more 

on  WKOW 


"...  Our  75th  Anniversary 
sales  campaign  on  WKOW 
was  made  even  more  effec- 
tive by  the  complete  and  ag- 
gressive merchandising  help 
provided  by  WKOW's  Mer- 
chandising Director  Jim  Mil- 
ler. His  calls  on  grocers,  his 
success  with  display  installa- 
tions and  his  thorough  cov- 
erage of  the  trade  with  mer- 
chandising letters  added  im- 
measurably to  the  selling  im- 
pact of  the  campaign." 

Clay  Kent 

Sales  Promotion  Manager 

OSCAR   MAYER  &  CO. 


wJ 


We  are  proud  of  the  pari  ice  played 
in  youi  7s///  anniversary  celebration. 
Thanh  you.  Wherry.  Baker  if  Tilden. 
hie.  for  this  opportunity  to  prove  that 
WKOW-TV  is  first  in  selling  a  buying 
Madison  and  southern  Wisconsin. 
Ben  Hovel 
General  Manage) 


WKOW 

MADISON,  WISCONSIN 
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Industrial  Crescent 


A  Vast 
Urban  Complex 

Mew  s/Mwtf 

WORK,  EARN 
and  SPEND. 

and  it's  dominated  by 

uufmy-tv 

GREENSBORO,     N.    C. 


Basic  Since  1949 

Represented  by 
Harrington,    Righter   &    Parsons,    Inc. 

New   York  •  Chicogo  •  San    Francisco  •  Atlanta  •  Boston 


THE  OLD  WEST  LIVES  MB... 


IS 


EL  RANCHO  VEGAS 


Las  Vegas,  Nev.— DUdley  2-1300 
INDIVIDUAL  BUNGALOWS  ON  66  SPACIOUS 
ACRES  DEDICATED  TO  YOUR  MODERN  COMFORT 
BUT  STRESSING  WESTERN  ATMOSPHERE. 


.  .  .  the  world  famous  OPERA  HOUSE  THEATRE 
RESTAURANT  presents  nightly  the  greatest  names 
in  show  business  in  lavish  productions  reminis- 
cent   of    the    exuberant    Frontier    Days. 


Phone  Direct  for  Reservations 
New  York  San  Francisco  Los  Angeles 

LOngacre  3-6149     YUkon  2-7105     BRadshaw  2-3366 
Beverly  Hills  Chicago  Miami   Beach 

BRadshaw  2-3366  MOhawk  4-0111     JEfferson  8-0591 


Tv  and  radio 
NEWSMAKERS 


Samuel  Thurm  has  been  promoted  to  ad 
vertising  v.p.  of  Lever  Brothers  Co.,  sue 
ceeding  Henry  Schachte.  (See  Newsmaker 
of  the  Week,  page  6.)  He  has  been  with 
Lever  Bros,  since  1956,  serving  as  media 
director,  and  for  the  past  year,  general 
manager  of  the  advertising  services  divi- 
sion. Prior  to  this,  Thurm  was  associate 
media  director  of  Y&R,  a  position  he  held 

for  four  years.  He  was  also  formerly  research  director  of  Eversharp. 

A  Dartmouth  graduate,  Thurm  holds  a  masters  degree  from  Columbia. 


Stephen  C.  Riddleberger  is  the  new  v.p. 
in  charge  of  ABC's  o&o  stations.  He  has 
been  v.p.  and  comptroller  of  ABC  and  as- 
sistant treasurer  of  AB-PT  since  October, 
1957.  Riddleberger  joined  ABC  in  1952 
as  radio  budget  officer.  He  was  promoted 
successively  to  administrative  assistant  of 
the  tv  program  department,  administrative 
manager  of  the  department,  member  of  the 
cost  control  unit,  business  manager  for  ABC  Radio,  and  in 
1957,  Riddleberger  was  elected  administrative  v.p.  of  ABC 


& 


i 


March. 
Radio. 


Stanford  Meigs  has  been  appointed  di- 
rector of  TvB's  Central  division,  with  head- 
quarters in  Chicago.  He  comes  from  ABC 
TV  where  he  was  an  account  executive  in 
their  Central  division.  Prior  to  joining! 
ABC  in  1954,  Meigs  was  an  account  ex! 
ecutive  with  the  Leo  Burnett  Co.  for  fouii 
and  one-half  years,  one  of  which  he  servedjj 
as  manager  of  their  New  York  office.  Ac 
cording  to  TvB's  "Pete"  Cash,  the  opening  of  a  Chicago  office  wil 
speed  up  "the  flow  of  tools  available  in  television  to  advertisers.' 

Harry  F.  Schroeter  has  been  named  di- 
rector of  the  newly  established  general 
advertising  department  of  the  National 
Biscuit  Co.  He  joined  Nabisco  in  1945  as 
assistant  advertising  manager,  later  became 
director  of  media  and  executive  assistant 
to  the  director  of  advertising,  and  in  1956, 
was  named  director  of  advertising.  A  grad- 
uate of  Princeton  University,  Schroeter 
also  spent  five  years  with  Procter  &  Gamble.  In  his  new  position,  he 
will  coordinate  the  advertising  activities  of  all  Nabisco  departments 
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MORE  WOVBUGS  for  your  bankroll! 

Save  them. 

Agency  personnel  all  over  America  are  saving  them  —  because  the  ones 
who  save  the  most  Wovbugs  will  receive  — 

A  FREE  ROUND  TRIP  TO  ROME  VIA  KLM  AIRLINES -A  14-DAY  WEST 
INDIES  CRUISE  FROM  NEW  YORK  VIA  THE  HOME  LINES  "ITALIA" 

These  are  first  and  second  prizes  respectively.  But  there  are  loads  of 
other  sensational  prizes,  too.  Like  a  1959  Royal  Portable  typewriter; 
many  beautiful  Helbros  watches;  dozens  of  magnificent  Italian  ceramics 
and  glassware. 

Wovbugs  are  so  easy  to  save.  They're  everywhere.  On  all  WOV  ads  — 
all  WOV  literature  —  even  on  the  envelopes  and  letters  we  send.  There's 
nothing  to  write.  Nothing  to  buy.  Just  save  the  most  Wovbugs  by  Feb.  12, 
1959  and  you  win. 

Wovbugs  are  the  world's  finest  people.  So  save  them  and  good  luck! 


WOV, 


<frv. 


NEW  YORK -ROME 
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Mr.  Canada  Retires 

To  hundreds  of  broadcasters,  agency  executives,  station 
representatives,  trade  paper  men  and  syndicated  film  and 
transcription  salesmen,  Mr.  Canada  himself  can  only  mean 
Harry  Sedgwick  of  Toronto. 

Mr.  Canada  has  just  announced  his  retirement.  He  leaves 
CFRB  where  he  has  served  as  station  manager,  general  man- 
ager, and  president  since  1931. 

Harry  is  a  remarkable  man.  He  reactivated  the  dormant 
Canadian  Association  of  Broadcasters  (CAB)  in  1935  and 
for  more  than  a  decade  served  as  its  president,  prime  mover 
and  pal  to  everyone  present.  Joy  flowed  like  a  fountain  from 
Harry's  suite  after  the  meetings. 

He  was  a  militant  fighter  for  the  privately  owned  stations 
in  Canada  against  the  then  omnipotent  CBC.  He  was  instru- 
mental in  getting  bigger  increases  for  privately  owned  sta- 
tions throughout  the  dominion  and  more  recently  was  a 
strong  factor  in  bringing  about  a  separate  broadcast  gov- 
erning body  outside  the  CBC. 

During  World  War  II  he  was  head  of  the  Canadian  War 
Information  Board  and  headquartered  in  New  York  City. 
He  helped  establish  BMI  in  Canada. 

Through  this  all,  Harry  was  a  vital  broadcaster.  His  CFRB 
became  the  best  known  and  dominant  privately  owned  station 
in  Canada. 

With  Harry  another  veteran,  Lloyd  Moore,  retires.  To- 
gether they  represent  more  than  a  half  century  of  top  broad- 
cast service. 

Happily,  though,  as  they  take  their  bow,  their  dream  of 
more  privately-owned  stations  looks  closer  to  reality  than 
ever.  That  must  be  a  heart-warming  thought  to  them. 

Don't  forget  to  show  up  at  the  next  CAB  meeting  in 
Toronto,  Harry! 


THIS  WE  fight  FOR:  The  same  type  of 
vigorous  leadership  and  strong  management  by 
radio  and  tv  station  operators  which  Harry 
Sedgwick  has  represented.  Only  such  leadership 
can  insure  the  continued  health  of  the  air  med:a. 
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lO-SECOND  SPOTS 

Daytime   audience:     A   New   York 

adman's  wife  dropped  into  the  local 
Chinese  laundry  to  pick  up  her  hus- 
band's shirts,  noticed  entire  Chinese 
family  grouped  around  a  portable  tv 
set.  "Must  be  a  good  show,"  the  ad- 
man's wife  remarked.  "Soapy  opera, 
said  the  laundryman. 

Chain  reaction:  An  agencygal 
passed  this  along  to  us:  A  bartender 
is  a  man  who  knows  a  great  deal) 
about  very  little  and  who  goes  along 
knowing  more  and  more  about  less 
and  less  until  he  knows  practically 
everything  about  nothing  .  .  .  An  ad 
manager  is  a  man  who  knows  very 
little  about  a  great  deal  and  keeps  on. 
knowing  less  and  less  about  more  and 
more  until  he  knows  practically  noth- 
ing about  everything  .  .  .  An  account 
executive  starts  out  knowing  practi- 
cally everything  about  everything  but 
ends  up  knowing  nothing  about  any- 
thing due  to  his  association  with  bar- 
tenders and  ad  managers. 

Natives  are  restless:  From  WNEW- 
TV,  NY. C,  the  following  program  cor- 
rection—"7:30  p.m.  Kill:  WHITE 
HUNTER.  Insert:  TRANSPORT 
WORKERS  UNION.  Safari  bearers 
going  on  strike? 

Definition:  Model  agency — hangout 
for  the  beaut  generation. — Phil  Stone, 
CHUM,  Ontario. 

Inventive:  When  a  radio  script  at 
WGST,  Atlanta,  called  for  sound  ef- 
fect of  a  man  diving  into  a  lake,  en- 
gineer Harlan  Skarpalezos  tried  every- 
thing from  dropping  various  items 
into  a  tub  of  water  to  mixing  in  elec- 
tronic effects.  As  a  last  resort,  he 
took  a  tape  recorder  over  to  the  swim- 
ming team  workout  at  the  Georgia 
Tech  pool  and  got  it  just  right. 

New  saws:  Phelps  Mfg.  Co.,  crea- 
tors of  point-of-sale  displays,  has 
come  up  with  some  new  ones  for 
its  "Let's  Have  Better  Mottoes  As- 
soc. 

"It's  a  nice  day — let's  louse  it  up 
some  way." 

"Our  necessities  are  few — our  wants 
endless." 
"As  a  last  resort,  use  common  sense." 

Definition:  CBS  Radio's  Art  Link- 
letter  tells  of  the  little  girl  who,  when 
asked  what  a  lady  was,  said,  "A  lady 
is  like  Mommie  when  she  is  good." 
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Nielsen  shows  KBET-TV  first  in  network 

UA 

CENTURY- FOX  REPUBLIC 


*     J**     * 


RK  O 


.  .  first  in  movies 


COLUMBIA 


.  .  .  first  in  syndicated  shows 

FIRST  IN  SACRAMHTO-SMKTOH 

California's 

Third  Largest  Market1. 

TOTAL  AREA  SET  COUNT:  439,220 


NINE  OF  THE  TOP  TEN 
NETWORK  PROGRAMS 

1-46  5   Father  Knows  Best 
2_46-3  Have  Gun -Will  Travel 

3_43  5   Perry  Mason 
4-43.2  Zane  Grey  Theatre 
5_43  0  Wanted  Dead  Or  Al-ve 

6-42.0  Gale  Storm  Show 
7_ 39  3  Gunsmoke 
8-39.2  Danny  Thomas  Show 
9-38.1    The  Texan 

TOP  FIVE  MOVIES* 

Great  Movie: 

1-20.3  Saturdays 
2-18.8  Fridays 
3-17.9  Sun.  Afternoons 
4-17.1    Mondays 
5—12.9  Wednesdays 

FOUR  OUT  OF  SIX  TOP 
SYNDICATED  PROGRAMS 

1_29  8  Jeff's  Collie/ 

Death  Valley  Days 
2-28.6  Sky  King 
3-25.9  Ten-Four 
4-24.3  Highway  Patrol 

*Wel$en  Station  Index 

Sov.  1958 

Table  I.  Metro  Area 

?UNDAY  THRUJ*W«B^ 
Night 

STAT.ONS  j6^£fM:| 

% 

KBET-TV  41 

Station  "B"       31 
Station  "CM      19 


KBET-TV    cha 
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HI 
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TIO 


1  national  brand 
5  different  flavors 

(each  preferred  in  its  market) 


NEW  CLIENTS 
MOVE  INTO  TV 
SYNDICATION 

Syndicated  t\  film  in- 
dusti\  max  well  hit 
$120  million  in  1959. 
A    sponsor    report 

Page   29 


How  to  give  radio 
spot  a  brand  new 
prestige  image 

Page   34 


*je*  n  «►  a,<s»  <C%Vtf 


Where  there's  a 
Storz  Station . . . 
there's  Audience! 


Eggheads  and 
ostriches  on 
Madison  Ave. 

Page   40 


the 

STORZ 

Stations 

Todd  Storz,  President 
Home  Office:  Omaha 

WDGY  Mpls.-St.  Paul 

WHB  Kansas   Cit> 

KOMA  Oklahoma  City 

WTIX   New  Orleans 

WQAM  Miami 

W06Y,   WHB.   KOMA,   WQAM 
pspnturf    hu   .Inhn   Rlair  &   fin 


Radio  licks  the 
It  stamp,  beats 
direct  mail  costs 

Page  42 
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Big  Pitch  From  Signal  Hill 

And  this  one's  a  belt-high  blazer  in  anybody's  ball  game . . .  the 
Kansas  City  Athletics  baseball  broadcasts  will  come  from  WDAF 
Radio  and  TV  starting  this  year! 

The  young  man  tuning  up  below  will  bring  together  Kansas  City's 
two  most  famous  hills — the  pitcher's  mound  he's  standing  on  at 
Municipal  Stadium  and  Signal  Hill,  home  of  WDAF.  This  is  vet- 
eran sportscaster  Merle  Harmon,  the  Voice  of  the  A's  to  millions 
of  fans  in  six  states.  Merle  will  do  play-by-play  for  the  Joseph 
Schlitz  Brewing  Company  and  the  Skelly  Oil  Company. 

It  was  real  cool  at  the  Stadium  when  Merle  got  his  first  feel  of  the 
WDAF  mike,  but  we  couldn't  wait  to  spread  the  word.  In  the  first 
place,  pitchers  and  catchers  report  very  soon  now,  and  Merle  will 
be  heading  south  for  training  camp.  In  the  second  place,  we  think 
our  Athletics-WDAF  team  may  figure  big  in  your  spring  and 
summer  selling  plans  for  Mid-America.  In  short,  it's  later  than  you 
think.  Better  check  with  our  good  reps  as  soon  as  possible. 

RADIO:  Henry  I.  Christal  Co.,  Inc.     •    TELEVISION:  Harrington,  Righter  &  Parsons,  Inc. 
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it  takes  /  TALENT  brother  .  .  .  and 


THE 

RIP 

DIFFERENCE 

IN 

PHILADELPHIA 

RADIO 

IS 

TALENT 


TALENT    THAT    SELLS 

on  the  station  where  the  most  important 
sound  is  your  commercial 

WPEN 

WPEN  programs  believable,  selling,  local 
personalities  24  hours  a  day,  7  days  a  week. 
Talent— that's  why  more  local  and  more  national 
advertisers  buy  WPEN  than  any  other 
Philadelphia  radio  station. 

Represented  nationally  by  GILL-PERNA 
New   York,   Chicago,    Los   Angeles,    San    Francisco,    Boston,    Detroit 
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DIGEST  OF  ARTICLES 

National  spenders  move  into  syndication 

29    Tv  film's  first  $120  million  year  may  be  ahead  in  1959  as  new  national 
advertisers  moved  in  buying  regional  programs  and  local  minute  spots 

How  spot  radio  can  build  new  prestige 

34    Fourth  article  in  sponsor's  $500  million  plan  outlines  how  spot  radio 
can  increase  advertising  billings  by  becoming  No.  1  "community  medium" 

Evening  viewing  holds  up:    ARB 

37  December  tally  maintains  general  rule  that  two  out  of  three  tv  homes 
watch  during  prime  time.    Comparison  with  December  1957  is  favorable 

Spot  tv  shortcuts  washer  "show-me" 

38  This   manufacturer   finds    that    spot    tv   will    produce    customers    pre-sold 
for  his  portable  clothes  washer  in  metropolitan  markets 

Parti-Day  sales  hit  new  peak 

40    Shipments  in  Green  Bay  tv  test  area  are  1,865  cases  during  second  half 
of  January.    Figures   indicate   the   end   of   boom-and-bust   sales   pattern 

A  fable  of  eggheads  and  ostriches 

40    Adman-turned-client,  Alfred  Edelson  of  The  Rytex  Stationery  Co.,  tries 
to  re-shape  the  egghead  criticism  against  an  ostrich  stance  of  Ad  Row 

How  radio  is  licking  the  2c  stamp 

42     Old-line    direct    mail    advertisers,    faced    with    higher    mail    costs,    are 
seeing   advantages   in   spot   radio   in   terms   of   costs,   speed   and   impact 

sponsor  asks:    What  is  your  reaction  to  the  Ed  Mur- 
row  broadcast? 

54    With   national   interest   focused   on   Ed   Murrow's   CBS   radio   show   The 
Business  of  Sex,  three  station  men  tell  their  reactions  to  the  broadcast 

New  sales  clues  in  Census  data 

89     Although  there  are  more  women  than  men  in  I  .  S.  today,  it's  only  in  high- 
er age  brackets;  meantime  trend  toward  bigger  families  is  accelerating 
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WE'VE  TURNED 
THE  AUDIENCE 
UPSIDE  DOWN! 


Yes  Sir,  NCS  No.  3  reveals  a  significant  television 
situation  in  Central  Iowa.  Here  WHO-TV  is  one  of 
three  stations  competing  for  circulation.  Of  the 
three,  WHO-TV  gives  you  considerably  the  largest 
DAILY  circulation — daytime  and  nighttime.  The 
station  with  the  largest  weekly  circulation  actually 
retains  the  smallest  percentage  of  DAILY  circulation, 
daytime  and  nighttime. 

To  us,  this  clearly  indicates  that  more  people  watch 
WHO-TV,  more  often  and  more  consistently,  than 
watch  any  other  station.  This  seems  logical,  too, 
because  WHO-TV  gives  this  big  market  the  costliest, 
fastest-moving,  most  exciting  television  fare  available 

not  occasionally,  but  EVERY  day  and  night! 

Take  films,  for  example.  WHO-TV  has  practically 
;very  big  film  package  in  America — a  quarter  of  a 

illion  dollars'  worth — including  MGM  .  .  .  Cham- 
agne  .  .  .  Galaxy  20  .  .  .  Vanguard  .  .  .  Big  50  .  .  . 
Warner  Brothers,  and  others. 

Ask  PGW  for  all  the  facts  on  WHO-TV. 
NCS  No.  3  CIRCULATION 


WHO-TV 
Sta.  "K" 
Sta.  "W" 


DAYTIME 


Weekly 


214,800 

197,100 
222,750 


Daily 


144,830 

129,430 
133,260 


NIGHTTIME 


Weekly 


238,830 

218,850 
255,470 


Daily 


187,640 

173,370 
180,350 


WHO-TV   is  part  of 

Central    Broadcasting   Company, 

which   also  owns  and  operates 

WHO   Radio,   Des  Moines 

WOC-TV,    Davenport 
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WHO-TV 


Channel  13  •  Des  Moines 

Col.  B.  J.  Palmer,  President 


«Hp- 


P.  A.  Loyet,  Resident  Manager 
Robert  H.  Harter,  Sales  Manager 

Peters,   Griffin,   Woodward,   Inc., 
National  Representatives 
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"JAXIE" 

SALUTES 

SCHLITZ 


The  Schlitz  Brewing  Company  has 
joined  the  Honor  Roll  of  Adver- 
tisers who  chose  WFGA-TV  to 
carry  it's  sales  messages  to  more 
than  a  quarter-million  Florida- 
Georgia  TV  homes.  Schlitz  is  spon- 
soring "MacKenzie's  Raiders," 
with  Richard  Carlson,  from  10:30 
to  11:00  PM  on  Thursdays,  and 
this  fine  show — combined  with 
WFGA-TV  coverage — will  provide 
top  selling  power  for  the  Schlitz 
Brewing  Company. 

"Jaxie"  is  proud  to  have  Schlitz 
and  the  J.  Walter  Thompson  ad- 
vertising agency  on  it's  growing 
list  of  prestige  advertisers. 

NBC  and  ABC  Programming 
Represented  nationally  by 
Peters,  Griffin,  Woodward,  Inc. 


WFGA-TV 

Channel  12 

Jacksonville,    Florida 


FLORIDA'S 
COLORFUL    STATION 


NEWSMAKER 
of  the  week 


For  veterans  in  the  ranks  all  over  broadcast  advertising, 
I\BC  TV,  last  week,  made  a  heartening  move.  Instead  of 
going  afield  to  bring  some  stranger  in  to  shepherd  its  flock, 
it  chose  a  20-year  veteran  of  its  own  sales  department  to 
be  promoted  to  executive  vice  president  of  the  tv  network. 

The  newsmaker:  Affable,  unassuming,  43-year-old  Walter 
D.  Scott  was  raised  last  Friday  from  vice  president  of  television  net- 
work sales  to  executive  vice  president  of  NBC  TV  network.  Scott 
will  continue  to  report  to  President  Robert  E.  Kintner. 

Four  other  executive  promotions  took  place  along  with  Scott's, 
and  the  NBC  board  of  directors  was  consistent  in  making  these 
selections  from  within  the  ranks.  Don  Durgin,  vice  president  and 
national  sales  manager  for  tv,  became  vice  president,  tv  network 
sales.  James  A.  Stabile,  director 
of  talent  and  program  contract 
administration  moved  up  to  vice 
president  of  the  same  division. 
Albert  L.  Capstaff  of  radio  net- 
work programs  traded  in  the  title 
of  director  for  that  of  vice  presi- 
dent. George  A.  Graham,  Jr.,  di- 
rector of  sales  planning  for  the  ra- 
dio net,  was  promoted  to  vice 
president  of  the  same  division.  It 
was  a  great  days  for  the  "ins"  as 
they  moved  "up." 

Scott  has  been  with  NBC  since 
1938,  when  he  joined  its  sales  de- 
partment.   In  1949,  he  was  named 
Eastern  sales  manager  and  two  years  later  became  radio  network! 
sales  manager.     He  was  appointed,  in  1952,  to  fill  a  new  post — that 
of  administrative  sales  manager,  was  elected  vice  president  in  Decern-; 
ber  1955,  was  promoted  to  his  last  post  in  1958. 

Highly-respected  and  cordially-liked  in  advertising  agency  circles, 
the  promotion  of  Scott  to  his  new  position  is  a  strong  move  on  the1 
part  of  NBC  TV  in  the  competitive  arena.  Under  his  direction,  the 
net  boosted  profits  in  1958  through  a  vigorous  sales  campaign.  Ac-j 
cording  to  its  year  end  report,  NBC  TV  enjoyed,  in  1958,  its  greatest 
dollar  increase — up  13%  over  1957;  led  all  other  nets  in  increased 
dollar  gross  billings,  claimed  more  individual  sponsors  than  its  com- 
petition, was  out  in  front  in  sponsored  evening  time. 

It's  not  surprising  therefore  that  a  sales  executive  was  chosen  fori 
the  spot.  "Actually,"  Scott  told  SPONSOR,  "the  very  nature  of  the* 
business  mixes  sales  and  programing  thoroughly."  He  looks  forwardj 
to  a  good  fall  season,  bases  his  view  on  fact  of  "more  early  activity! 
by  advertisers  this  year  than  in  all  my  20  years  at  NBC."  ^ 


alter  D.  Scott 
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SMAKER    STATION    OF    THE    WEEK 


■ENETRATION 

When  the  ratings  more  than  double  in 
six  months,  you  know  you're  penetrating 
every  square  inch  ot  buying  potential  in 
Milwaukee.  Top  radio  personalities— trom 
jockey  Bob  "Coffee-Head"  Larson  to  Sports 
Director  Joe  Taylor  of  the  Milwaukee  Braves 
—  sell  the  station  that  sells  the  people. 
That's  penetration. 


WRIT 


sold  by 


BUY  Radio  when  you  buy  media 
BUY  Balaban  when  you  buy  radio 
BUY  WRIT  when  you  buy  Milwaukee 
and  you  BUY  the  people  who   BUY 


WIL 
KBOX     THE  BALABAN  STATIONS 

DaMas  In   tempo   with   the   times 

WW  f\  I   I  John    F.  Box,  Jr..  Managing   Director 

M II  wau  kee 


robert  e.  eastman  &  co., 


inc. 


Snapped  up  in  first 
/days  in  54  markets! 


Wire  Now  for  Your  Choice 


of  Available  Markets  I 


:very  day  new  markets  are  oeing  snapped  up! 
Markets  already  sold  include  Philadelphia,  Salt 
Lake  City,  Miami,  New  Haven -Hartford,  Norfolk, 
Detroit,  Seattle,  Lebanon,  San  Diego,  El  Paso, 
Altoona,  Binghamton,  Baton  Rouge,  Phoenix, 
Denver,  etc.  Also  throughout  Canada,  sponsored 
by  S.  C.  Johnson  &  Co.,  Ltd.  (Johnson's  Wax)  and 
Robin  Hood  Flour  Mills,  Ltd. 
Phone  or  wire  collect  now  for  availability  of  your  market! 


I       INDEPENDENT 


TELEVISION 
CORPORATION 

488  Madison  Avenue  •   New  York  22  •   PLaza  5-2100 
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IN  ,   with  no  Navel, 

Is  unlike  another. 
We  call  it  complete 

Rejection  of  mother. 

Frequently,  of  late,  a  great  deal  of 
mass  media  are  being  sold  on  the  basis 
of  psychological  analysis  of  audience 
composition.  Soap  operas  are  said  to 
appeal  to  the  housewife  taking  her 
libido  out  for  a  trot.  Some  media  claim 
they  sell  through  reaching  the  mass 
id.  Others  use  ego-gratification  to  cap- 
ture audience. 

Through  it  all,  like  a  beacon,  shines 
the  good  old  idea  of  building  a  better 
mouse-trap.  For  more  than  36  years, 
KHJ  Radio,  Los  Angeles,  has  been 
baiting  the  trap  with  foreground 
sound.  It  beats  cheese  as  our  adver- 
tisers will  readily  testify.  One  thing  is 
certain ...  a  listener's  conscious  atten- 
tion will  sell  more,  more  quickly,  than 
anything  else. 

Whether  the  people  you  want  to 
reach  reject  mother  because  of  sibling 
rivalry,  an  Electra  complex  or  a  child- 
hood trauma  ...  in  Los  Angeles,  fore- 
ground sound  sells  them  all. 


KHJ 

RADIO 

LOS   ANG  E  LES 

1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 


Timebuyers 
at  work 


MMMHk  k^  \NMHHBH 


Alan  M.  Berger,  Tilds  &  Cantz,  Los  Angeles,  thinks  that  the  buyer 
for  a  product  whose  market  is  strictly  adult  has  a  special  problem 
because  rock  'n  roll  dominates  the  programing  of  many  radio  sta- 
tions. "For  Renault  Dauphine  we  must  talk  to  adults,  and  only 
adults,"  Alan  points  out.  "Some  of  the  reps  gave  us  such  a  con- 
fusing program  picture — accusing 
each  other's  stations  of  playing 
only  rock  'n  roll — that  it  became 
necessary  for  us  to  request  detailed 
music  lists  covering  an  eight-hour 
period."  Alan  feels  that  while 
power,  frequency  and  ratings  are 
important,  today's  buyer,  espe- 
cially for  strictly  adult  products, 
must  examine  carefully  all  sta- 
tion programing  and  composition. 
"Many  advertisers  can  of  course 
use  rock  'n  roll  very  successfully, 
since  much  of  the  buying  public  is  concentrated  in  the  late  teens  and 
early  20's,"  Alan  says.  "But  a  great  deal  of  waste  circulation  can  be 
avoided  by  selecting  station  programing  that  will  reach  your  adver- 
tisers' audience.  So  many  of  the  commercials  I  hear  sound  as  though 
they  had  been  purchased  by  buyers  who  only  read  the  rating  figures." 


Sam  Vitt,  Doherty,  Clifford,  Steers  &  Shenfield,  New  York,  feels 
that  radio  sound  has  improved  considerably  in  the  last  two  years 
because  more  and  more  stations  are  learning  that  a  solid  music- 
and-news  policy  as  such  is  not  sufficient  to  attract  audiences.  "They 
are  finding  out,"  Sam  points  out,  "that  good  presentation — a  pres- 
entation that  paces  the  music,  news 
and  program  segments  so  that  the 
broadcasting  does  not  produce  an 
audience  lethargy — is  the  key  to 
listenership.  Primarily,  effective 
programing  never  places  the  'acts' 
back  to  back,  but  offers  something 
new  many  times  over  the  broad- 
cast day — different  music,  d.'j's 
with  distinctive  personalities  of 
their  own,  and  news  that  is  spec- 
tacularly headlined  much  in  the 
fashion  of  the  tabloids."  At  the 
same  time,  Sam  thinks,  the  listened-to  station  does  not  over-pace  and 
over-gimmick  its  programing.  The  station's  personality  should  re- 
main consistent  rather  than  deteriorate  into  a  hodge-podge  of  sounds. 
"It  is  good  programing  that  commercials  need  for  proper  impact." 
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Great  show.  A  laugh  a  second.  27  minutes  of  ever-loving  fun.  Critics  rave. 
Ratings  swoosh  upwards  into  orbit.  Everybody  shakes  hands.  . .  .  But  there's  a  lot 
more  to  it  than  that.  .  . .  For  our  clients'  money,  a  TV  or  radio  show  isn't  a  hit  until 
sales  and  profits  are  right  up  there  with   the   ratings.       N.  W.  AYER  &  SON,  INC. 

The  commercial  is  the  payoff 


42  per  cent  more 

audience  per  commercial  minute 
than  any  other  network.  That's 
how  the  CBS  Radio  Network  rates 
when  Nielsen  Radio  Index  "polls" 
the  nationwide  radio  audience  (av- 
eraging over  16  straight  months). 


226  out  of  237 

quarter-hour  wins  for  CBS  Radio 
programs.  That's  what  happens 
when  The  Pulse  reports  on  the  big 
cihj  audience  (1958  average:  all 
quarter-hours  in  which  programs 
of  CBS  Radio  and  those  of  at  least 

•     me  ol  her  network  competed  in  10    J«| 
or  more  of  the  26  top  markets).        ^0r 


8  out  of  11  firsts: 

for  CBS  Radio  Network  shows  it 
the  11  program  categories  votec 
on  by  465  critics  and  editors  in  thi 
Radio-Television  Daily  annua 
poll.  And  they  named  so  man; 
other  CBS  Radio  programs  a 
runners-up  that  the  total  numbe; 
of  honors  for  this  network  in  the& 
categories  surpassed  that  of  th 
three  other  networks  combined 
(What's  more,  CBS  Radio  person 
alities  comprised  four  of  the  fiv 
choices  for  "Radio  Man  of  th 
Year":  Edward  R.  Murrow 
Arthur  Godfrey,  Art  Linklettei 
Mitch  Miller.) 

CBS  Radio  Network  programs 
honored  in  11  categories: 

DRAMATIC  SHOW  OF  THE  YEAR 

(three  out  of  five) 

GUNSMOKE* 

SUSPENSE 

JOHNNY  DOLLAR 

COMEDY  SHOW  OF  THE  YEAR 

(three  out  of  five) 

AMOS  'N'ANDY* 

THE  COUPLE  NEXT  DOOR 

HOUSE  PARTY 

MUSICAL  SHOW  OF  THE  YEAR 

(three  out  of  five) 
NEW  YORK  PHILHARMONIC 

METROPOLITAN  OPERA 

CHRISTMAS  SING  WITH  BING 

COMMENTATOR  OF  THE  YEAR 

(three  out  of  five) 

EDWARD  R.  MURROW* 

ERIC  SEVAREID 

LOWELL  THOMAS 

DOCUMENTARY  OF  THE  YEAR 

(four  out  of  five) 

WHO  KILLED  MICHAEL  FARMER? 

THE  HIDDEN  REVOLUTION 

P.  0.  W.  -  A  STUDY  IN  SURVIVAL 

RADIO  BEAT 

QUIZ  SHOW  OF  THE  YEAR 

(one  out  of  two) 
SEZ  WHO! 

BEST  NEW  PROGRAM  IDEA 

(two  out  of  four) 

HAVE  GUN,  WILL  TRAVEL 

MASLAND  RADIO  COLOR  ROUNDU 

SPORTSCASTER  OF  THE  YEAR 

(two  out  of  five) 

PHIL  RIZZUTO 

FRANK  GIFFORD 

BEST  TRANSCRIBED  SERIES 

(one  out  of  four) 
AMOS  'N'ANDY* 
BEST  PUBLIC  SERVICE  PROGRAMMINi 

(four  out  of  five) 

FACE  THE  NATION* 

P.O.W.-A  STUDY  IN  SURVIVA 

WHO  KILLED  MICHAEL  FARMER 

THE  HIDDEN  REVOLUTION 

VARIETY  SHOW  OF  THE  YEAR 

(three  out  of  five) 

MITCH  MILLER  SHOW* 

ROBERT  Q.  LEWIS  SHOW 

ARTHUR  GODFREY  TIME 


! 


: 


1  Winner  in  category 


YET  THEY  Al 


Mo  matter  which  sample  you  use— nationwide  audiences,  big  city  listeners, 

critics— the  answer  comes  out  the  same.  CBS  Radio  Network  programming 

md  personalities  win  all  the  polls,  hands  down— year  after  year. 

\nd  the  new  Program  Consolidation  Plan,  with  virtually  all  of  these  favor- 

tes  and  many  more,  means  even  stronger  audience  leadership  through: 

mproved  mood  sequencing;  CBS  News  every  hour  on  the  hour;  uniform 

)roadcast  times;  increased  station  clearances  for  advertisers. 

Qie  listeners,  of  course,  are  your  customers.  It's  worth  being  where  there 

ire  so  many  more  of  them.  A  And  where  they  like  what  they  hear  so  much. 

COME  OUT  THE  SAME  I. .  .CBS  RADIO  NETWORK 


COLUMBUS,  GEORGIA 


•&eTV 
Market 
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County  Area 


SALES  MANAGEMENT  1958 
POPULATION  1,095,200 

FAMILIES  268,300 

EFF.  BUYING  INCOME         $1,256,  409,000 


It's  Nice  To... 


What  You're  Getting! 


•  BALANCED  PROGRAMMING 

•  AUDIENCE  RATINGS 

•  COVERAGE 

•  COSTS  PER  THOUSAND 

•  TRUSTWORTHY  OPERATION 


WRBL-TV 


CALL  HOLLINGBERY  CO. 


by  John  E.  McMillin 


Commercial 
commentary 


Mr.  Hattwick  breaks  the  reply  barrier 

Back  in  December  this  column  carried  a  piece 
titled  "Lamps  for  the  Eyes  of  Oil  Men."  In  it,  I 
quoted  some  remarks  of  Melvin  S.  Hattwick, 
director  of  advertising  for  Continental  Oil  at  the 
annual  ANA  fall  meeting. 

I  have  just  received  the  following  "Open  Let- 
ter"  from   Mr.   Hattwick.    I   think   it's   a   swell, 
good-humored   document  and   a  strong  rebuttal 
to  my  remarks.   Mr.  Hattwick  has  asked  that  if  we  use  it.  we  print  it 
in  its  entirety  and,  obviously,  we  are  proud  of  the  chance.   Here  it  is: 

"In  your  excellently  written  'Commercial  Commentary'  column 
recently,  you  said  some  nice  things  about  me  being  brave  and  sin- 
cere; and  you  also  said  some  not-so-nice  things  about  oil  company 
advertising  being  poor  and  stale.  Then  you  closed  your  column  with 
these  words,  'How  about  it,  Mr.  Hattwick?' 

"Well,  gosh,  Mr.  McMillin,  it's  nice  you  liked  what  I  said  at  ANA 
on  'Hotv  To  Fail  Successfully,'  but  what  you  say  about  oil  company 
advertising  .  .  .  I  wonder  if  you're  talking  about  some  of  the  com- 
petitive advertising  I  see?  Some  of  it  is  mighty  tough  to  beat.  Of 
course  not  all  oil  industry  advertising  is  good  .  .  .  remember  the 
Performance  Barrier?  (And,  incidentally,  I  offer  that  whole  cam- 
paign to  anyone  who  wants  it) .  But  I  take  my  hat  off  to  many  of  my 
competitors  for  some  {not  all,  of  course)  of  their  work. 

"But  where  you  wrote  most  eloquently  and  interestingly  was  in  the 
last  part  of  your  editorial.  You  remember  that  section  titled  "So  I 
said  to  the  Sheik  of  Bahrein."  In  fact  it  was  so  well  written  I'd  like 
to  repeat  it  .  .  .  and  add  a  line  or  two  of  commentary  as  I  go  along. 
Okay?   Let's  start  with  this  statement.  .  .  . 

McMillin:  "But  the  fault  (for  poor  oil  advertising)  does  not  lie  with 
men  like  Mr.  Hattwick,  nor  with  such  agencies  as  Y&R,  Thomp- 
son, Compton,  B&B  and  others  who  have  struggled  against  the 
thick  viscous  goo  of  petroleum  thinking  for  many  unhappy 
years.  The  blame  belongs  at  the  very  top  of  petroleum's  frac- 
tionating tower — in  the  rarified  reaches  of  high-level  manage- 
ment." 

Commentary :  Do  you  really  mean  that,  Mr.  McMillin?  I've  always 
felt  the  blame  for  our  poor  advertising  was  on  me,  first,  and  the 
agency  second.  After  all,  I'm  held  responsible,  as  they  are.  And 
I  can  assure  you  I  get  the  blame — as  I  should — for  ineffective 
advertising.  I  can  also  assure  you  the  blame  should  and  does 
belong  on  my  shoulders,  not  on  very  top  management. 

McMillin:  "To  understand  it  you  must  understand  what  it  is  like  to 
present  a  new  advertising  campaign  to  the  formidable  Board  of 
Directors  of  one  of  those  oil  company  behemoths. 
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ADISON  AVENUE,  NEW   YORK  »i 
tRAY  HILL   8- 


CHICAGCT 

ANGELES 


MIN 

'ITTSBURG 

JGTON,  D.  C 


)DY  ARNOLT 


ERNIE  FOF 


"Sunny" 
Knows 


"Sunny"  knows  WSUN  de- 
livers more  radio  homes,  at 
the  lowest  cost  per  home  of 
any  station  in  the  heart  of 
Florida.* 


WSUN  is  programed  for 
service  .  .  .  and  for  sales, 
and  has  been  making  friends 
in  Florida  for  31  years. 


620   KC 


Tampa 


St.    Petersburg 


National  Rep: 

VENARD,  RINTOUL  &  McCONNELL 

Southeastern  Rep: 

JAMES  S.  AYRES 


»NCS  2 


Commercial  commentary    continued 


"The  seven  or  eight  solemn  executives  gathered  around  that 
massive  conference  table,  are  not  really  concerned  with  adver- 
tising in  any  normal  consumer  sense.  Their  minds  are  crackling 
with  the  incredible  complexities  of  a  far-flung  business  empire. 

"The  impeccably  dressed  gentleman  at  your  left  is  mentally 
rehearsing  the  speech  he  will  make  to  the  Shiek  of  Bahrein  Is- 
land on  his  next  trip  to  the  Persian  Gulf.  That  hawk-faced  fel- 
low across  the  table  is  conjugating  the  antitrust  provisions  of 
the  Sherman  Act,  worrying  about  the  vagaries  of  the  Texas 
Railroad  Commission.  The  bespectacled  scientist  beside  him  is 
dreaming  of  wondrous  new  petro-chemicals,  and  his  heavy-set- 
neighbor  with  the  paunch  is  plotting  a  $50  million  crackling 
plant  that  will  knock  the  hell  out  of  Shell. 

"To  them,  collectively  and  corporately,  advertising  means 
very  little.  Little  except  for  two  things.  They'd  like  it  to  project 
a  flattering  image  of  their  own  secret  personal  dreams.  And 
they  are  very  conscious  of  what  their  competitors  have  to  say." 
Commentary :  Well,  sir,  just  a  few  weeks  ago  I  presented  our  1959 
advertising  budget  and  basic  advertising  patterns  before  our  top 
management  committee  for  final  approval.  I  cant  vouch  for 
what  the  president,  executive  vice  president,  and  the  four  senior 
vice  presidents  were  thinking  before  the  meeting  started.  But  1 
can  tell  you  they  were  mighty  interested  in  advertising  before  I 
got  past  even  my  first  chart  .  .  .  which  showed  among  other 
things  that  U.  S.  total  advertising  investment  might  hit  16 
BILLION  DOLLARS  BY  1965.    That  interested  each  of  them. 

In  fact,  the  budget  I  presented  meant  a  lot,  not  a  little,  to 
these  men,  as  did  the  advertising  exhibits  shown.  They  asked 
questions  like:  "How  much  increase  did  you  get  in  those  test 
markets?"  "Did  we  make  any  money?"  "How  can  X  magazine 
arrange  that  for  us?"  "Is  our  tv  program  convincing?"  "Who 
originated  the  'Hottest  Brand  Going'  idea?"  "Why  is  our  cost- 
per-gallon  this  figure,  and  not  this?"  "Are  we  putting  enough 
advertising  in  farm  papers?  Or  too  much?"  "How  much  have 
tv  costs  increased  in  the  last  three  years?"  "What  %  gallonage 
increase  do  we  need  to  'payout'  the  increased  advertising  cost?" 

And  you  know  what,  Mr.  McMillin?  They  said  very  little 
about  a  flattering  image  in  advertising,  or  what  competitors 
say.  These  gentlemen  were  interested,  vitally  interested,  primar- 
ily in  how  advertising  could  help  increase  just  two  things:  vol- 
ume, and  profit. 
McMillin:  "As  a  result,  the  advertising  approved  by  these  men  (and 
let's  be  honest,  the  advertising  submitted  to  them)  tends  to  be 
packed  with  boastful,  technical,  and  scientific  claims  that  glorify 
their  own  mighty  engineering  and  manufacturing  achievements 
— but  mean  less  than  a  Houdry  cracker  to  the  average  Ameri- 
can motorist. 

"Furthermore,  such  advertising  is  almost  invariably  aimed  to 
impress  a  small  circle  of  other  oil  men,  to  answer,  top,  or  stun 
old  Joe  at  Texaco,  or  Kelly  at  Skelly — who  cares  what  the  cus- 
tomer thinks?" 
Commentary:  1  can't  speak  for  other  companies,  but  "these  men" 
you  refer  to  in  our  case  are  much  too  busy  with  other  important 
(Please  turn  to  page  87) 
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Perspective,  '59. 
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We  predict 

1.  That  our  attention  will  be  called  to  the  fact  that  the  tube 
in  this  picture  is  obsolete. 

2.  That  our  bookkeeping  department  will  question  charging 
all  the  cost  of  this  advt.  to  WMT,  since  it  has  a  tv  tube  in  it. 

3.  That  Broadcasting's  production  personnel  will  have  to  call 
at  least  twice  before  the  final  proof  is  released  by  our  agency. 


V 


4.  That  the  model  will  be  surprised  when  he  discovers  that  he 
has  grown  a  beard. 

5.  That  WMT  will  continue  to  average  more  audience  than 
the  combined  total  of  all  other  radio  stations  located  in  our 
Pulse  area. 


WMT 


CBS  Radio  for  Eastern  Iowa 

Mail  Address:  Cedar  Rapids 

National  Representatives:  The  Katz  Agency 

Affiliated  with  WMT-TV,  Cedar  Rapids-Waterloo;  KWMT,  Fort  Dodge. 
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Blair  Radio 
Stations  keep 
Ben-Gay  sales 
far  in  front 


in   many  major  markets 


°%o% 


c,r>;'4*c. 
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In  the  drug  field,  few  products  can  match  Ben-Gay's 
record  of  service  to  several  generations. 

And  in  marketing  methods,  no  product  is  more  mod- 
ern. For  in  America's  major  markets,  Ben-Gay  uses  the 
tremendous  selling-power  of  Spot  Radio— and  Spot  Radio 
exclusively  —  to  maintain  its  position  of  leadership. 

In  many  of  these  major  markets,  Blair  Stations  have 
carried  a  heavy  share  of  the  advertising  attack.  The 
simple  fact  is:  BLAIR  STATIONS  SELL.  Through  ap- 
plied audience-research,  they  have  developed  and  inten- 
sified the  elements  that  give  radio  its  real  selling  power: 

1.  Local  interest  programming,  which  serves  listeners 
throughout  the  station's  own  area  in  a  personal  way 
no  distant  program  source  can  duplicate. 


2.  Local  selling  personalities,  who  speak  the  language 
of  the  area  they  serve,  and  endow  commercial  mes- 
sages with  believability  that  converts  ratings  into 
cash-register  results. 

Over  40  stations  in  major  markets  are  represented  by 
John  Blair  &  Company  —  by  far  the  most  important 
group  of  markets  and  stations  served  by  one  repre- 
sentative firm. 

So  when  you're  thinking  about  radio,  as  most  adver- 
tisers are,  talk  with  your  Blair  man.  In  many  of  your 
best   markets,   he  represents   the   stations   that  sell. 


National  Representative  for  Major  Market  Stations: 


/&U^ 


and  Company 


New  York WABC 

Chicago WLS 

Los  Angeles KFWB 

Philadelphia WFIL 

Detroit WXYZ 

Boston WHDH 

San  Francisco KGO 

Pittsburgh WWSW 

St.  Louis KXOK 
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Washington WWDC 

Baltimore WFBR 

Dallas- Ft.  Worth KLIF- 

KFJZ 
Minneapolis-St.  PauL.WDGY 

Houston KILT 

Seattle-Tacoma KING 

Providence -Fall  River- 
New  Bedford WPRO 

Cincinnati WCPO 


Miami WQAM 

Kansas  City WHB 

New  Orleans WDSU 

Portland,  Ore KGW 

Denver KTLN 

Norfolk-Portsmouth- 
Newport  News WGH 

Louisville WAKY 

Indianapolis WIBC 

Columbus WBNS 

San  Antonio KTSA 


Tampa-St.  Petersburg WFLA 

Albany-Schenectady-Troy..  WTRY 

Memphis WMC 

Phoenix KOY 

Omaha WOW 

Jacksonville WMBR 

Oklahoma  City KOMA 

Syracuse WNDR 

Nashville WSM 

Knoxville WNOX 

SPONSOR 


Wheeling-Steubenville WWVA 


Tulsa 

Fresno 

Wichita 

Shreveport... 

Orlando 

Binghamton., 

Roanoke 

Boise 

Bismarck 


KRMG 
KFRE 
KFH 
..KEEL 

WDBO 
WNBF 
..WSLS 
KIDO 
KFYR 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 
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SPONSOR 

PUBLICATIONS  INO. 


Minneapolis  keeps  emerging  as  a  stronghold  of  national  spot  tv  business.  Here 
are  some  of  the  new  campaigns  being  placed  by  agencies  there: 

GENERAL  MILLS  (Knox  Reeves)  :  Betty  Crocker  frozen  foods,  in  the  top  20  mar- 
kets, using  day  and  night  minutes  for  16  weeks;  Wheaties  in  baseball  game  adjacencies;  an 
undisclosed  new  cereal  brand,  10  daytime  minutes  a  week  for  6-10  weeks  in  major  Midwest 
markets,  including  Cincinnati,  Detroit,  Columbus,  and  Cleveland. 

GOLD  SEAL  (Campbell-Mithun)  :    13  weeks  of  minutes  in  14  markets. 

MINNESOTA  MINING  (BBDO) :  200  rating  points  a  week,  starting  with  West  Coast 
markets,  through  13  October,  for  Scotch  Brite,  a  scouring  pad. 

NORTHWEST  AIRLINES  (C-M)  :  6-13  week  campaigns  in  Chicago,  Detroit,  Seattle, 
and  other  markets  in  news  and  weather  or  adjacencies. 


Chicago's  contribution  to  new  spot  tv  business  the  past  week  included  campaigns 
on  Cracker  Jack  via  Burnett  and  General  Mills'  Sure  Champ  Dog  Food  from  Tathum- 
Laird. 


Not  to  be  outdone  by  New  York  on  such  flashy  issues  as  triple-spotting,  Chicago  agen- 
cies have  begun  to  raise  protests  on  a  line  of  their  own:  cut-in  charges  on  network 
shows. 

They  contend  that  stations — especially  those  in  the  top  markets — are  taking  advantage 
with  over-sized  fees. 

Tv — both  network  and  spot — is  getting  a  million-dollar  windfall  from  P&G  in 
connection  with  Gleem  toothpaste    (Compton). 
The  money  will  be  spent  over  13-15  weeks. 
One  speculation:    P&G  is  stepping  out  to  slow  up  the  pace  of  Lever's  Stripe. 


In  the  meantime,  Lever  is  spreading  out  its  markets  on  both  Pink  Swan  Liquid 
and  Pink  Swan  soap  in  easy  steps. 

These  areas  so  far  include  Detroit,  Pittsburgh,  Cincinnati,  Cleveland,  New  Or- 
leans, Atlanta,  Philadelphia,  and  Baltimore. 

P.S.:  Marketers  note  that  the  two  colors  in  soaps  that  appear  to  have  caught  on 
in  the  supermarkets  generally  are  white  and  pink. 

The  automotives  are  doing  a  lot  to  give  national  spot  radio  a  lift,  all  of  which 
augurs  a  brighter  second  quarter  than  the  first. 

Here  are  the  past  week's  tidings  from  Detroit-South  Bend  for  spot  radio: 


STUDEBAKER  LARK:  D'Arcy's  placement  of  an  unprecedented  spot  radio  cam- 
paign seems  to  be  shaping  up  nicely,  even  though  reps  think  it  could  have  come  off  more 
expeditiously  if  it  had  been  channeled  through  them  and  not  the  stations  directly. 

What  D'Arcy  did  was  to  send  out  coded  availability  inquiry  sheets  to  1,250  sta- 
tions in  about  1,000  markets,  with  copies  going  simultaneously  to  reps. 

The  angle  that  particularly  drew  frowns  from  reps  was  that  the  stations  were  pre- 
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selected,  offering  reps  no  opportunity  to  (1)  make  a  competitive  pitch,  and  (2)  avoid  a  pos- 
sibility of  a  foul-up  for  the  agency  in  rates. 

Studebaker's  plan:  minutes  at  the  rate  of  12  a  week  for  two  and  a  half  weeks, 
starting  21  February.    Both  prime  time  and  weekends  will  be  used. 

D'Arcy  says  that  the  only  market  where  it's  run  into  a  shortage  of  the  kind  of  periods  it 
wants  is  San  Francisco. 

FORD:  Radio  will  be  the  beneficiary  exclusively  for  the  huge  chunk  of  spot  money 
that  will  be  available  between  now  and  the  next  season. 

As  far  as  tv  is  concerned,  Ford  is  standing  pat  with  its  Ernie  Ford  and  Wagon  Train 
sponsorships.  One  of  the  likely  reasons  for  the  concentration  of  spot  in  radio  is 
that  the  required  minutes  are  easier  to  get. 

A  change  in  Ford  spot  radio  strategy:  Wherever  feasible,  spot  schedules  will  be  con- 
verted into  five-minute  news  strips.  If  the  strips  click,  they'll  be  continued  ad  infinitum 
and  not  be  subject  to  the  flight  policy  prevailing  for  spot  announcements. 

Meanwhile,  Ford  is  shaping  up  its  over-all  media  strategy  for  the  1959-60  season. 

CHEVROLET:  Will  uncork  its  spring  campaign  (via  Campbell-Ewald)  in  spot  radio 
20  April  with  a  seven-week  drive  in  what  looks  like  between  125-175  markets. 

The  schedules  call  for  21  spots  and  upwards  a  week. 

i' 

Local  radio  stations  will  be  banging  away  with  this  slogan  for  the  next  several 

months:   Live  better  by  far  with  a  brand  new  car! 

The  slogan  was  adopted  last  week  in  Chicago  at  the  annual  auto  dealers'  meet. 

Madison  Avenue  agencymen  who  are  trying  to  promote  radio  with  their  clients 
are  looking  askance  at  some  recent  daffodil  stunts  centered  around  disk  jockeys. 

They  think  these  capers  tend  to  give  the  medium  an  aura  of  the  honky-tonk,  show 
regrettable  shortsightedness,  and  project  the  wrong  image  of  radio  for  national  adver- 
tisers of  stature. 

Take  it  from  the  planning  director  for  a  top-rank  agency,  the  continuing  battle  be- 
tween pri,nt  and  tv  has  had  this  twofold  effect. 

1)  It  has  given  the  advertiser  a  greater  understanding  of  the  fundamentals  of 
media  values. 

2)  It  has  kept  the  sellers  of  tv  on  their  toes  by  compelling  them  to  come  up  with 
more  proof-of-sale  material  and  more  highly  refined  documentation  of  their  cost-per- 
thousand  story. 

Observes  this  planning  expert:  "Tv  has  come  out  the  winner  on  a  cost  basis  by 
a  long  shot,  but  the  need  for  updating  the  buyer's  knowledge  will  remain." 

The  latest  analysis  by  Nielsen  of  home  radio  sets-in-use  shows  a  pickup  for 

all  periods  of  the  week  except  Saturday  and  Sunday  evenings. 

Here's  a  comparison  of  average  per-minute  tune-in  by  day  parts,  using  the  October 
of  1958  and  1957  as  base: 

PERIOD  OCT.  1958  HOMES  OCT.  1957  HOMES  PCT.  CHANGE 

Mon.-Fri.,  6-9  a.m.  5,694,000  5,109,000  +11.5% 

Mon.-Fri.,  9-12  Noon  6,957,000  6,028,000  +15.4 

Mon.-Fri.,  12  N-6  p.m.  5,398,000  5,149,000  +4.8 

Sat.-Sun.  Evening  3,405,000  3,747,000  —  9.1 
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You  can  get  a  good  insight  into  how  advertisers  are  evaluating  tv  by  going 
through  the  inquiries  network  research  departments  have  been  getting  lately. 

SPONSOR-SCOPE's  look  at  that  area  this  week  found  unanimity  in  one  respect:  Adver- 
tisers are  going  more  and  more  beyond  mere  ratings  numbers.  Their  interest  is  in 
the  types  of  homes  and  "quality"  of  audiences  behind  the  ratings. 

Other  data  specifically  sought  has  had  to  do  with: 

•  The  cumulative  and  unduplicated  audience  obtainable  from  the  use  of  varied  fre- 
quency in  daytime  participation. 

•  Whether  the  unit  of  cost  is  going  up  or  down  where  the  brand   reaches  both  day 
and  nighttime  audiences. 

•  The  comparative  cost  efficiency  when  stations  in  smaller  markets  are  added  to  a 
nighttime  lineup. 

You  can  expect  the  interest  in  the  "quality"  of  a  program's  audience  to  be- 
come an  exceptionally  intense  item  of  exploration  in  the  coming  network  buying  season. 

And  don't  be  surprised  if  more  than  one  advertiser  pulls  out  of  a  high-rating  west- 
ern or  other  action-type  because  he  feels  that  the  emotional  pattern  of  the  show  is 
not  compatible  with  the  commercials. 

As  one  agency  tv  department  head  put  it  this  week: 

"As  vital  as  circulation  may  be,  it's  more  important  that  the  quality  of  the  advertiser's 
message  doesn't  clash  with  the  mood  of  the  program.  To  follow  a  scene  of  bloody  vio- 
lence with  a  low-key  discourse  on  a  dainty  food  item,  for  instance,  can  be  real  folly.  How 
can  you  expect  the  viewer  to  shift  emotional  gears  quickly  enough  to  make  the  com- 
mercial effective?" 

Comparison  of  football  audiences  for  the  two  last  seasons  puts  the  stamp  of  con- 
viction on  this:  tv  football  is  not  only  a  solid  form  of  entertainment  but  its  attraction  for 
viewers  is  growing. 

Note  the  substantial  gains  in  total  audience,  as  culled  from  Nielsen  data: 

GAME  NETWORK  1958-59  HOMES  1957-58  HOMES 

Rose  Bowl                          NBC  TV                        21,956,000  20,528,000 

Sugar  Bowl                          NBC  TV                         17,776,000  13,515,000 

Pro  Championship              NBC  TV                         15,488,000*  16,023,000 

Orange  Bowl                       CBS  TV                         15,048,000  17,043,000 

East-West                             NBC  TV                         14,573,000  13,060,000 

Cotton  Bowl                        CBS  TV                         14,168,000  12,198,000 

Senior  Bowl                         NBC  TV                         10,736,000  9,265,000 

Total                                                                  109,745,000**  101,632,000 
*New  York,  which  broadly  accounts  for  10%  of  the  audience,  was  blacked  out. 
**The  increase  in  audiences  for  all  games  was  around  8%. 

One  thing  that's  going  to  be  conspicuous  about  the  deals  made  for  sponsored  net- 
work film  shows  from  here  on  out  is  this: 

Most  of  them  will  have  a  single  price  covering  both  original  and  repeat  ex- 
posure. 

Take  the  case  of  this  week's  buy  by  Liggett  &  Myers  of  Pete  Kelly's  Blues  (NBC 
TV,  8-8:30  p.m.).  The  price  is  $47,500  net  and  entitles  the  sponsor  to  two  uses.  Under 
the  old  arrangement,  it  might  have  been  $35,000  for  the  first  use  and  half  of  that  for  the 
repeat. 

The  plan  for  this  series,  which  starts  in  April,  calls  for  the  runoff  of  13  originals 
and  an  immediate  repeat  for  them. 

The  flat-price  arrangement  provides  built-in  protection  for  the  film's  producer 
should  the  series  be  cancelled  at  the  end  of  13  or  26  weeks.  At  least,  he's  recouped  his  nega- 
tive and  general  overhead  costs. 
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The  bare  knuckles  are  beginning  to  show  in  the  battle  for  business  between  the 
tv  networks. 

Thus  NBC  TV  this  week  let  fly  with  phraseology  like  this:  "Nielsen  frequency  analy- 
sis unmasks  ABC  TV  daytime  cum  rating  camouflage." 

The  "unmasking"  refers  to  the  implication  that  a  pitch  made  recently  by  ABC  TV  on  its 
daytime  ratings  to  agencies  overlooked  its  "continuing  low  audience  levels." 

Retorted  ABC  TV:  NBC  forgets  that  only  a  year  ago  in  a  comparison  with  CBS  day- 
time, it  admitted  it  took  a  long  time  to  build  a  daytime  rating;  these  outbursts  of  bitter- 
ness could  be  an  admission  NBC  is  hurting  from  our  competition. 

Seven-Up's  agency,  JWT,  is  waiting  for  Walt  Disney  to  decide  whether  he  wants 
to  continue  producing  Zorro  before  talking  to  its  client  about  next  season's  fare. 

The  series  has  done  quite  well  with  ratings;  but  Disney  may  yet  go  through  with  his  origi- 
nal plan  to  keep  Zorro  in  tv  only  two  years. 

Note  about  another  national  beverage:  Because  many  of  its  550  dealers  have  committed 
themselves  elsewhere,  Pepsi-Cola  has  dropped  the  idea  of  specials. 

If  you're  keeping  score  on  new  accounts  coming  onto  network  tv,  here  are  six  that 
have  entered  the  CBS  fold  since  just  the  first  of  the  year  (together  with  their  programs) : 

Allied  Van  Lines,  Rawhide;  Ansco,  Playhouse  90;  Equitable  Life  Assurance  Socie- 
ty, Doug  Edwards  news;  H.  C.  Moores  (Preem),  Perry  Mason;  Shell  Oil,  Gator  Bowl; 
Supp-Hose,  Arthur  Godfrey. 

Affiliates  of  NBC  TV  now  have  the  network's  ground  rules  about  taping  NBC 
programs  for  delayed  broadcasts. 

The  policy  details,  issued  this  week,  are  pretty  much  like  those  developed  by  CBS 
TV  a  couple  months  ago. 

Among  other  things,  the  request  to  teletape  must  be  in  14  days  in  advance  of  the 
broadcast;  the  network  still  reserves  the  right  to  cancel  on  24  hours  notice;  and  all  tapes 
must  be  erased  within  24  hours  of  the  initial  and  only  tapecast. 

All  CBS  TV  affiliates  on  the  West  Coast  will  be  program-serviced  according  to 
actual  local  clock  time  while  daylight  saving  is  in  effect  this  year. 

Take  the  Ed  Sullivan  show  as  an  example.  California,  under  daylight  saving,  will  play 
it  back  at  8  p.m.  Pacific  Daylight  Saving  Time,  and  the  affiliates  in  the  upper  Pacific  states 
will  telecast  it  at  7  p.m.  Pacific  Standard  Time. 

The  effect  on  local  scheduling:  The  California  affiliates  won't  be  able  to  start  their 
feature  films  now  until  11  p.m.  PDT  and  the  Northwest  affiliates  will  be  able  to  get 
'em  started  at  10  p.m.  PST — an  hour  earlier  than  last  summer. 

This  local  clock  time  plan  applies  to  every  night  of  the  week. 

All  three  tv  networks  wound  up  both  the  last  month  of  1958  and  the  year  itself 
with  increases  in  gross  time  billings  over  1957. 

As  reported  by  LNA-BAR.  via  TvB,  the  figures  are : 


NETWORK 

DECEMBER  1958 

PCT.  GAIN 

JAN. -DEC.  1958 

PCT.  GAIN 

ABC  TV 

$10,466,104 

21.5% 

$103,016,938 

24.0% 

CBS  TV 

22,836,275 

3.9 

247,782,734 

3.6 

NBC  TV 

20,636,442 

7.8 

215,790,729 

11.3 

TOTAL 

$53,938,821 

8.4 

$556,590,401 

9.8 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  4; 
Spot  Buys,  page  44;  News  and  Idea  Wrap-Up,  page  59;  Washington  Week,  page  69;  sponsor 
Hears,  page  72;  Tv  and  Radio  Newsmakers,  page  90;  and  Film-Scope,  page  70. 
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It  Communicates ! 


He's  too  tongue-tied  to  say  a  word,  but  she  understands 
him  perfectly  —  even  at  that  age.  There's  a  lot  of  this 
same  warm  feeling  in  the  regard  which  WOODlanders 
of  all  ages  hold  for  their  television  station.  It's  apparent. 
You  never  hear,  "What's  on  TV  tonight?"  You  hear, 
"What's  on  WOOD  tonight?"  WOODlanders  keep  their 
sets  tuned  faithfully  to  WOOD-TV  because  it  gives  them 
the  programs  they  want  to  see.  And,  with  this  deep  sense 
of  communication  has  developed  a  sense  of  confidence  — 
in  the  station,  its  personalities  and  in  the  products  they 


recommend.  For  this  reason  alone,  everyone  in  Western 
Michigan  is  a  WOODwatcher.  For  this  reason,  local  ad- 
vertisers  place   8  times   more   business   on   WOOD-TV 
than  on  Western  Michigan's  other  station. 
Give  your  client  a  valentine.  Put  him  on  WOOD-TV. 
Your  Katz  man  will  work  out  the  details. 
WOOD-TV  is  first — morning,  noon,  night,  Monday  through 
Sunday  November  '58  ARB  Grand  Rapids 
WOOD-AM  Is  first — morning,  noon,  night,  Monday  through 
Sunday-April  '58  Pulse  Grand  Rapids 


WOOD 


AM 
TV 


WOODIand  Center,  Grand   Rapids,   Michigan 

WOOD-TV  -  NBC  Basic  for  Western  and  Central  Michigan:  Grand  Rapids. 


The  first  of  NBC  Radio's  new  'Image"  series -IMAGE -RUSSIA- has  stirred  genuine 
Bxcitement  among  listeners  and  critics.  Variety  is  impressed  by  its  "vividly  revealing 
word  picture  of  the . . .  passion  and  violence  that  engulfs  present-day  Russia ...  it  cannot 
help  but  beat  an  indelible  tattoo  on  the  minds  of  everyone  interested  in  the  charactei 
of  the  Soviet  Union."  The  New  York  Times  believes  it  an  "interesting,  enlightening 
. . .  colorful  and  comprehensive  . . .  praiseworthy  project . . ."  IMAGE -RUSSIA  is  th< 
latest  example  of  NBC  Radio's  continuing  contribution  to  provocative,  imaginative 


network  programming.  It  is  further  evidence  of  the  industry  leadership  which 
produced  Monitor,  News-on-the-Hour,  Hot-Line  Service,  and  Stardust.  For  these 
exciting  program  services,  NBC  Radio  has  created  equally  exciting  sales  plans: 
Engineered  Circulation,  Imagery  Transfer,  Memory  Vision,  and  the  remarkable 
Salesvertising  Plan  that  ties  local  dealers  in  with  national  campaigns.  These 
ire  the  compelling  reasons  why  more 
ind  more  advertisers  are  using  the 


NBC  RADIO  NETWORK 


NIELSEN,    December,    1958 

PROVES   IT  AGAIN  .  .  . 


K-NUZ 


^  No.  1 «" 

237  out  of  240  quarter  hours 

6:00  AM -6:00  PM 
MONDAY  thru   FRIDAY 

(.  .  .  and  has  the  second  highest  ratings  in 
the  remaining  three  quarter-hours!) 

K-NUZ  has   consistent   TOP   RATINGS 
with  the  AUDIENCE   THAT  COUNTS: 

V  74%   of  the   K-NUZ  Audience  is 
MIDDLE  and  UPPER   INCOME 

(Special  PULSE  Survey  Apr.-May  1958) 

V  84%   of  the   K-NUZ  Audience 
is  Adult  Men   &   Women 


(Nielsen — June,   1958) 


u 


Kfiy4feat& 


K-NUZ 

(         Houston's' 24-Hour 
^ -Music  ahcLNews 


NATIONAL   REPS. 

FORJOE   &    CO. 
New    York    •    Chicago    •     Los 
Angelea      •       San      Francisco 
^        •    Philadelphia   •    Seattle 

•  SOUTHERN   REPS. 

■      CLARKE  BROWN  CO. 

»        Dallas    •    New   Orleans   •    At- 
I         lanta 

IN   HOUSTON: 
Call  Dave   Morris— JA   3-2581 
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Tv   commercials:    (wo   views 
Winston 

Your  column  on  Winston  advertising 
in  the  31  January  issue  made  bright, 
cheery  reading  over  here.  Let  me,  as 
account  representative  for  Winston, 
express  our  sincere  appreciation. 

It  has  always  seemed  to  me  that  a 
disproportionate  share  of  punditry  in 
our  field  is  concentrated  either  on  the 
bizarre  and  outre,  or  on  the  most 
dreadful  examples  of  heavy-handed 
"boilerplate." 

The  former  is  usually  applauded; 
the  latter  universally  condemned.  And 
the  average  reader  is  left  to  conclude 
that  advertising  in  general  follows 
one  line  or  the  other.  This  is  terribly 
unfair  to  the  very  large  number  of 
practitioners  in  our  business  who  cre- 
ate good,  sound,  imaginative  adver- 
tising resorting  neither  to  cleverness 
as  an  escape  from  the  selling  prob- 
lem, nor  to  stolidity  as  a  refuge  from 
risk. 

It's  always  wonderful  to  be  appre- 
ciated; it's  particularly  gratifying  to 
read  confirmation  of  our  own  settled 
conviction  that  creativity  is  indeed 
the  essential  means,  but  not,  of  itself, 
an  end. 

G.  M.  Thompson,  v.p. 

William  Esty  Co. 

New  York 

Anacin 

I  agree  wholeheartedly  with  Mr.  Mc- 
Millin  that  many  tv  commercials 
should  not  appear.  I  am  not  sure, 
however,  that  one  individual  should 
be  selected  to  be  beaten  over  the  head 
and  body.  It  seems  to  me  that  all  of 
the  executives  of  this  company  and 
the  people  at  the  advertising  agency, 
who  prepare  and  place  this  advertis 
ing,  should  also  be  listed.  And  while' 
you're  at  it,  is  it  fair  to  pick  on  one 
man  and  one  company?  Why  not  dol 
a  thorough  job  and  list  all  of  the  bad 
boys.  It  takes  more  than  one  finger 
pointed  at  one  man  to  correct  the 
situation. 

In  the  final  analvsis.  it  is  the  me- 


SPONSOR 


14  FEBRUARY  1955 


k\\  Radio  is  accorded  continuing  listener  and  professional  recognition 
for  the  authority  of  its  news  and  sports  coverage.  In  1958  alone, 

K\\  received   \l)  major  awards  for  this  kind  of  reporting,  including 

top  Sigma  Delta  Chi,  Ohio  State  and  California    Associated  Pies,  honors. 

Like  all  k\'\  and  CBS  Radio  programming,  it's  the  kind  of  radio  th.it 

is  an  ideal  setting  for  your  sales  message.  A  recent  listener  attitude  stud) 

b)  Motivation    Analysis,  Inc.  not  onlj  underscores  the  truth  of  this  hut  helps 

define  KNX  Radio's  position  as  the  leading  radio  station  in  Los  Angeles. 


Represented  by  CBS  Radio  Spot  Sales 


SPONSOR   •   14  FEBRUARY  1959 


25 


wanted 

to  know... 

so  w.  asked  PULSE 
^  to  ask  tho  people  of 
Nations  27th  Largest 
-    Market  tho  followingi 


THE  RESULTS: 

November  1958 

Qualitative 

Survey  of  the 

22  County 

Tidewater,  Va. 

Area 

Question  1: 

When  you  first  turn  on  the  ra- 
dio, is  there  any  particular  station 
you    try    first? 

Answer: 


■  WTAR 


WN°'      WLQW 

>■<%  maem 


Question  2: 

Which    radio    station,    if    any,    do 
you   prefer  for   music? 

Answer: 
Question  3: 

Which     radio     station,     if    any,     do 
you  prefer  for  news? 

Answer: 


( 


tittk"N>%  rftf.ci. 


Question  4: 

If    you    heard    conflicting    accounts 
of    the     same    story    on     different 
radio   stations   which   station 
would    you    believe? 

Answer: 


H  v 


»■»% 


WNQR 


H 


RADIO 

Norfolk  -  Newport  News  -  Portsmouth 
and  Hampton, Virginia 

...ranks  1st  durinq 
155  out  of  180  rated 
half  hours. . . 

Represented  Nationally  by 
JOHN  BLAIR  &  COMPANY 
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48th  &  MADISON 

[Cont'd  from  page  24) 
dia's  responsibility.  They  are  just  as 
guilty  as  any  advertiser  or  agency  or 
individual  when  they  accept  advertis- 
ing of  this  nature.  From  my  experi- 
ence this  won't  be  corrected  until 
media  people  understand  the  code 
they  have  adopted  and  understand 
how  to  apply  it  and  be  strong-minded 
enough  to  say  "No"  to  quite  a  few 
commercials  that  many  of  us  think 
are  bad  for  business  and  for  adver- 
tising. Believability  of  advertising  is 
being  hurt. 

The  editorial  in  the  January  17  is- 
sue entitled  "One  penalty  of  leader- 
ship" is  silly.  Perhaps  the  tv  code  is 
stricter  ( ?  )  but  the  test  is  in  its  ad- 
herence. There  is  a  gap  between  the 
McMillin  column  and  the  editorial. 
All  media  must  lead  to  correct  a  dan- 
gerous trend.  Why  not  publish  all 
media  codes? 

Edgar  Kobak 
business  consultant 
New  York 

Tv  commercials  report 

May  I  offer  you  my  congratulations 
on  your  excellent  coverage  of  the 
commercial  industry  in  your  "Special 
sponsor  Report  on  1959's  Tv  Com- 
mercials," (January  17th,  1959.)  The 
analysis  and  opinions  expressed  by 
your  writers  were,  in  my  opinion,  the 
best  and  most  accurate  report  of  our 
industry  to-date.  It  should  be  re- 
quired reading  for  every  agency  and 
advertiser  even  remotely  connected 
with  the  television  industry. 

Also,  may  I  thank  you  for  credit- 
ing HFH  Productions,  Inc.,  for  the 
production  of  the  Columbia  Records 
Coupon  Commercial  in  your  article, 
"They  Hitch  Their  Couponing  to  Tv" 
(SPONSOR,  January  24,  1959)  and  re- 
quest that  you  make  one  slight  cor- 
rection. The  Columbia  Records  spot 
was  animated  by  Dan  Hunn,  vice 
president  and  director  of  animation 
for  our  company.  Unfortunately,  Mr. 
Hunn  was  on  vacation  at  the  time 
that  Ronald  Fritz  and  I  were  inter- 
viewed and  we  neglected  to  give  your 
reporter  an  accurate  breakdown  of 
the  production  credits  for  the  com- 
mercial itself. 

Again,  many  thanks  for  your  ex- 
cellent reporting  coverage  of  the  com- 
mercial end  of  advertising. 

Howard  H.  Henkin,  pres. 

HFH  Productions,  Inc. 

New  York 


Widest 
Coverage    in. 
Mid-Indiana 


First*— in  coverage  of  11  sat- 
ellite markets  ...  an  area  33% 
richer  and  50%  greater  than 
the  entire  Metropolitan  trad- 
ing zone  itself!  *ncs,  No.  3, 1958 


Indianapolis 

Major  retail  area  for  18  richer- 
than-average  counties.  1,000,000 
population  —  350,600  families  with 
90%  television  ownership! 

\C_>:  11  Satellites 

Each  an  additional  recognized 
marketing  area  — and  well  within 
WFBM-TV's  basic  area  of  in- 
fluence. Includes  Marion  •  An- 
derson •  Muncie  •  Blooming- 
ton   •  Vincennes   •   Terre  Haute 

•  Danville,  Illinois    •    Lafayette 

•  Peru  •  Logansport  •  Kokomo. 

ONLY  HERE  — in  Indianapolis 
on  WFBM-TV  can  you  buy  more 
honest  market  penetration,  con- 
sumer influence,  for  fewer  dollars 
expended  than  anywhere  else! 

Represented  Nationally  by  the 
KATZ   Agency 


The  Nation's  13th  Television  Market 

. . .  with  the  only  basic  NBC  coverage 
of  760,000  TV  set  owning  families. 
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They  Said  it  Couldn't  be  done.  Not  everyone.  But  a  dubious  few  were 
candid.  Precise.  They  said,  "Sure,  KSFO  has  a  big  audience.  With  the  Giants'  base- 
ball games,  who  wouldn't !"/  And  they  added,  emphatically,  "Wait  'til  after  baseball. 
Plunk.  Back  to  third  place."/ So  much  for  the  forecasts  that  were  rife  during  baseball 
season.  Has  KSFO  gone  plunk?  It  has  not. /The  latest  Pulse  survey  is  out.  There's 
not  a  trace  of  baseball  in  it.  KSFO  is  still  firmly  first  in  the  San  Francisco-Oakland 
market.  What's  more,  KSFO  has  a  full  25%  more  audience  than  it  did  one  year  ago. 
/  For  all  of  the  facts,  why  not  sit  down  with  a  representative  of  KSFO  or  AM  Radio 
Sales.  The  drinks  are  on  us.  i  ^  ^-^  ■ —  ^—>. 

K5FU 


Source:  Pulse,  November-December  1958.  Or,  if  you  prefer:  first  in  the  latest 
Nielsen  Station  Index,  Nopt  niher-Deccmber  1958  .  .  .  morning,  after- 
noon, evenings,  weekends— eperyteherel 


SAN    FRANCISCO  •  OAKLAND 


It's  Easy 
To  Pick 
A  Winner 


It's  Channel  3  First  By  All  Surveys 


At  WREC-TV  the  finest  local  pro- 
gramming is  combined  with  the 
great  shows  of  CBS  Television  to 
constantly  support  our  motto:  "In 
Memphis  There's  More  to  SEE  on 
Channel  3."  Survey  after  survey 
proves  it  ...  so  will  the  results  of 
your  advertising  effort.  See  your 
Katz  man  soon. 


Here  are  the  latest  Memphis  Surveys  showing 
leads  in  competitively-rated  quarter  hours, 
sign-on  to  sign-off,  Sunday  thru  Saturday: 

Pulse  Nielsen 

58         Nov.     '58  Nov.   9-Dec.   6   '58 

(Metro    Area)  (Station  Area) 

293  275 

96  66 

29  70 


A.R.B. 

Oct.    29-Nov.    25 

(Metro    Area) 

WREC-TV        248 
Sta.  B  94 

Sta.  C  69 


WREC-TV 

Channel    3    Memphis 


Represented  Nationally  by   the   Katz   Agency 
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THESE  25  BRANDS 
BUYING  TV  FILM 
FOR    FIRST   TIME 


iill!!ll!llll!lllll!![l!!l!llll!l![||l!!lll!lllllllll 


GROWTH    OF   TV    FILM    SALES 


g        MILLIONS 


$100 





$50 


1956  1957  1958  1959 

Annual  sales  to  date  in  black  line;   1959    (projected)    in  dotted  line 


SYNDICATION  LANDS 
THE  BIG  SPENDERS 


/%  revolution  in  national  ad  spending  patterns  is  going  to  put  new 
status  and  importance  into  tv  film  syndication  in  1959.  For  the 
first  time,  annual  sales  of  syndicated  film  will  top  the  $100  million 
mark;  some  insiders  think  that  $120  million  is  a  good  possibility. 
Specifically,  the  big  national  advertising  influence  that  you  can 
see  at  work  today  is  the  emphasis  on  local  and  regional  situations. 
Many  a  brand — despite  nation-wide  campaigning — can  get  a  shel- 
lacking in  particular  marketing  areas  from  local  or  regional  com- 
petitors. So  there's  a  trend  toward  campaigns-within-campaigns — 


Tobacco 


Lucky  Strike 


Camels 


Raleigh 


Tarevton 


Pall  Mall 


Marlboro 


L  &  M 


Food 


Pillsbury  Mills 


Armour 


Swift 


Wheatena 


Nescafe 


Sealtest 


Beer 


Budweiser 


SchHtz 


Pabst 


Gallo  (wine) 


Drugs 


Bristol-Myers 


Miles  Laboratories 


Soap 


Tide 


Jif 


Gasoline 


Amoco 


Esso 


Appliances 


General  Electric 


RCA 
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•New   buys  «(  the   1968-59   season. 


ITC's  Jack  W rather  (left)  and  sales  manager  Walter  Kingsley  have 
ambitious  plan   including  major  syndication  role  for  ITC  by   1960 


United  Artists  Tv  bid  for  film  importance  involves  president  Herbert 
Golden    (left) ,  producer  Kirk  Douglas,  and  sales  v.p.  Bruce  Eells 


a  development  that  is  working  might- 
ily in  svndication's  favor. 

Thus  in  the  last  few  months  there's 
been  a  parade  of  major  advertisers 
who  have  taken  syndicated  programs 
in  30  or  more  markets  for  the  first 
time.  Syndication  prospects  have 
risen  sharply  to  this  new  influx  of 
money  from  food,  beer,  tobacco, 
soap,  and  gasoline  advertisers  that 
never  went  into  programing  previ- 
ously  (except  at  the  network  level). 

By  yet  another  route,  syndication 
is  coming  to  play  a  key  role  in  agen- 
cy timebuying.  There's  a  revived  in- 
terest in  prime-time  minute  an- 
nouncements, and  since  availabilities 
for  these  in  chainbreaks  are  exceed- 
ingly scarce,  national  spot  spending 
has  been  pouring  into  stations  for 
scheduling  in  syndicated  programs. 
This  shift  from  station  breaks  to  film 
programs  for  announcements  has  re- 
sulted in  a  major  implication:  time- 
buyers  are  now  having  an  important 
say  about  spending  in  programs. 
This  in  turn  has  created  one  of  syn- 
dication's greatest  new  headaches  as 
well  as  one  of  its  new  opportunities. 

Who  are  these  new  spenders  in 
syndication?  Three  major  tobacco 
buys  of  recent  months  involving 
American  Tobacco  and  Brown  &  Wil- 
liamson mark  the  first  extensive  syn- 
dication spending  by  cigarettes. 
Luckv  Strike  took  35  markets  for 
MCA's  Secret  Agent  7  through  BBDO 
and  Tarevton  took  10  cities  with  the 
same  program  through  Lawrence  C. 
Gumbiner.  Brown  &  Williamson 
signed  in  19  markets  for  Ziv's  Mac- 


kenzie's Raiders  and  has  other  pro- 
grams on  a  spot  basis  in  a  number 
of  cities. 

This  flow  of  tobacco  money  into 
syndication  may  be  a  significant 
omen.  The  entry  of  several  major 
brands  into  regional  film  sponsorship 
could  easily  start  off  a  tide  of  spon- 
sorships by  the  traditionally  high- 
traffic  cigarette  industry  which  this 
year  or  next  could  completely  revise 
the  ranking  of  industry  standings  in 
tv  film. 

Worth  noting  is  the  fact  that  Se- 
cret Agent  7  is  to  begin  with  a  26- 
week  program,  while  most  syndicated 
series  call  for  39  episodes  during 
their  first  year.  The  importance  of 
the  shorter  program  cycle  is  this:  An 
advertiser  with  a  regional  budget 
that's  limited  to  13  weeks  can  be- 
come a  50%  sponsor  when  his  money 
is  spread  over  26  weeks,  but  he  is 
prohibited  from  buying  more  than 
participations  in  a  39-week  show. 

If  regional  money  for  13  weeks 
sponsorship  spread  over  26  air  weeks 
continues  to  be  the  most  readily 
available  type,  it's  possible  syndica- 
tion producers  and  distributors  may 
be  forced  to  make  some  revisions  in 
their  traditional  39  week  schedules. 
And  this  has  implications  of  real 
complexity  and  trouble  for  the  film 
business. 

Another  important  tobacco  ap- 
proach is  R.  J.  Reynolds'  Camels  via 
Wm.  Esty.  This  brand  is  now  cam- 
paigning in  syndicated  shows  in  per- 
haps 100  markets,  which  places  it  in 
nomination   as   one  of  the  foremost 


users  of  the  medium.  Yet  Reynolds 
does  not  make  regional  purchases 
with  the  film  distributors.  On  the 
contrary,  Reynolds  usually  deals 
through  stations  to  get  nighttime 
minutes  in  programs  at  time  periods 
with  proven  rating  histories.  In  some 
cases,  the  station  even  buys  the  pro- 
gram on  the  basis  of  the  sale  of  one 
spot  to  Camels,  then  sells  other  avail- 
abilities to  other  buyers.  Consequent- 
ly, Camels  is  now  the  backbone  of  a 
variety  of  programs  whose  lure  is  the 
time  period  —  not  the  show  itself. 

A  whole  new  set  of  problems  for 
syndication  has  been  created  and  in- 
tensified by  such  buying  patterns. 
Only  the  most  aggressive  interplay 
between  agencies,  stations,  and  syn- 
dicators  can  crack  such  tough  nuts 
as  finding  alternate-week  advertisers 
who'll  go  on  the  air  by  a  specified 
date.  Further,  in  some  instances 
there's  the  added  complication  of 
product  compatibility. 

Almost  every  tobacco  advertiser  is 
active  today  in  syndication  in  some 
way.  Buyers  of  local  sponsorships  in- 
clude Marlboro,  L&M,  and  Pall  Mall; 
and,  of  course,  the  list  of  cigarettes 
with  spots  in  film  shows  is  just  about 
all-inclusive. 

In  the  food  field  there  also  have 
been  a  number  of  breakthroughs  into 
syndication  this  season.  Pillsbury 
Mills  purchased  Ziv's  Dial  999  in  30 
markets,  Armour  took  the  same  syn- 
dicator's  Bold  Venture  in  10  cities, 
and  Heide  Candy  is  with  ITC's 
Sergeant  Preston  re-runs  in  five  ma- 
jor   markets.     In    addition    to    these 
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NTA's    new    organization    will    have    Michael    Sillerman     (left),    formerly    of    G-K-S,    as 
new   program    sales   president;    here   he's   conferring   with    NTA    president    Oliver    Unger 


regional  sponsorships,  Carnation 
Milk  has  purchased  participations 
widely  in  Jayark's  Bozo  the  Clown, 
and  national  spot  food  spenders  ac- 
tive in  film  have  included  Swift.  Seal- 
test,  Nescafe,  Wheatena,  National 
Biscuit,  and  many  others.  Most  of 
these  food  advertisers  are  relatively 
now  to  large-scale  use  of  syndication. 

The  significance  of  this  increased 
national  food  spending  is  that  it's 
largely  in  addition  to  tv  film  outlays 
by  regional  advertisers  such  as  super- 
markets, bakeries,  dairies,  and  prod- 
ucts not  distributed  nationally.  These 
regional  food  advertisers  have  in  the 
past  been  the  largest  single  block  of 
spenders  in  syndication,  accounting 
for  more  than  one-fourth  of  syndica- 
tion advertising. 

The  brewing  industry  traditionally 
has  been  another  mainstay  of  syndi- 
cation revenue.  In  the  past,  brew- 
eries with  regional  distribution 
turned  quite  naturally  to  regional 
programing.  But  this  major  change 
now  is  going  on:  National  beer  ad- 
vertisers are  moving  strongly  into 
syndication.  In  addition  to  Bud- 
weiser's  90  markets  with  NTA's  U.S. 
Marshal,  Schlitz  and  Pabst  have 
made  large  syndication  buys  this  sea- 
son with  a  variety  of  programs. 
Schlitz  through  J.  Walter  Thompson 
has  CNP's  Flight  in  20  cities  and 
V.\\  s  MacKenzie's  Raiders  in  an- 
other 15  markets.  Pabst  is  using 
films  in  spot  markets.  Meanwhile 
wine  sponsors  such  as  Gallo  are  be- 
coming increasingly  prevalent  in 
syndication. 


Syndication  spending  by  regional 
breweries  usually  accounts  for  about 
one-fifth  to  one-fourth  of  tv  film  rev- 
enues. So  the  influx  of  national 
money  may  drastically  revise  this  in- 
dustry's role  in  syndication,  too. 

National  drug  products  are  a 
fourth  impressive  entry  this  season. 
Alka-Seltzer  has  Screen  Gems'  Rescue 
8  in  nine  western  markets,  and  Bris- 
tol-Myers has  used  syndication  for 
local  support  with  programs  such  as 
Sea  Hunt  ( Ziv )   in  New  York  Citv. 


A  fifth  major  break  for  syndica- 
tion was  Amoco's  recent  switch  from 
network  programing  into  CBS  Films' 
U.  S.  Border  Patrol  in  59  cities. 
Here  again,  this  is  new  money  — 
above  and  beyond  the  investments 
by  regional  gasolines. 

To  bring  the  total  of  the  big  break- 
through to  a  half  dozen,  P&G's  Tide 
has  a  growing  investment  in  partici- 
pations in  tv  films.  Soap  advertisers 
have  never  been  a  major  factor  in 
syndication.  Howe\er.  Tide  appar- 
ently is  testing  the  relative  effective- 
ness of  commercials  in  film  pro- 
grams, in  feature  films,  and  in  sta- 
tion breaks.  If  Tide  should  become 
a  large  user  of  syndication  partici- 
pations, counter  measures  by  other 
soap  and  cleanser  advertisers  would 
probably   touch  off  a  bonanza. 

(For  details  on  spending  this  sea- 
son by  non-network  advertisers  in 
s\  ndication,  see  Film-Scope,  p.  70.) 

Exactly  what  will  syndication 
spending  amount  to  in  1959?  A  five- 
year  continuing  study  by  CNP's  re- 
search department  projects  at  least 
$105  million  as  the  total  (exclusive 
of  time  charges).  This  involves  a 
healthv  increase  over  the  $90  million 
estimated  for  1958.  $78  million  in 
1957,  and  $58  million  in  1956. 

The  average  hours  of  syndicated 
programing   in   the   top   60   markets 


CBS  Films'  tape  plans  earn  congratulations 
<  left  )    for  producer  Robert  Herridge  and  new 


from  CHS  Stations  president   Merle  Joins 
CBS  Film-  v.p.  Sain  Cook  Digges   (right) 
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will  reach  44.2  weekly,  according  to 
this  study,  totaling  2.U~y2.  up  14'  '<■ 
over  1958. 

In  preparation  for  explosive  fu- 
ture growth,  man)  syndicators  have 
completely  regeared  their  operations 
and  several  new  ones  have  entered 
the  field.  Among  the  latter  are  ITC 
and  United  Artists  TV. 

ITC  represents  a  pooling  of  the 
forces  of  the  Jack  Wrather  Organiza- 
tion, elements  of  the  former  TPA 
companv.  and  Associated  Television 
of  Great  Britain.  This  new  factor  in 
syndication  has  made  its  ambitions 
in  the  film  business  quite  clear.  Jack 
Wrather  flatly  states  that  by  1960  he 
expects  ITC  to  "lead  the  field  of 
American  companies  in  national  and 
international  tv." 

Six  new  programs  are  now  on  the 


ITC  schedule:  Interpol  Calling,  Tom 
Sivift.  Four  Just  Men,  Cobb  &  Com- 
pany, Treasury  Agent,  and  Best  of 
the  Post.  ITC  will  generally  try  for 
network  sales  before  putting  its  pro- 
grams out  in  the  field. 

United  Artists  TV  is  another  new- 
ly formed  tv  film  company,  repre- 
senting the  bid  by  this  successful 
motion  picture  distribution  and 
financing  company  to  break  into  tv. 
(One  of  its  arms,  United  Artists  As- 
sociated, was  formerly  AAP.) 

UA-TV  is  producing  five  programs 
for  network  or  syndicated  sale.  The 
Troubleshooters  has  already  been 
sold  to  Marlboro  for  network  sched- 
ule. The  four  other  series  being 
filmed  by  UA  are  The  Vikings,  the 
Dennis  O'Keefe  show,  Hudson  Bay, 
and  International  Airport. 


Important  reorganizations  in  syn- 
dication companies  with  implications 
for  all-around  1959  prospects  oc- 
curred the  past  few  weeks  at  ABC 
Films,  CBS  Films,  and  NTA. 

Following  the  resignation  of  George 
Shupert  (he'll  head  up  MGM-TV), 
ABC  Films  appointed  a  new  chief, 
Henry  Plitt,  formerly  with  the  parent 
AB-PT  organization.  Speculation  in 
trade  circles  last  week  suggested  that 
this  might  signify  ABC  Films  would 
bear  down  still  more  heavily  on  net- 
work sales  and  rental  of  re-runs  and 
features  to  stations.  ABC  Films  had 
little  first-run  property  available  this 
fall. 

CBS  Films  apparently  has  shifted 
some  of  its  attention  to  the  question 
of  tape  syndication.  Following  the 
appointment  of  Sam  Cook  Digges  as 


Production  values  in  tv  film  programs  now  closely  match  those  of  network  shows.    Big  MGM  lot  in   Hollywood    (above)    is  used  for 
filming  of   CNP's   The   Lawless    Years   and   several   other   series.     Tape  programs  are  not  expected  to  threaten  film  in  immediate  future 
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administrative  v. p.  of  the  network 
syndication  arm.  a  new  policy  began 
which  included  exploration  of  the 
new  method.  Robert  Herridge  will 
be  the  producer  of  tv's  first  series 
conceived  for  videotape  and  made 
for  syndication.  (It's  based  on  Broad- 
way theatre  and  New  York  tv  tal- 
ent. )  The  program  will  be  offered 
first  to  network  advertisers,  but 
might  be  syndicated  to  advertisers 
and/or  stations  for  those  markets 
having  tape  facilities. 

Besides  this  tape  offering,  CBS 
Films  plans  to  put  into  syndication 
several  film  programs,  including 
Diplomat  (with  Clare  Booth  Luce) 
and  House  on  K  Street. 

NTA's  acquisition  of  some  Gross- 
Krasne-Sillerman  personnel  and  pro- 
grams follows  closely  the  appoint- 
ment of  Charles  Barry  as  head  of  the 
NTA  Film  Network.  Meantime,  the 
firm  is  in  the  process  of  being  trans- 
ferred to  the  control  of  National 
Theatres. 

Among  the  new  programs  NTA 
will  release  are  The  Third  Man,  Man- 
tovani,  Grand  Jury,  and  High  Noon. 
In  addition  to  these  filmed  shows, 
NTA  is  using  tape  syndication  for 
the  Bishop  Sheen  series  which  origi- 
nates on  its  outlet,  WNTA-TV. 

As  for  production  plans,  here  is  a 
rundown  by  more  major  companies: 

•  Ziv  will  produce  10  new  pro- 
grams which  will  likely  be  offered 
first  for  network  sale.  Of  these,  six 
are  expected  to  go  into  syndication. 

•  CNP's  three  new  shows  in  pro- 
duction are  Philip  Marlowe,  The 
Lawless  Years,  and  Outpost  in  Space. 
Attention  to  network  selling  also  fig- 
ures larger  in  this  company's  plans. 

•  Screen  Gems,  one  of  the  syndi- 
cators  producing  programs  separate- 
ly for  eventual  network  or  syndicated 
sale,  will  be  selling  Stakeout  shortly 
for  a  late  spring  start,  and  intends 
to  have  another  series  in  production 
for  late  summer  or  early  fall  show- 
ings. 

•  Official  Films  also  expects  to 
be  more  active  in  both  network  and 
syndication  in  1959  than  in  the  past 
season.  Three  series  will  be  offered 
for  network  sale,  and  the  production 
of  three  pilots  for  syndication  is 
planned  for  this  spring. 

•  Guild  Films  has  been  a  pioneer 
in  the  sale  of  tape  series  to  stations, 
with  three  series  now  on  hand. 

(Please  turn  to  page  50) 


HERE'S  A  GUIDE  TO  TODAY'S  NEW 
TV  FILM  PRICES  IN  TOP  MARKETS 

Costs  sample  one  new  half-hour  series,  but  some  shows  may  vary  greatly 


Markets  over  $1,000 

CHICAGO 


NET  GROSS 

$1,200.00        $1,411.80 


LOS   ANGELES 


1,875.00  2,200.00 


NEW  YORK 


2,550.00 


Markets  $500  to  $1,000 


Markets  $200  to  $500 


3,000.00 


BOSTON 

550.00 

647.08 

BUFFALO 

500.00 

590.00 

DETROIT 

700.00 

823.00 

PHILADELPHIA 

765.00 

900.00 

PITTSBURGH 

800.00 

941.20 

SAN  FRANCISCO 

500.00 

590.00 

ST.  LOUIS 

425.00 

500.01 

SEATTLE-TACOMA 

450.00 

529.43 

ALBANY-SCHENECTADY 

233.75 

275.00 

ATLANTA 

200.00 

235.00 

BALTIMORE 

297.50 

350.00 

BINGHAMTON 

191.25 

225.00 

CHARLOTTE 

200.00 

235.00 

CINCINNATI 

400.00 

460.00 

CLEVELAND 

400.00 

460.00 

COLUMBUS,  O. 

200.00 

235.00 

DALLAS-FT.  WORTH 

310.00 

364.72 

DAYTON 

210.00 

247.07 

DENVER 

200.00 

235.00 

GALVESTON-HOUSTON 

285.00 

335.30 

HARTFORD-NEW  BRITAIN 

170.00 

200.00 

INDIANAPOLIS 

300.00 

350.00 

KANSAS  CITY 

255.00 

300.00 

LANCASTER 

212.50 

250.00 

LOUISVILLE 

221.00 

260.00 

MEMPHIS 

275.00 

323.54 

MIAMI 

212.25 

245.00 

MILWAUKEE 

325.00 

382.36 

MINNEAPOLIS 

375.00 

441.19 

NASHVILLE 

200.00 

235.00 

NEW  HAVEN 

300.00 

350.00 

NEW  ORLEANS 

250.00 

294.13 

NORFOLK,  VA. 

170.00 

200.00 

OMAHA 

175.00 

205.89 

PORTLAND,  ORE. 

275.00 

323.54 

PROVIDENCE 

250.00 

300.00 

ROCHESTER,  N.  Y. 

225.00 

264.71 

SYRACUSE 

218.00 

280.00 

TOLEDO 

250.00 

294.13 

WASHINGTON,  D.  C. 

255.00 

300.00 
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PART  FOUR  OF  A  SPONSOR  SERIES 


SPONSOR'S 

$500  MILLION 

PLAN  FOR 

SPOT  RADIO 


Spot  radio  needs  new 
prestige  with  sponsors 

^  To  reach  $500  million  by  1963  the  industry  must 
create  a  more  appealing  image  for  advertisers,  agencies 

^   The  quickest,  surest  way  to  do  this  is  for  radio  to 
become  the  No.  1  "community  medium"  in  any  market 


In  the  first  three  articles  on  its 
$500  Million  Plan  for  spot  radio, 
sponsor  proposed  the  following: 

First,  that  radio  (netivork  and 
national  spot  combined)  should 
set  as  its  goal  at  least  9%  of  na- 
tional advertising  budgets  by 
1963.  This  would  give  spot  alone 
an  annual  billing  in  excess  of 
$500  million. 

Second,  spot  radio  must  be- 
come more  competitive  with  other 
media.  Spot  radio's  major  com- 
petitors for  national  advertising 


are,  in  order:  newspapers,  spot 
tv,  and  outdoor.  Instead  of  in- 
side-the-industry  fights,  spot  radio 
must  concentrate  on  outdoing 
these  competitors. 

Third,  spot  radio  must  "clean 
house."  sponsor  listed  six  major 
types  of  outworn,  old-fashioned 
business  methods  which  are  im- 
peding spot  radio's  progress. 

In  this  fourth  article,  sponsor 
outlines  how  radio  spot  can  re- 
build its  prestige,  and  add  to  its 
stature. 


I 


SPONSOR'S  $SOO  MILLION  PLAN 

sponsor  is  presenting  its  new  5-year,  $500  million  plan 
for  national  spot  radio   in  five  weekly  installments: 

Step  one:  Sales  Goals  for  spot  radio.  Why  SPONSOR  believes 
it    can    reach    $500    million    by     1963.      (24    January) 

Step    two  Basic  strategy  for  spot  radio.    Why  SPONSOR  believes 

it  must    be    strongly   competitive    against    "Big    Three" 
(31   January) 

Step  three:  Putting  Spot  Radio's  house  in  order.  Mistakes,  errors, 
and  outworn  methods  which  must  be  quickly  corrected. 
(7   February) 

Step  four:  Building  spot  radio's  strength.  How  the  medium  can 
add  to  its  present  stature,  resources  and  importance, 
(discussed  in  this  issue) 

Step  five:  Selling  spot  radio's  image  and  power.  A  discussion  of 
new  types  of  spot  radio  sales  approaches.  (21  February) 

In  addition  to  these  articles  already  planned,  SPONSOR  will  schedule 
additional   features   bearing   on   spot   radio's   future,    as    they   develop 


n  late  December,  an  unusual  year- 
end  "media  review"  meeting  was 
held  among  top  executives  at  BBDO. 

Last  year  BBDO  tied  with  McCann- 
Erickson  as  the  leading  agency-user 
of  radio  spot  ($13  million)  and  its 
ideas  about  the  medium  should  there- 
fore carry  exceptional  weight  within 
the  industry. 

sponsor  has  seen  a  summation  of 
the  radio  section  of  the  December 
meeting  and  has  talked  with  BBDO 
executives  who  were  present.  Without 
revealing  names  or  exact  quotes,  here 
are  some  of  the  highlights  of  the 
discussion: 

•  Radio  today  has  become  a  sec- 
ondary medium  for  the  large  national 
advertiser. 

•  Radio  suffers  from  a  "carnival" 
atmosphere;  it  smacks  of  "buffoon- 
ery. 

•  Radio  has  been  over-commer- 
cialized, there  are  too  many  "music- 
and-noise"  stations. 

•  The  whole  industry  is  suffering 
because  of  network-spot  fights. 

•  Radio  needs  rehabilitation.  It 
needs  a  spokesman  or  leader  who  is 
above  suspicion,  and  without  bias  or 
a  particular  axe  to  grind. 

•  Radio  must  stress  service,  dig- 
nity, its  community  role. 

In  this  meeting,  BBDO  was  con- 
cerned with  radio  as  a  whole,  and  the 
discussion  included  many  phases  of 
network  and  local  operations.  But 
sponsor  believes  that  what  was  said 
has  a  particular  and  important  ap- 
plication to  radio  spot  business. 

Perhaps  the  chief  reason  why  radio 
spot  is  not  today  a  major  or  basic 
medium  of  national  advertising  is 
its  "image";  the  impression  it  creates 


34 


SPONSOR 


14  FEBRUARY  1959 


in  the  minds  of  leading  advertisers 
and  agencies  such  as  BBDO. 

This  "image"  ranges  from  the 
frankly  hostile  and  unpleasant,  to  the 
vague  and  confused.  From  a  feeling 
that  radio  spot  is  an  over-commer- 
cialized, carnival,  almost  "schlock" 
operation  to  a  dim  suspicion  that 
radio  is  just  a  second-rate,  antiquated 
form  of  broadcasting. 

Can  radio  (and  radio  spot)  build 
a  new,  clearly  defined  and  attractive 
character  of  its  own? 

sponsor  believes  it  can  and  should. 
To  establish  this  character  and  build 
its  reputation  will  require,  however, 
a  lot  of  work — work  that  must  begin 
at  the  station  level. 

In  sponsor's  opinion,  the  future 
health  of  radio  spot  will  depend  on 
how  fast  and  how  well  radio  can  es- 
tablish itself  as  the  No.  1  "community 
medium"  in  every  market  in  America. 

Before  explaining  why  we  con- 
sider this  the  image  which  radio 
must  seek  to  build,  lets  consider  a 
few  other  image  suggestions  which 
have  been  sent  to  SPONSOR  in  recent 
weeks. 

The  "52-week  medium."  A  leading 
New  York  firm  of  radio  station  rep- 


resentatives suggests  that  radio 
should  strive  to  be  known  as  the  "52- 
week"  advertising  medium. 

sponsor  is  fully  aware  of  the  prob- 
lems posed  to  stations  and  repre- 
sentatives through  the  intermittent, 
short-flight  use  of  radio  spot  by  na- 
tional advertisers.  And  we  applaud 
any  effort  to  develop  more  advertising 
continuity  for  the  medium. 

But  the  slogan  itself  does  not  build 
any  very  valid  or  distinctive  image 
for  radio  spot.  Newspapers,  spot  tv, 
and  outdoor  can  all  claim,  with  equal- 
ly strong  arguments,  that  they,  too, 
should  be  "52-week  media."  Spot 
radio  has  no  monopoly  on  the  idea. 

The  "neivs-and-music"  medium.  A 
number  of  station  owners  (see  recent 
back  issues  of  sponsor)  have  pro- 
posed that  radio  spot  should  strength- 
en its  reputation  as  the  "news-and- 
music  medium."  This,  essentially,  is 
what  radio  offers  in  many  markets — 
and  all  it  offers  in  too  many. 

But  the  news-music  characteriza- 
tion, however  truthful,  does  not,  in 
sponsor's  opinion  do  much  to  in- 
crease radio's  reputation  and  prestige. 
Both  of  these  have  been  severely 
harmed  in  recent  years  by  the  kinds 


of  music  and  to  a  lesser  degree  the 
kinds  of  news  presented  over  certain 
stations. 

The  "personal"  medium.  Propo- 
nents of  the  "personal"  image  for 
radio  can  point  to  the  fact  that  radio 
does  possess  certain  unique,  direct 
personal  qualities  not  possessed  by 
any   other   medium,   including  tv. 

Radio  is  the  "living  voice."  It 
speaks  as  "one  person  to  one  person." 
And,  today,  when  so  much  radio  lis- 
tening is  done  by  individuals — in 
cars,  in  kitchens,  in  bedrooms,  on 
beaches,  this  direct,  personal  com- 
munication is  one  of  radio's  greatest 
strengths. 

But  sponsor's  editors  feel  that  this 
"personal  image,"  important  as  it  is, 
is  topped  by  another  concept  that 
promises  even  more  prestige  and  an 
even  brighter  radio  future — the 
"community  medium'"  image,  now  be- 
ing developed  with  great  skill  and  ag- 
gressiveness by  a  number  of  stations 
in  different  parts  of  the  country. 

The  No.   1   "community  medium." 

One    reason    why    the    "community" 

concept  is  so  important  for  radio  is 

the  opportunity   it   offers   for  taking 

(Cont'd  next  page) 


News  coverage,  particularly  for  local 
news  is  one  of  radio's  prime  methods  for  in- 
creasing community  prestige.  In  many  mar- 
kets radio  is  today  the  No.  1  news  medium 


Editorializing  on  local  issues  provides 
radio  with  an  excellent  opportunity  to  build 
up  its  image  and  reputation.  Here  Nathan 
Straus,    pres.     WMCA,    New    York     City 


Service  features,  such  a<  traffic  news 

broadcasts  from  planes  (above)  and  helicop- 
ters can  give  radio  an  enormously  increased 
importance  within   every   local   community 
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the  lead  over  newspapers,  spot  tv, 
and  outdoor — spot  radio's  three  arch 
competitors. 

Newspapers,  today,  in  many  mar- 
kets are  not  providing  the  community 
or  localized  interest  and  service  they 
once  did.  They  are  still  terribly 
strong,  but  they  are  also  vulnerable 
to  energetic  imaginative  competition. 

Tv,  on  the  other  hand,  is  hampered 
from  becoming  a  true  "community 
medium"  in  many  cities  by  an  en- 
tirelv  different  set  of  circumstances. 
The  relatively  small  number  of  tv 
stations,  combined  with  the  popu- 
laritv  of  tv  among  network,  spot  and 
local  advertisers  have  combined  to 
develop  a  medium  characterized  by 
dominance  in  entertainment  and 
large-issue  discussions  and  analyses 
rather  than  "on-the-minute"  and  "on- 
the-spot"  community  activities. 

As  for  outdoor,  the  very  nature 
and  flexibility  of  radio  gives  it  a  tre- 
mendous edge  over  any  type  of  com- 
munity work  in  which  the  outdoor 
medium  can  indulge. 

The  market-by -market  concept.  An- 
other factor  which  builds  increasing 
importance  for  the  "community  me- 
dium"   idea    is    the    growing    trend 


among  advertisers  toward  "pinpoint 
marketing." 

Marshall  P.  Lauchner,  president  of 
B.  T.  Babbitt  Co.  typified  the  attitude 
of  most  modern  marketing  men,  when 
he  told  SPONSOR  "every  market  is  dif- 
ferent, every  sale  is  local,  and  the 
secret  of  sales  success  today  lies  in 
market  by  market  strategy." 

Leading  agencies  also  are  becoming 
increasingly  aware  of  individual 
market  opportunities.  (See  "How 
Y&R  digs  for  'facts  behind  the 
ratings'  "in  sponsor,  13  December 
1958.)  Marketing  teams  from  many 
agencies  are  now  scouring  the  coun- 
try for  intensive  market-by-market 
information. 

This  new  emphasis  on  markets 
makes  it  even  more  important  for 
radio,  with  its  nearly  3,500  am  out- 
lets, to  emerge  as  the  most  signifi- 
cant and  valuable  "community  me- 
dium" open  to  a  national  advertiser. 

Building  up  its  position  as  a  com- 
munity leader.  To  achieve  the  status 
of  "No.  1  community  medium,"  radio 
must  increase  the  scope  of  its  activi- 
ties at  the  local  or  area  level.  It  must 
provide  greater  service,  interest,  and 
value  to  the  inhabitants  of  a  particu- 


lar community  than  any  other  me- 
dium of  communications. 

During  the  past  year,  sponsor  has 
received  hundreds  of  letters,  wires, 
pictures  and  publicity  releases  from 
radio  stations  all  over  the  country 
which  indicate  that  they  are  devoting 
more  and  more  time  and  attention  to 
developing  their  "community  image." 

In  certain  phases  of  the  work,  no- 
tably in  local  news  reporting,  the 
gains  have  been  impressive.  (See 
sponsor,  4  October  1958  "Radio 
peps  up  its  news  leadership.") 

But.  at  the  risk  of  offending  some 
station  owners  who  are  sincerely  at- 
tempting to  develop  local  listener 
loyalties,  sponsor  suggests  that  these 
efforts  have  not,  in  the  main,  gone 
far  enough.  Nor  have  they  covered 
all  the  parts  of  the  community  job 
which  radio  must  tackle. 

If  spot  radio  is  to  take  business 
from  newspapers  and  spot  tv  then  it 
must  provide  more  at  the  local  level 
than  either  of  these  media  are  pro- 
viding. Here  are  the  areas  which 
demand  attention: 

News.  Radio  must  build  up  its 
reputation  as  the  No.  1  source  of 
reliable,  comprehensive  local  news — 
it  must  give  listeners  more  than  they 


Public  affairs.  Radio's  prestige  can  be  built  up  by  more 
intensive  interest  on  the  part  of  station  management  in  community 
welfare  and  projects  of  charitable  and  educational  interest. 
Here   Chicago  children  are  briefed   on   WLS   special   programing 


Business  knowledge.  Greater  knowledge  of  local  markets 
and  business  conditions  by  station  managers  will  add  to  radio's 
stature  with  advertisers.  Here  Gerald  A.  Bartell  of  Bartell 
Family  Group  consults  with  University  of  Wisconsin   economists 
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can  get  from  their  newspapers. 

Many  stations  are  now  doing  this, 
but  sponsor  has  detected  at  least  two 
trends  in  radio  station  news  reporting 
that  should  be  corrected.  The  first  is 
toward  giving  merely  flash  news 
without  depth,  color  or  significance. 

The  second,  and  even  more  of  a 
pitfall  for  some  station  men,  is  "news 
gadgetry."  Airplanes,  helicopters, 
mobile  trucks  are  fine  station  news 
accessories  providing  they  actually 
do  contribute  to  more  interesting  and 
valuable  news  coverage.  But  some 
station  men  seem  more  interested  in 
equipment   than    in    the   news    itself. 

Another  flaw  in  some  station  news 
reporting  is  its  failure  to  cover  all 
aspects  of  the  news  and  all  possible 
sources  of  listener  interest. 

SPONSOR  last  week  heard  of  a  sta- 
tion in  upstate  New  York  which  has 
built  up  a  tremendous  following  (and 
billing)  by  the  seemingly  obvious, 
but  seldom  used,  practice  of  reading 
obituaries.  Radio  must  explore  and 
uncover  every  type  of  newsmanship. 

Editorializing.  The  Federal  Com- 
munications Commission  has  re- 
peatedly encouraged  radio  stations  to 
take  strong  editorial  positions,  par- 
ticularly on  matters  of  local,  com- 
munity or  area  interest.  The  NAB 
Board,  meeting  in  Florida  last  week, 
has  done  the  same. 

Some  stations  have  done  an  out- 
standing editorial  job. 

But  a  recent  sponsor  check  with 
leading  radio  station  representatives 
revealed  that  a  surprisingly  small 
percentage  of  stations  (less  than  20'  < 
according  to  one  rep  firm)  were 
availing  themselves  of  their  right  to 
editorialize. 

If  radio  is  to  become  the  No.  1 
community  medium  in  any  market  it 
must  assume  editorial  as  well  as  news 
leadership.  But  with  full  recognition 
of  the  responsibilities  of  editorializ- 
ing and  competency  to  do  it  right. 

Service  Features.  Time  signals  and 
weather  reports  are  pretty  standard 
radio  service  features,  and  most  sta- 
tions provide  them.  But  there  are 
many  other  kinds  of  local  service 
which  radio  must  develop  if  it  is  to 
be  a  leading  community  medium. 

These  include  such  things  as  traffic 
reports,  sports  results,  farm  or  busi- 
ness statistics   (depending  on  areas) 
(Please  turn  to  page  53) 
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DECEMBER    TV   VIEWING    LEVELS    HOLD 
STRONGLY,    ACCORDING    TO    ARB    DATA 


I  v  critics  notwithstanding,  viewing  patterns  during  the  peak  month  <>f  De- 
cember show  continued  strength  and  compare  favorably  with  figures  for 
1057s  December.  This  is  revealed  by  the  latest  ARB  sets-in-use  data,  tabu- 
lated for  sponsor  by  time  zones.  The  rule  that  two  out  of  every  three  tv  homes 
has  its  set  on  during  prime  evening  hours  (8-10  p.m. )  still  holds  true.  Of  the 
six  prime  time  hours  (two  for  each  time  zone  I ,  four  showed  increases. 


AVERAGE  SETS-IN-USE   BY  TIME  ZONES,  DECEMBER,   1958 


Monday  thru  Friday  daytime 

Eastern  Central  Pacific 


Hour 
beginning 

1958 

1957 

1958 

1957 

1958 

1957 

7:00 

AM 

-    7.8 

9.7 

-10.6 

14.4 

+   4.5 

2.0 

8:00 

-15.0 

16.4 

+  16.4 

16.2 

-   7.8 

8.0 

9:00 

+  13.5 

12.9 

-16.2 

17.7 

+   9.9 

9.3 

10:00 

-14.0 

15.1 

+20.1 

18.1 

+  11.6 

8.2 

11:00 

+  19.9 

17.3 

-18.2 

19.7 

+  12.9 

11.0 

12:00 

N. 

-22.0 

22.4 

+  18.5 

18.1 

-11.2 

15.5 

1:00 

PM 

+  16.9 

16.6 

-15.5 

16.1 

-11.7 

14.8 

2:00 

+  15.3 

14.8 

-13.2 

17.4 

+  12.9 

11.6 

3:00 

-14.4 

19.2 

-17.5 

21.1 

-13.1 

14.4 

4:00 

-26.7 

27.4 

-26.8 

28.0 

-19.8 

20.6 

5:00 

-35.3 

36.8 

36.6 

36.6 

+33.2 

32.7 

6:00  PM 


Sunday  thru  Saturday  evening 
+  42.5     40.3  +54.9     54.3  -48.5     50.4 


7:00 

+  55.4 

53.9 

-66.9 

67.9            +62.3 

62.1 

8:00 

+66.7 

66.4 

-68.0 

69.1             +68.9 

67.7 

9:00 

-63.9 

65.5 

+  61.7 

61.1             +63.5 

60.2 

10:00 

+  52.1 

51.8 

+  35.6 

33.7            -38.5 

38.8 

11:00 

-24.4 

24.5 

+  17.2 

15.4            +15.7 

14.5 

12:00  M. 

-12.9 

13.4 

+   4.2 

3.4            -    5.0 

5.5 

(  +  )   and    (- 

-)   show  how  1958  compares  with  1957. 

' 
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Portable  washer,  with  AMI  ad  mgr.  Wm.  FitzGerald  (1),  chief  eng.  Wm.  Fox,  got  to  market  economically  when  it  was  found  that  . 

Spot  tv  shortcuts  washer  "show-rue' 


^    AMPs   portable  clothes  washer  could  not  be  sold 
without    showing    the    machine    in    true-to-life    action 

^    Full  store  demonstrations  were  too  slow  and  costly; 
here's  how  60,   30-second  spots   did   a   yeoman's   job 


#%  dormant  market;  a  product  that 
looks  somewhat  puzzling;  a  special- 
ized consumer  potential;  demonstra- 
tions an  absolute  requisite  to  sales — 
these  are  the  problems  a  jukebox 
manufacturer  faced  when  he  put  a 
portable  washer  on  the  market  in 
1957. 

The  first  hey-day  of  the  portable 
washing  machine  had  come  a  decade 
earlier,  just  after  the  war.  The  move 
to   the   suburbs   had   not  yet  begun. 
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families  still  were  small,  living  quar- 
ters cramped.  Under  these  condi- 
tions, nearly  half  a  million  portable 
washers  were  sold  in  1947.  Then  the 
figure  began  falling  off,  hitting  a 
mere  64,000  in  1952.  At  this  point 
many  manufacturers  gave  up  the 
cause. 

But  AMI  (Automatic  Musical  In- 
strument Co.)  in  Grand  Rapids  felt 
enough  market  still  was  there  if  you 
tackled  it  right.   Rising  urban  income 


and  the  growing  premium  on  space 
in  most  large  cities  certainly  seemed 
to  indicate  you  could  sell  a  portable 
washer,  reasoned  the  50-year-old 
manufacturer  of  jukeboxes  and  back 
ground  music  systems. 

The  killer,  though,  was  the  demon 
stration  angle.  In-store  work  alon< 
would  be  expensive,  results  slow. 

Spot  television  seemed  a  muc 
quicker,  more  flexible,  and  economi 
approach — so  that's  AMI's  curren 
and  future  tack.  But  the  inheren 
time  limitations  of  tv  commercial: 
had  to  be  licked. 

Here's  how  that  was  done: 

For  one  thing,  demonstration  o 
the  product  had  to  be  geared  to  con 
sumer  reactions  to  the  features  tha 
make  it  different  from  other  portabl 
washers.      Chief    among    these    wa 
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"true  portability  .  AMI's  device  needs 
no  attached  tub  or  container — (see 
picture  opposite  page)   which  meant: 

•  What  kind  of  containers  would 
be  used  most? 

•  What  was  the  optimum  size  of 
the  average  container? 

•  Where  would  the  machines  be 
used  most  often? 

To  answer  these  questions.  AMI's 
agency.  Edward  H.  \^  eiss  &  Co.,  Chi- 
cago, surveyed  consumer  attitudes 
toward  the  washer  in  a  Detroit  test 
early  in  1957. 

The  idea,  of  course,  was  to  deter- 
mine copy  points  and  methods  of 
presentation    (live  or  film  I . 

Most  significant  finding,  says  ac- 
count supervisor  Harry  J.  Straw,  is 
that  almost  every  user  makes  a  dis- 
tinction between  kitchen  laundry 
l  dishtowels.  napkins),  personal  laun- 
dry (lingerie,  drip-dry),  and  every- 
day laundry  (children's  clothing, 
house  dresses,  work  clothes  I .  Kitchen 
and  bathroom  were  cited  most  often 
as  place  of  use.  This  meant  that 
personal  laundry  should  be  empha- 
sized strongly. 

But  with  personal  laundry.  Straw 
points  out,  care  and  gentleness  are 
important.  Portability  must  be  fea- 
tured, too.  as  well  as  operating  ease. 

Since  market-by-market  introduc- 
tion was  planned,  live  spots  with  per- 
sonalities could  provide  introduction 
plus  endorsement.  "But,"  says  ad 
manager  William  FitzGerald.  "this 
would  overlook  the  fact  that  the  port- 
able was  used  most  at  the  washing 
point  nearest  the  clothes  to  be 
washed,  according  to  the  survey." 

Another  factor:  What  type  of  con- 
tainer would  the  machine  be  used  in? 
Every  conceivable  type  was  men- 
tioned by  respondents:  laundry  tubs 
in  the  basement,  kitchen  sink,  bath- 
tub, plastic  buckets,  diaper  pails.  A 
cross  section  of  these  had  to  be  shown 
and  the  operation  emphasized. 

"This  called  for  live  action  inter- 
spersed with  animation,"  says  Straw. 
"Animations  of  the  washer  being  used 
in  bathtub,  kitchen  sink,  bucket  could 
be  interspersed  with  live  demonstra- 
tion." Bucket  was  optimum  size  shown 
by  research:  18"  in  diameter,  7"  deep. 

Incidentally,  the  human  hand  was 
utilized  in  motion  at  every  oppor- 
tunity to  symbolize  mobility,  Straw 
<a\  s,  but  never  allowed  to  look  as  if 
it  were  doing  the  w7ork. 


Animated  sequences  could  empha- 
size the  key  facts  about  the  washer: 
aeration,  tumbling,  agitation,  scrub- 
bing. The  nylon  scrubbers  became 
an  important  copy  point,  emphasizing 
tbe  gentleness  factor  which  personal 
laundr)  requires. 

Finally,  greater  control  over  the 
demonstration  and  maximum  recog- 
nition of  the  washer  (by  shooting  it 
from  various  angles)  was  provided 
with  film.  "Film  spots  would  also 
give  us  the  greater  frequency  we  were 
seeking."  says  ad  manager  Fitz- 
Gerald. 

The  maximum  length  for  the  com- 
mercials was  60  seconds,  though  a 
30-second  version  was  made  for  prime 
time — the  60-second  spot  being  fitted 
into  daytime  and  late  evening. 

Detroit  —  scene  of  the  consumer 
tests — was  the  first  market.  Fifty 
spots  per  week  were  scheduled  over 
a  four-week  period  in  October.  1957. 
Adjacencies  near  high-rating  adult 
shows  were  selected.  In-store  dem- 
onstrations and  spot  schedules  were 
begun  simultaneously.  References  to 
key  dealer,  paid  for  by  the  company, 
were  included  in  the  spots  on  a  rota- 
tion basis.  Supporting  newspaper 
ads  also  were  used. 

Within  a  few  days  the  effect  was 
felt.  AMI  washer  division  sales 
manager  Perry  Winokur  says.  "Post- 
purchase    and    in-store    surveys."   he 


says,  "showed  television  as  the  hrsl 
source  of  information  about  the 
washer  for  75'  '<    of  the  customers." 

"More  important,  \\  inokur  points 
out.  "the  customer  was  delivered  pre- 
sold. This  cut  demonstration  and 
closing  time  of  a  sale  to  a  bare  mini- 
mum. \\  <■  were  attracting  people  to 
the  stores  who  bad  a  need  Foj  such 
an  item." 

After  the  four-week  spot  saturation, 
the  schedule  was  trimmed  down  for 
the  remainder  of  the  13-week  sched- 
ule. Sustaining  newspaper  advertis- 
ing was  run  between  tv  schedules. 

During  the  first  months  of  1958. 
the  washer  was  introduced  in  the 
balance  of  the  Michigan  market,  also 
largely  on  a  test  basis. 

Ohio  was  the  next  market.  In 
Cleveland  and  Akron,  the  same  one- 
two  punch  of  tv  saturation  plus  in- 
store  demonstrations  brought  \irtual- 
ly  the  same  results.  The  schedule: 
heavy  in  the  first  two  months  (Feb- 
ruary-March), with  the  50-spot-per- 
week  pattern  tapering  off  to  a  lighter 
schedule. 

It  was  the  New  York  City  introduc- 
tion in  April  that  brought  the  biggest 
and  quickest  response.  In  scheduling 
for  the  New  York  market,  the  same 
adult  audience  was  sought  during 
afternoon  and  evening  times  in  high- 
rated  adjacencies.  The  New:  York 
(Please  turn  to  page  82  I 
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Harry  J.  Straw,  tv  art  dir.  Art  Guse,  61m  prod.  Rolf  Rrandis.  copy  head  Byron  Ronheim 


I5PONSOR 


14  FEBRUARY    1959 


39 


MCENS  ,UWPN     ,# 


aJOHK  UOL'ILLlRf    SPO'»SDR= 
I  AO   EAST    *S    ST    KYK= 


f»af.ti  day  sales  figures  jaii  16  through  ja»:  ?1  - 
ma!.  itcioc  30  -  oshucs:<  125  -  appletcli  7?5  -  6h.lett   170 
-  green  bay  1s-5  -metcuimee  30  -  foi.'d  du  lac  75  - 
steve::s  pci:;t  100  -  iausac  30  -  Norway  85  -  sheeoycai: 
mo  -  totaling  1£65  cases-  u  ilsauicee  sales  s*j£  period 

505    CASES*  ^0^> 

CTTO    L    KUEHIJ    CC=  i/^CT 


PARTI-DAY    HERE  TO   STAY 


I 


t  looks  like  wholesalers  now  feel 
that  Parti-Day  dessert  toppings  are 
here  to  stay. 

Subject  of  a  tv  test  in  the  Green 
Bay  area  —  reported  exclusively  in 
SPONSOR  —  the  food  product: 

•  Blasted  to  a  new  semi-monthly 
sales  record, 

•  Ended  its  boom-and-bust  sales 
pattern,  which  had  been  a  reflection 
of  normal  wholesaler  wariness  to- 
ward loading  up  on  a  new  product. 

Sales  for  the  last  half  of  January 
came  to  1,865  cases,  according  to 
reports  of  the  product's  food  broker, 
the  Otto  L.  Kuehn  Co.  (see  telegram 
above,  sales  box  below).  This  is  the 
biggest  sales  total  since  the  tv  test 
began  last  October. 

As  the  figures  in  the  sales  box  in- 
dicate, case  shipments  have  been  hit- 
ting marked  peaks  and  valleys  dur- 
ing the  test,  being  conducted  over 
station  WBAY-TV. 

This  is  a  common  pattern,  accord- 


ing to  the  Kuehn  Co.'s  merchandis- 
ing director,  Marvin  Bower.  He  said 
that  wholesalers  are  generally  con- 
servative in  ordering  a  new  product. 
Maybe  it  will  grow  —  but  maybe  it 
won't.  So,  Bower  figures,  they  pur- 
chase a  given  amount  at  the  begin- 
ning of  each  month,  the  order  size 
depending  on  their  estimates  of  the 
demand  for  that  month. 

Even  if  the  product  moves  well  at 
first,  this  conservative  attitude  per- 
sists. The  result  is  that  many  dis- 
tributors, though  out  of  stock  during 
the  month,  will  wait  until  the  first  of 
the  month  to  re-order.  ^ 


The  test  in  a  nutshell:  Product: 
Parti-Day  Toppings.  Market:  80-mile 
area  around  Green  Bay,  Wis.  Media: 
Day  tv  spots  only.  Schedule:  10 
spots  weekly.  Length  :  26  weeks  from 
15  Oct.  Commercials:  Live,  one-min- 
ute.  Budget:  $9,980  complete. 
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SALES  BOX SCORE    ( 

I      1C  ™  WEEK  I  I 

1       *™        OF  A                                                                16-31    Oct 580  cases  1 

26-WEEK             CareSS                                          1-15    Nov 1,450  cases  | 

TEST                          ^10^                           15"30   Nov 370  cases  | 

1-15    Dec 1,090  cases  | 

,'#K                                        16-31    Dec 350  cases  j 
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16-31   Jan 1,865  cases 
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A  fable  of 

^  Ex  adman  scores  clients, 
agencies  for  misrepresenta- 
tion, shoddy  merchandise, 
climbing  costs;  and  asks  for 
integrity,  truth 


Alfred  H.  Edelson,  president 
of  The  Rytex  Co.,  Indianapolis, 
one  of  the  country's  largest  sta- 
tionery firms,  aims  some  hard- 
hitting punches  at  the  ad  frater- 
nity with  these  remarks.  An 
ex-adman,  he's  been  sitting  on  the 
edge  of  the  agency  frying  pan,  or 
in  it,  for  two  decades — as  client 
service  director  and  general  exec- 
utive with  Henry  J.  Kaufman  & 
Assoc,  in  Washington  for  10 
years,  with  a  household  furnish- 
ings agency  in  Chicago.  He's  an 
iconoclast  who  blasts  the  mystique 
of  advertising  yet  commends  the 
profession  for  its  wealth  of  bright 
young  people. 

A  former  tv  lecturer  at  Ameri- 
can U.,  he's  now  settled  down  to 
theorizing  from  a  hilltop  outside 
Indianapolis  during  off-hours.  As 
a  manufacturer,  he  relies  prima- 
rily on  his  own  sales  endeavor  to 
keep  some  3,000  department 
stores  convinced  that  they  should 
mail  personalized  stationery  pro- 
motional stuff ers  in  customer  bills 
each  month. 

The  stores  appear  to  be  stead- 
fast inasmuch  as  90%  of  Rytex 
business  comes  from  this  source 
and  the  company  claims  to  be 
"the  world's  largest  manufacturer 
of  personalized  stationery." 
Having  been  both  "an  egghead 
and  an  ostrich,"  Mr.  Edelson 
thinks  he  now  is  a  metamorphosis 
of  the  two — but  he  hasn't  as  yet 
found  the  word  to  describe  this 
halcyon  state. 
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ad  row  ostriches  and  eggheads 


by  Alfred  H.  Edelson 

f  the  young  gentlemen  in  the  mail 
room  will  take  a  pew,  well  be  happy 
to  explain  what  the  brouhaha  of  the 
Eloquent  Eggheads  vs.  the  Madison 
Avenue  Moguls  is  really  all  about. 

There  are  those  who  claim  it 
started  with  the  late  tart-tongued  his- 
torian and  social  critic  Bernard  De 
Voto.  Mr.  D.  took  time  out  from  just 
about  the  best  "copy"  ever  written  to 
stir  up  the  advertising  fraternity. 
Another  school  has  it  that  widespread 
criticism  of  advertising  is  a  part  of 
a  Moscow-underwritten  plot  to  have 
pinko  professors  discredit  American 
capitalism. 

But  a  good  deal  of  the  trouble 
seems  to  have  started  about  a  dozen 
years  back  with  a  one-time  copy- 
writer named  Fred  Wakeman,  who 
cooked  up  a  best-selling  novel  called 
The  Hucksters.    It  would  have  taken 

lot  of  15/f  commissions  at  1946 
media  rates  to  match  the  take  on  The 
Hucksters.  But,  as  it  turned  out, 
Wakeman  had  done  a  little  more  than 
hit  the  jackpot.  He  spawned  what 
threatens  to  be  a  whole  new  genre  of 
literature.  There  was  nothing  terribly 
original  about  Fred's  copy  "platform" 
or  plot,  by  the  way.  He  had  fine 
modern  precedents  in  such  superior 
works  as  Bud  Schulberg's  "What 
Makes  Sammy  Run?"  And  in  Jerome 
Weidman's  definitive  work  on  the 
dress  industry,  "I  Can  Get  It  for  You 
Wholesale?" 

But  where  the  Schulberg  and  Weid- 
man  protagonists  remained  true  to 
character  and  got  their  come-uppance, 
Wakeman  added  a  happy  ending  gim- 
mick— the  repentant  sinner.  For  truth 
to  tell,  there  is  more  rejoicing  along 
Publishers'  Row  in  one  glamorous 
rakehell  who  repents  after  several 
hundred  pages  of  sinning  than  in  all 
of  the  virgins  in  Jane  Austen. 

One  of  the  neater  ironic  bits  about 
the  Wakeman  book,  is  that,  far  from 
being  a  serious  work,  it  is  mostly  a 
glossy  piece  of  slick  magazine  fiction. 
Wakeman  made  use  of  most  of  the 
devices  of  pseudo-realism  its  hero 
condemned  in  advertising. 

There  was  a  rash  of  books  with  the 


heel-hero  as  adman.  With  a  simple 
change  of  scenario  plus  a  smattering 
of  new  technical  shop  talk,  the  plot 
serves  for  the  drug  business,  the  soap 
business,  the  automotive  industry, 
radio/tv  and   public  relations. 

Since  there  are  at  least  as  many 
different  industries  in  Thomas  Reg- 
ister as  there  are  M.O.S.  for  Private 
Eyes,  there  is  good  reason  to  fear 
(a  good  decade  after  The  Hucksters) 
we  are  in  for  as  long  a  run  of  Mr. 
Wakeman's  basic  idea.  Huckster 
novels  seem  to  have  become  as  frozen 
in  format  as  a  tv  Western.  And,  the 
sad  thing  is  that  the  fiction  which  has 
rubbed  your  senior  colleagues  raw 
unfortunately  acts  as  a  smokescreen 
to  the  more  serious  (and  far  more 
deserved)  wave  of  criticism  by  sub- 
stantial economists,  sociologists — and 
just  plain  folks. 

Will  the  gentleman  down  front 
please  stop  muttering: 

"Backbone  of  'Merican  progress 
.  .  .  highest  stan'ard  of  living  world 
has  ever  known  .  .  .  medicine  man  ex- 
aggerations thing  of  the  past  .  .  . 
we're  not  deceiving  anybody — free- 
dom of  choice  .  .  .  intellectuals  pick 
on  us  .  .  .  bunch  of  mushheads  who 
never  met  a  payroll  ...  all  we  need  is 
a  campaign  to  sell  advertising  to 
'Merican  people  .  .  ." 

And  stop  to  listen?  Because  this 
wave  of  criticism  and  comment  didn't 
just  happen. 

We're  in  trouble,  bad  trouble.  Not 
since  the  days  of  Kallet  &  Schlink's 
"100  Million  Guinea  Pigs"  (several 
million  Americans  back)  has  there 
been  such  a  wave  of  serious  criticism 
of  advertising.  We  cannot  shrug  off 
Messrs,  Galbraith,  Whyte,  Mayer, 
Lynes,  Packard,  or  the  Congressmen 
and  Senators,  physicists,  teachers  and 
college  presidents.  Our  product  is 
under  attack,  men.  And  before  we  let 
go  with  the  publicity  and  ad  blasts 
defending  it,  how  about  examining  it, 
they've  got  something  there. 

Let's  "research"  it  a  bit.  Let's 
dig  around  and  see  what  "thev"  say 
and  why  they  say  it.  If  you  took  the 
time  to  read  the  serious  critics  (like 
the  research  director  is  always  plead- 
ing for  you  to  do)  instead  of  catch- 
ing up  on  call  reports  on  the  train  to 


Westport.  \<>u  wouldn't  think  il  was 
a  teapot  tempest. 

Critic  No.  1,  a  mature,  thoughtful 
physician  (not  a  white-coated  actor) 
observes : 

"My  objection  is  chief!)  to  radio/tv 
commercials  with  claims  lor  a  simple 
cold  drug  like  'get  up  and  still  get 
five  stay-in-bed  benefits.'  Now  you 
know     that's     intended      to     deceive 


Alfred  H.  Edelson,  Rytex  stationery  pres- 
ident,  Indianapolis,  is  former  agency  man 

people.  Or  take  a  phrase  like  'contains 
not  one  but  five  miracle  ingredients.' 

"But  you  and  I  know  that  most 
people  think  of  penicillin  and  other 
antibiotic  drug  prescriptions  by  that 
term.  Sure.  I  know  it's  only  non- 
sense but  often  it's  vicious  nonsense. 
The  FTC  made  the  patent-medicine 
peddlers  stop  sax  ing  'will  cure' — so 
now  the)  inereh  mutter  'may  relieve 
the  symptoms'  of.  But  your  casual, 
unsophisticated  listener  doesn't  make 
anv  distinction.  Tell  me.  what  justi- 
fies the  agencies  in  recommending 
this  sort  of  thing,  or  the  clients  in 
accepting  it.  or  the  networks  in 
broadcasting  it?" 

This  is  one  indictment.  Have  we 
gotten  very  far  from  the  days  of  the 
(Please  turn  to  page  48) 
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How  radio  is  licking  the  2c  stamp 


^  Hike  in  postal  rates,  plus  competition  for  readers,  are 
converting  many  direct-mail  users  to  varied  uses  of  radio 

^    Magazines,    insurance   companies,    and    some   soap 
makers  feel  spot  delivers  more  speed,  impact,  economy 


r\  couple  of  weeks  ago,  a  hike  in 
postal  rates  added  a  new  problem  to 
the  normal  roster  of  hazards  facing 
direct  mail  advertisers — thereby  cre- 
ating a  small  bonanza  for  radio. 

The  old  l1/^  third-class  bulk  rate 
is  gone.  Now  you  pay  2^  for  the  first 
two  ounces,  which  represents  an  in- 
crease in  total  direct  mail  costs  rang- 
ing from  an  estimated  13-27%. 

Nor  is  that  all.  Competition  among 
direct  mail  advertisers  for  reader  at- 
tention has  been  growing — and  it  got 
particularly  overwhelming  when  many 
advertisers  literally  dumped  carloads 
of  mail  to  beat  the  rate  hike. 

Caught  between  higher  rates  and  a 
division  of  their  audience,  here  is 
how  three  categories  of  traditionally 
direct-mail  users  turned  to  radio: 

1.  Magazines 
Use  of  radio  by  magazines  is  not 
new,  but  recent  developments  provide 
significant  eye  openers:  Leading  the 
pack  is  Time  magazine,  now  in  85 
local  markets,  in  addition  to  checker- 
board network  schedules.  How  does 
its  schedule  compare  to  last  year?  In 
network  activity,  about  the  same.    In 


spot:  85  is  more  than  double  the  old 
number  of  markets. 

A  lot  of  this  is  the  result  of  suc- 
cessful testing,  which  has  proved  the 
value  of  these  markets  area  by  area. 
Joe  Gans,  president  of  the  Joe  Gans 
&  Co.  advertising  agency,  says  the 
usual  pattern  is  to  test  five  markets 
at  a  time.  In  this  way  Time  has  more 
than  doubled  its  subscription  pitch 
via  radio  over  the  past  year.  Using 
the  same  strategy,  Gans  has  plugged 
Sports  Illustrated  in  10  markets  since 
the  first  of  the  year — the  magazine's 
first  use  of  radio. 

"Any  advertiser,"  says  Gans,  "who 
does  not  experiment  with  radio  and 
tv  as  a  means  of  recapturing  some  of 
the  revenue  losses  of  direct  mail  is 
making  a  serious  mistake." 

The  problem  is  complicated,  he 
says,  by  the  fact  that  most  traditional 
direct  mail  users  will  not  examine  the 
field  closely  enough.  Gans,  who  has 
expanded  the  Caydee  Chemical  sched- 
ule (for  a  polishing  cloth)  from  an 
initial  five  to  30  markets  in  six 
months,  applies  the  same  testing  to 
this  product  as  to  magazines. 

Here   is  what   other   magazine  ad- 


vertisers are  doing  about  the  situa- 
tion: 

( 1 1  Deemphasizing  mail  transac- 
tions. Remember,  direct  mail  is  a  two- 
way  street.  An  increase  in  the  cost  of 
sending  it  out  is  compounded  by  the 
increased  cost  of  getting  back  a  re- 
ply. This  fact  highlights  an  interest- 
ing trend:  the  switch  from  subscrip- 
tion to  newsstand  pitches  by  many 
magazines. 

Mutual,  for  example,  reports  that 
nine  consumer  magazines  using  the 
network  are  emphasizing  newsstand 
sales,  while  only  two  (Time  and  U.S. 
News  &  World  Report)  are  holding 
to  subscription  pitches. 

Popular  Science,  following  a  week- 
long  test  for  its  new-car  issue  in 
early  January,  returned  with  a  sec- 
ond one-week  campaign  the  end  of 
the  month,  all  keyed  to  newsstand 
sales.  Sixteen  spots  spread  through 
the  week  on  Mutual  were  balanced 
with  a  two-day  concentration  on 
NBC.  An  interesting  point  in  the 
magazine's  spot  activity:  KMA,  farm 
station  in  Shenandoah,  Iowa,  which 
had  been  one  of  its  best  subscription 
producers,  was  retained  for  the 
changed  newsstand  approach,  indicat- 
ing a  complete  switch  from  the  prior 
strategy. 

Other  newsstand  emphasizers: 
Reader's  Digest,  Coronet,  True,  Ar- 
gosy, Esquire,  Life,  Look,  Curtis 
(SEP,  Holiday,  Ladies  Home  Jour- 
nal) .  The  Post  uses  spot  and  net- 
( Please  turn  to  page  53) 
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Hey! 

This  Gal's  Loaded 
...in  the  Land  of 

Milk&jfiney! 


Have  you  met 
Miss  Tillie  Vision, 
our  trade  mark 
here  at  WBAY? 
She's  stacked  with 
ammunition  to 
make  adver- 
tisers happy . . . 
Channel  2  for  greatest 
coverage  . . .  CBS  for  greatest 
Network  . . .  scores  of  small 
cities  and  thousands  of  big  dairy 
farms  for  greatest  sales  potential. 
Tillie's  a  mighty  well-known  gal 
in  400,000  homes  in  these  parts! 
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TV 


1526  FEET 
above  ground 


ERN 


TALLEST 


MAXIMUM  POWER 


The  TOWERING  PRIDE  of  South  Carolina 

More  than  a  quarter  of  a  mile  in  the  sky 
over  South  Carolina,  this  tower  has  doubled 
previous  coverage.  From  Columbia,  the  cap- 
ital city,  WIS-TV  serves  more  of  South  Caro- 
lina, by  far,  than  any  other  television  station 
.  .  .  plus  coverage  in  adjoining  states. 

The  MAJOR   SELLING   FORCE   in   South  Carolina 

WIS- TV  Channel  10 

Columbia 

South  Carolina 

A   station  of  the  Broadcasting  Company  of  the  South 

G.  Richard   Shafto,  Exec.   Vice-Pres. 

Charles  A.  Batson,  Managing  Dir. 

Law   Epps,   Sales  Manager 

represented    nationally    by 
Peters,  Griffin,  Woodward,  Inc. 


Darker  tinted  crescent  area  shows  increased 
coverage  from  new  tower,  based  on  predicted 
contours  drawn  by  the  engineering  firm  of 
Lohnes  and  Culver,  Washington,  D.  C. 
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National  and  regional  spot  buys 
in  work  now  or  recently  completed 


POT  BUYS 


TV  BUYS 

The  Procter  &  Camble  Co.,  Cincinnati,  is  adding  schedules  in 
major  markets  for  its  Duncan  Hines  cake  mixes.  The  schedules  start 
this  month,  run  for  the  P&G  contract  year.  Chainbreaks  during 
prime  time  are  being  used;  frequencies  depend  upon  the  market. 
The  buyer  is  Joe  Burbeck;  the  agency  is  Compton  Advertising,  Inc., 
New  York. 

Philco  Corp.,  Philadelphia,  is  preparing  a  campaign  in  40  markets 
for  its  Philco  product  line.  The  four-week  schedules  start  22-23  Feb- 
ruary. Minutes  during  both  daytime  and  nighttime  slots  are  being 
placed ;  frequencies  vary  from  market  to  market.  The  buyer  is  Hope 
Martinez;  the  agency  is  Batten,  Barton,  Durstine  &  Osborn,  Inc., 
New  York. 

Maiden  Form  Brassiere  Co.,  New  York,  is  kicking  off  a  campaign 
in  about  20  markets  for  its  brassiers.  The  schedules  begin  this  month 
for  20  weeks.  Filmed  minutes  and  20's  are  being  slotted;  frequen- 
cies depend  upon  the  market.  The  buyer  is  Inez  Aimee;  the  agency 
is  Norman,  Craig  &  Kummel,  New  York. 

Corn  Products  Refining  Co.,  New  York,  is  lining  up  schedules  in 
top  markets  for  its  Bosco.  The  campaign  starts  1  March  for  52 
weeks.  Minutes  during  daytime  segments  are  being  purchased; 
frequencies  vary  from  market.  The  buyer  is  Charlotte  Corbett;  the 
agency  is  Donahue  &  Coe,  Inc.,  New  York. 


RADIO  BUYS 

Liggett  &  Meyers  Tobacco  Co.,  New  York,  is  going  into  major 
markets  for  its  Chesterfield  cigarettes.  The  schedules  start  this 
month  for  21  weeks.  Minutes  and  chainbreaks  are  being  placed; 
frequencies  depend  upon  the  market.  The  buyer  is  Ginny  Conwax  : 
the  agency  is  McCann-Erickson,  Inc.,  New  York. 

Studebaker-Packard  Corp.,  South  Bend,  Ind.,  is  planning  a  cam- 
paign in  top  markets  for  its  Lark.  The  short-termer  starts  21  Feb- 
ruary. Minutes  during  daytime  periods  are  being  set;  frequencies 
vary  from  market  to  market.  The  buyer  is  Fran  Velthuys;  the  agency 
is  D'Arcy  Advertising  Co.,  New  York. 


Shulton,  Inc.,  New  York,  is  purchasing  announcements  in  major 
markets  for  its  Good-Aire.  The  schedules  begin  23  February  and 
3  March,  run  for  seven  weeks.  Minutes  during  daytime  segments 
are  being  lined  up;  average  frequency:  24  announcements  per  week 
in  each  market.  The  buyer  is  Joe  Knap;  the  agency  is  Wesley  Asso- 
ciates, New  York. 
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My  Mommy  Listens 
to  KFWB 

The  biggest  audience  of  any  station 
in  Los  Angeles  is  plenty  familiar  with 
the  moppet  who  I.D.'sKFWB  Channel 
98  Radio  around  the  clock. 

Pulse  (November- December)  says  so 
...  but  large:  KFWB  leads  the  second 
station  in  the  market  by  33%,  and  the 
third  station  by  42%.  Hooper  rates 
KFWB  a  fat  first,  too,  with  a  31%  share! 

Your  clients'  sales  messages  are  de- 
livered to  more  mommies,  more  daddies, 
more  everybodies  .  .  .  when  you  buy 
KFWB  .  .  .  first  in  Los  Angeles. 


6419  Hollywood  Blvd..  Hollywood  28     HO  3  5151 


ROBERT  M.  PURCELL.  President  and  Gen    Manager 
MILTON  H.  KLEIN,  Sales  Manager 
Represented  nationally  by  )0HN  BLAIR  &  CO 
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tops  all  metro  areas 
in  the  Southeasl 
lanta  and  Miami. 

TIDEWTAR  is  a  better  wa< 
to  spell  it . . .  and  the  best  way 
to  sell  it . . .  for  WTAR-TV  is 
e  greatest  marketing  force 
in  this  great  and  growing  market. 


>*m^- 


Virtually 
Unduplicated 


The  picture  is  of  Virginia  Beach,  front  yard  of  TIDEWTAR,  Va.  .  .  .  the 
big,  fast  growing,  surprising  Norfolk-Newport  News  market:  largest  U.S. 
port  in  total  export-import  tonnage;  a  manufacturing  and  shipbuilding 
center;  major  base  of  air,  land  and  sea  forces;  and  the  greatest  concen- 
tration of  population  and  purchasing  power  in  the  southeast,  excepting 
Atlanta  and  Miami.  There  are  nearly  1,000,000  permanent  residents  in 
the  metropolitan  county  area  alone  ...  to  say  nothing  of  the  hundreds 
of  thousands  here  temporarily  during  the  year  as  vacationers  at  the 
more  than  20  miles  of  beach  (within  the  metro  area),  or  from  merchant 
and  U.S.  Navy  ships  standing  in  the  world's  greatest  natural  harbor. 


WTAR-TV 


CHANNEL  3,  NORFOLK,  VA. 


Represented  by  Edward  Petry  &  Co.,  Inc. 


President  and  General  Manager-Campbell  Arnoux  •  Vice  President  for  Sales- Robert  M.  Lambe  •  Vice  President  (or  Operations-John  Peffer 
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Problem  Solved  by 
a  District  Manager 


Dave's  product  was  good,  but 
No.  Florida,  So.  Georgia  sales 
spotty. 


He  was  missing  a  big  market, 
and  couldn't  see  why. 


Joe  Hosford  said  Atlanta  is 
212  miles  away,  and  Jackson- 
ville is  158.  Use  WCTV  to  fill 
the  gap. 


Blair  TV  Associates  saw  the 
agency.  They  bought;  Dave 
sold  and  sold  .  .  . 


and  won  the  cruise  to  Nassau! 


WCTV 


Tallahassee 
Thomasville 


for  North  Fla.  and  South  Ga. 

Jolin   H.   rliifrfrs 
Broatlcasling  SlatioiM 


EGGHEADS 

(Cont'd  from  page  41) 

medicine  man  on  the  back  end  of  the 
buckboard?  Except  in  terms  of  reach- 
ing more  people? 

Here's  another,  from  a  young 
housewife,  a  former  secretary:  "I 
started  to  buy  my  husband  an  electric 
razor.  Practically  all  of  the  major 
brands  are  offered  at  around  $17.50- 
plus  in  the  local  stores,  showing  the 
manufacturer's  list  price  as  about 
$32.95.  'Save  $15.45.'  Who  are  they 
kidding?  You  aren't  'saving'  any- 
thing, because  that  list  price  could 
just  as  well  be  shown  as  $99.95  or 
$199.95. 

"They're  'on  sale'  in  the  mail-order 
catalogs  the  year  round,  with  other 
appliances  'formerly  $319.50,  now 
$199'  for  a  tv  set.  'Formerly'  when? 
How  do  you  expect  me  to  have  con- 
fidence in  advertising  claims?  And 
what  kind  of  a  moron  do  you  take  me 
for  anyway?" 

How  about  that?  Are  "deceitful" 
or  "exaggerated"  too  harsh  as  adjec- 
tives for  what  the  lady  describes? 

Let's  listen  to  a  dyed-in-the-wool 
intellectual,  a  college  professor  of  lit- 
erature. 

"I'm  a  smoker  and  have  no  inten- 
tion of  giving  it  up  at  the  moment. 
But  where  is  the  social  justification 
in  the  tobacco  companies  adding 
cheaper,  harsher  tobaccos  to  a  filtered 
cigarette  and  then  palming  it  off  on 
the  public  as  a  'milder,  less  irritating,' 
presumably  safer,  smoke? 

"Maybe  you  cant  expect  the 
tobacco  companies  to  run  ads  warn- 
ing their  products  may  produce 
cancer.  Especially  when  it  hasn't 
been  proven  beyond  a  shadow  of  a 
doubt.  But  they  are  spending  mil- 
lions in  what  is  to  my  mind  pretty 
plainly  an  intention  to  mislead,  to 
confuse  and  to  deceive." 

Witness  4,  the  economist,  speaks: 

"We're  not  arguing  that  advertis- 
ing per  se  is  bad.  Undoubtedly  it 
serves  a  purpose  in  providing  market 
information  to  the  consumer.  And  it 
may  sharpen  competition  sometimes 
and  promote  bigger  markets.  But 
you  are  always  arguing  that  adver- 
tising as  such  brings  down  prices. 
Sure,  they  have  gotten  the  razor  the 
young  lady  spoke  about  back  to  about 
its  1937  price  level.  But  advertising 
didn't  do  that.  Any  more  than  so- 
called  fair  trade  did  it.  The  discount 
house  did  it. 


"What  do  you  tell  your  clients? 
That  the  campaign  will  sell  more  and 
help  them  bring  down  their  prices  to 
consumers?  Or  do  you  infer  the  cam- 
paign will  build  an  'image'  that  will 
command  a  higher  price  for  the  same 
article?  If  advertising  produces  lower 
prices,  why  are  so  many  industries 
that  are  among  the  big  users  of  ad- 
vertising— cosmetics  and  drugs,  say — 
among  the  longest-profit  categories? 
And  why  have  prices  risen  more  in 
these  than  in  smaller,  more  truly 
competitive  fields  where  you  do  not 
have  'industry-administered'  prices 
or  heavy  promotion? 

"Another  thing:  advertising  tha 
merely  switches  buyers  from  om 
brand  of  a  particular  soap  manufai 
turer  to  another  more  or  less  identic 
brand  of  the  same  manufacturer,  ca 
not  possibly  do  anything  but  add  t 
the  cost  which  the  consumer  pays 

"I'm  oversimplifying,  but  if  you 
fellows  are  going  to  make  speeches 
about  economics  instead  of  advertis- 
ing, you  really  ought  to  bone  up  on 
the  subject  some  in  contemporary 
terms." 

Before  you  hard-boiled  practical 
types  start  dismissing  all  this  as  the 
opinions  of  intellectuals  who  make  up 
only  a  minute  share  of  the  total  mar- 
ket, consider  this:  These  are  the  peo- 
ple —  the  influencing  factors  —  who 
form  the  long-run  outlook  of  the  pop- 
ulation just  as  much  as  you  do.  Pos- 
sibly more.  Anybody  check  lately 
on  how  many  of  the  copy  cubs  and 
their  wives  take  their  buying  cues 
from  Consumers  Union  instead  of  the 
agency  client  list? 

What  disturbs  us,  frankly,  having 
spent  a  lifetime  in  advertising  and 
manufacturing,  is  that  there  is  real 
substance  to  the  criticism. 

And  it  is  not  just  the  HI'  fellers 
with  phony  vacuum  cleaner  bait  ads 
who  are  under  attack.  It's  big-spend- 
ing drug,  chemical,  tobacco,  auto- 
motive industries,  et  al. 

We  do  not  deny  that  a  pitch  to  "get 
up  and  still  get  five  stay-in-bed  bene 
fits"  is  pretty  clever  stuff.  Or  that  it 
sells  drugs.  Some  people  will  go  for 
anything.  But  that  should  be  a  worry, 
not  a  justification.  That  people  like 
our  doctor  or  housewife  are  not  de- 
ceived is  a  shabby  defense.  The  fact 
is,  millions  are  deceived. 

Julian  Watkins'  "100  Greatest  Ads" 

cites  such  famous  works  as  Cadillac's 

(Please  turn  to  page  85) 
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LOOK!  WLOS-TV  IS  CHANGING 

THE  RATING  PICTURE  IN  THE 
CAROLINA  TRIAD!  \ 


In  just  two  months,  WLOS-TV's  new  management  has 
shaped  ABC's  great  line-up  and  strong  new  local  program- 
ming into  the  powerful  new  force  in  the  Carolina  Triad 
rating  picture. 

The  prominent  new  position  enjoyed  by  WLOS-TV  is  shown 
in  the  figures  below.  Watch  for  further  impressive  gains! 


ARB  — NOVEMBER  — 1958  .  .  .  Asheville  •  Greenville  •  Spartanburg 


SHARE  OF  AUDIENCE 


SUNDAY  through  SATURDAY 
6:00  PM  to  1  0:00  PM 

WLOS-TV 30.5% 

Station  "b" 38.4% 

Station  "c" 23.2% 


MONDAY  through  FRIDAY 
3:00  PM  to  6:00  PM 

WLOS-TV 35.2% 

Station  "b" 30.5% 

Station  "c" 22.5% 


Remember — WLOS-TV  delivers  the  only  unduplicated 
VHF  network  service  and  the  only  complete  coverage 
of  this  rich  triad — 425,360  TV  homes  in  62  counties  of 
six  states*,  with  retail  sales  of  $1,848,670,000. 

*NCS  §3— All  TV  Homes     Sales  Management— May,  1958 

Represented  by  Peters,  Griffin,  Woodward,  Inc. 
Southeastern  Representative:  James  S.  Ayers  Co. 


The  "Early  Show"— 6:15-7:30  p.m.  Monday  thru 
Friday  has  the  highest  weekly  cumulative  rating 
in  the  November  book. 

"American  Bandstand"  on  WLOS-TV  is  the  highest- 
rated  daytime  show  in  the  Carolina  Triad ! 

WLOS-TV 

Unduplicated  ABC  in  Asheville  -  Greenville  -  Spartanburg 

WIOS       AM-FM 
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Topeka  has 

1  TV  Station 

WIBW-TVisit 


That's  Why 

NOBODY  FROM  NOWHERE 

Can  Saturate 

TOPEKA 

like 

WIBW-TV 

SATURATES  TOPEKA 


ALL  DAY -ANY  DAY 

Here's  why  survey-proved  WIBW-TV  is 
your  best  buy  for  complete  coverage 
of  the  entire  Topeka  Farm  market. 

•  WIBW-TV  commands  the  viewing  audi- 
ence.   Note  current   survey   figures: 

Share  of  Audience  Monday-Sunday 

7:45-12  N.         12N.-6p.m.    6  p.m.-12  Mid. 
57.0%  50.3%  51.1% 

•  In  the  447  rated  quarter-hours .  .  . 
WIBW-TV  ranked  FIRST. 

•  In  the  top  15  Once-a-Week  shows  (with 
an  average  program  rating  of  44.13)  .  .  . 
WIBW-TV  had  an  overage  rating  of 
37.69%. 

•  WIBW-TV  serves  38  rural  and  urban 
counties  in  the  heart  of  Kansas  .  .  .  where 
total  gross  income  for  1957  was 
$719,277,000.00.    1958  is  a  banner  year. 

•  WIBW-TV  saturates  218,190  TV  homes. 

(NCS-#3) 
• 

Survey  Figures  Prove 
WIBW-TV's  Value 

•  Not  even  the  combined  efforts  of  3  dis- 
tant Kansas  City  TV  stations  can  begin  to 
dent  the  Rich  Topeka  Form  Market,  accord- 
ing to  a  current  survey. 

Share   of   Audience 

Monday-Sunday 

7:45       12N  6  p.m. 

12N      6p.m.  12Mid. 

WIBW-TV,    TOPEKA    57.0%  50.3%  51.1% 

Sfa.  A,   Kansas  City   10.7       10.0  9.7 

Sta.    B,    Konsos   City     6.1        10.4  9.6 

Sfa.   C,   Kansas  City  13.4       14.7  15.3 

WIBW-TV  CBS -ABC 

Channel  13       Topeka,  Kansas 

REPRESENTED  BY  AVERY- KN0DEL,  INC. 


SYNDICATION 

(Cont'd  from  page  33  I 

•  Flamingo  Films  has  recently 
become  a  part  of  the  Buckeye  Corp.. 
which  will  also  control  Pyramid  Pro- 
ductions. 

•  MCA,  which  has  been  a  major 
factor  in  network  films  through  its 
subsidiary  Revue  Productions,  may 
direct  even  more  attention  to  syndica- 
tion, once  sale  of  its  Paramount  Pic- 
ture package  of  features  is  completed. 

There  are  many  factors  governing 
the  expansion  of  these  and  other  film 
syndicators.  and  indications  add  up 
to  a  boom  likely  to  start  for  syndi- 
cation this  year  and  continuing  well 
into  the  1960's. 

Network  situations  have  a  great 
deal  to  do  with  syndication's  new 
optimism.  Any  changes  in  option 
time  relationships,  in  so-called  "must 
buy"  requirements,  in  possible  di- 
vorcement of  network  time  and  fa- 
cilities from  production  services — or 
any  other  trend  or  ruling  the  FCC 
might  spur — can  only  work  heavily 
in  favor  of  syndication. 

The  drying  up  of  new  feature  film 
sources  will  also  play  the  market 
more  and  more  into  the  hands  of 
syndication  programing  with  each 
successive  season.  Even  if  post  1948 
features  should  be  released  in  quantity 
to  tv  stations,  it's  doubtful  that  a 
thoroughly  satisfactory  solution  can 
be  found  to  the  problem  of  how  to 
broadcast  wide-screen  features.  In 
fact,  it  might  almost  be  said  the  wide- 
screen  was  introduced  to  prohibit 
telecasting    of    future    feature    films. 

The  use  of  videotape  carries  with 
it  some  potentialities  for  production 
economies  in  the  next  few  seasons, 
with  costs  running  33%  to  50%  below 
film  expenditures.  However,  the 
action-adventure  program  that  has- 
been  a  mainstay  of  syndication  re- 
quires elaborate  location  shooting 
tied  to  film  editing.  Although  remote 
units  are  now  becoming  available  for 
tape  production  for  tv  in  the  field, 
reassembling  varied  interior  and 
exterior  shots,  camera  angles,  etc. 
from  video  tape  segments  still  appears 
to    present    a    formidable    obstacle. 

While  many  tv  film  syndicators  will 
get  into  tape  this  year,  most  will  do 
so  only  to  become  familiar  with  it  in 
order  to  protect  themselves.  Worth 
noting  is  that  fact  that  all  tape  syndi- 
cation programing  and  production  to 


date  is  based  on  "live'"  rather  than 
film  programing — namely,  the  enter- 
tainment series  to  be  made  by  CBS 
Films,  the  locally  produced  programs 
being  distributed  by  Guild's  Syndi- 
Tape  division,  and  other  tape  oper- 
ations. 

Tape-swapping  by  stations  will  un- 
doubtedly increase  in  coming  months. 
At  present,  many  stations  that  have 
locally-originated  programs  of  general 
interest  will  tape  them  with  an  eye 
to  exchanging  these  reels  with  those 
of  other  stations.  However,  this  pro- 
graming is  presently  designed  mainly 
to  appeal  to  "run  of  station"  partici- 
pation advertisers. 

Westinghouse  Broadcasting  has 
moved  into  tape  syndication  with  in- 
formational programs.  Initially,  two 
NBC  TV  programs,  Youth  Wants  to 
Know  and  American  Forum  of  the 
Air  will  be  taped  for  distribution  to 
WBC  outlets  and  for  sale  to  other 
stations.  The  thinking  behind  the 
move  involves  the  goal  of  getting  this 
type  of  programing  into  prime  time 
schedules  for  the  first  time.  Wide 
syndication  sales  of  these  shows  will 
depend  on  getting  advertisers  or  sta- 
tions who  wish  to  present  a  new  image 
to  the  public. 

What  will  be  the  role  of  syndication 
in  the  over-all  tv  spending  picture  of 
the  national  advertiser?  While  some 
tv  spenders  like  Amoco  have  entirely 
dropped  network  in  favor  of  syndi- 
cation, it's  doubtful  that  syndication 
will  be  treated  extensively  as  an  alter- 
native to  network.  For  the  national 
advertiser,  syndication  is  looming  as 
a  method  to  be  used  in  addition  to 
syndication  for  extra  support  in  spe- 
cial areas  or  markets.  It's  even  possi- 
ble that  syndication  will  come  to 
specialize  in  supportive  campaigns  for 
established  brands,  with  network  re- 
taining the  spearhead  efforts  for  new 
products. 

With  syndication  enjoying  large! 
scale  national  ad  money  for  the  firsl 
time,  and  with  regional  expenditure^ 
by  non-network  advertisers  well  or 
an  increase  besides,  it's  no  surpris 
that  almost  everyone  in  the  film  o| 
tape  fields  is  tooling  up  for  a  veri 
active  year.  Along  with  this  may  als<T 
come  new  importance  for  the  agenci 
film  buyer,  as  well  as  new  status  and 
vitality  for  the  film  makers  .im| 
sellers. 
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Meet  George  Gould,  and  discover  a  prime 
reason  why  NTATelestudios  has  asserted  such 
dynamic  leadership  in  the  field  of  tape  for 
television.  As  head  man  of  the  burgeoning  NTA 
Telestudios  operation,  Gould  has  built  the 
industry's  finest  plant  designed  specifically  for 
custom  tape  productions.  More  important, 
he's  staffed  the  Telestudios  operation  from  top 
to  bottom  with  men  and  women  who  reflect 
George  Gould's  desire  and  ability  to  do  it  better 
for  you  with  tape.  At  NTATelestudios,  every 
session  moves  smoothly,  with  the  confidence 
born  of  Gould's  15  years  of  live  network 
experience.  At  NTATelestudios,  you  work  with 
the  most  complete  custom  tape  facilities 
available.  At  NTATelestudios  you  work  with  the 
people  who  want  to  give  you  more,  the 
experienced  people  who  have  more  to  give. 

NTATELESTUDIOS 

Leading  the  field  of  tape  with  commercial 
productions  for  key  agencies  such  as: 

N.W.  AVER  &  SON;  LEO  BURNETT;  DANIEL  &  CHARLES; 

D.C.S.&  S.;  FOOTE  CONE  &  BELDING;  KETCHUM  MacLEOD  &  GROVE;  % 

C.  J.  LaROCHE;  LENNEN  &  NEWELL;  MARSCHALK  &  PRATT; 

MAXON;  McCANN-ERICKSON;  MOGUL  LEWIN  WILLIAMS  &  SAYLOR; 

NORMAN  CRAIG  &  KUMMEL;  REACH  McCLINTON 

NTA  Telestudios,  1481  Broadway,  N.Y.,  LO  3-1122 


Interview:  ^J^<Jt  (^^ 


Sullivan,  Stauffer,  Colwell  &.  Bayles,  Inc.  Timebuyer,  Jack  Canning, 
tells  why  he  selects  WLW  TV-Radio  Stations  for  PALL  MALL  Cigarettes. 


"Sure,  I  buy  time 
for  PALL  MALL  Famous 
Cigarettes  on  the  Crosley 
Stations  because  their 
greater  length  of 
audience  filters 
commercials  farther 
into  smooth  pleasure 
for  advertisers." 


"Yes,  WLW  Television  and  Radio 

Stations  really  pack  in  a  full  house  of 

viewers  across  the  Midwest  and  into  the 

South  for  sponsor's  sure-fire  sales  success." 


"Outstanding— and  that's 
putting  it  mildly!" 


Call  your  WLW  Stations  Representative  .  . .  you'll  be  glad  you  did! 


WLW-T 

Television 
Cincinnati 


WLW-C 

Television 
Columbus 


WLW-D 

Television 
Dayton 


WLW- J 

Television 
Atlanta 


WLW- 

Television 
Indianapolis 


Network  Affiliations:  NBC;  ABC;  MBS  •  Sales  Offices:  New  York,  Cincinnati,  Chicago,  Cleveland  •  Sales  Representatives:  NBC  Spot  Sales:  Detroit.  Bomar  Lowrance 
&  Associates,  Inc.,  Atlanta,  Dallas.  Tracy   Moore  &  Associates:  Los  Angeles,  San  Francisco Crosley  Broadcasting  Corporation,  a  division  of  AVCO 
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SPOT  RADIO 

(Cont'd  from  page  37) 
and    special    service    announcements 
for    many    types    of    local    religious, 
fraternal,  political,  or  community  or- 
ganizations. 

sponsor  believes  that  radio  is.  po- 
tentially, a  far  greater  source  of  com- 
munity service  than  newspapers  hut 
so  far  tew  stations  have  shown  enough 
imagination  in  developing  new  types 
of  service  features. 

Public  affairs.  In  addition  to  news, 
editorials  and  service,  there  are  other 
types  of  radio  activities  which  fall 
into  the  class  of  public  affairs. 

These  include  the  support  of  local 
charitable  and  educational  activities, 
the  broadcast  of  special  events  of 
community  or  regional  interest,  as 
well  as  a  responsibility  for  providing 
radio  programs  which  contribute  to 
the  social  and  political  welfare  of  the 
area. 

While  it  is  true  that  many  radio 
station  operators  have  taken  leading 
parts  in  such  activities,  SPONSOR  asks 
this  one  direct  question  of  every  sta- 
tion man :  "Have  you  done  more  in 
the  past  year  than  your  leading  local 
newspaper  or  your  leading  local  tv 
station?" 

Only  by  outdoing  its  competitors 
can  radio  establish  itself  as  the  com- 
munity medium. 

Business  knoivledge.  Finally,  there 
is  one  highly  important  area  of  com- 
munity life  in  which  many  radio  sta- 
tions are  woefully  weak,  especially 
by  comparison  with  their  newspaper 
competitors. 

This  is  the  area  of  practical  busi- 
ness knowledge  of  their  own  local 
market  and  marketing  conditions. 

sponsor  has  been  told  by  at  least 
a  dozen  top  advertising  managers 
and  agency  men  in  the  past  six 
months  that  their  greatest  source  of 
inside  knowledge  about  any  U.S. 
market  is  still  the  newspaper  opera- 
tor. 

Many  newspaper  marketing  activi- 
ties, especially  in  large  cities  such  as 
Chicago,  New  York,  and  Milwaukee, 
where  the  Tribune,  News,  and  Senti- 
nel provide  detailed  and  voluminous 
marketing  studies,  are  far  bevond  the 
scope  or  pocketbook  of  most  radio 
operators. 

But  sponsor  suggests  that  any  ra- 
dio station  man  who  wants  to  build 
his  national  busi  ness,  should  thorough- 
ly    familiarize     himself     not     merely 


with  the  cold  statistics  about  his  mar- 
ket but  with  such  valuable  and  perti- 
nent details  as  local  distribution  pat- 
terns, buying  operations  and  ware- 
housing facilities,  especially  in  the 
grocery,  drug,  automotive,  tobacco, 
gasoline  and   appliance   fields. 

He  should  get  to  know  his  local 
chain-store  operators,  district  mana- 
gers and  supervisors  for  national 
manufacturers,  and  should  thorough- 
ly educate  himself  in  the  kinds  of 
problems  they  face. 

The  more  he  can  build  himself  as 
an  authority  on  local  business  and 
local  business  men,  the  greater  will 
be  his  prestige  among  national  adver- 
tisers. 

Five  keys  to  the  "community 
image."  These  five  avenues  of  com- 
munity activity — news,  editorializing, 
service,  public  affairs  and  business 
knowledge — can  build  for  radio,  and 
radio  spot  an  overwhelmingly  favor- 
able impression  among  national  ad- 
vertisers. 

Radio,  however,  cannot  claim  these 
virtues  without  deserving  them.  And 
far  more  intense  activity  is  required 
at  the  station  level  in  most  markets. 

Once  this  work  is  underway,  and 
beginning  to  show  results,  then  the 
next  step  is  to  sell  this  "community 
medium"  image  of  radio  to  the  com- 
mercial world. 

Next  week,  as  Part  Five  of  its  $500 
Million  Plan,  discusses  new  types  of 
sales  approaches  for  spot  radio.     ^^ 


2$  STAMP 

(Cont'd  from  page  42) 
work  combinations  each  Tuesday 
(prior  to  the  Wednesday  newsstand 
appearance).  McCalls  has  stuck  to 
its  subscription  emphasis  with  short 
flights.  Kiplinger.  one  of  the  biggest 
mail  order  accounts  I  for  Changing 
Times)  is  heavy  on  sustained  week- 
end schedules,  using  primarily  power 
stations  in  large  metropolitan  areas. 

(21  Radio  plus  direct  mail.  Heavi- 
est user  of  this  de\ice  is  Reader's 
Digest.  While  a  campaign  through  J. 
Walter  Thompson  emphasizes  news- 
stand circulation,  separate  campaigns 
through  Schwab.  Beatty  &  Porter  for 
both  the  magazines  and  Condensed 
Books  is  geared  to  a  direct-mail  fol- 
low through. 

(3)  Per  inquiry.  Gaining  new 
popularity  over  the  past  year  are  sta- 
tions specializing  in  the  handling  of 


direct  mail,  billing  on  tin-  basis  on 
inquiry.  One  such  station.  WW  I,. 
New  Orleans,  noted  a  decline  in  re- 
sponse following  the  postal  rate  hike 
of  last  August,  but  returns  rose  again 
after  people  got  used  to  the  idea. 

2.    Insurance  Companies 

While  radio  has  been  raking  in  in- 
surance leads  for  a  number  of  years, 
increased  activity  is  indicated  b)  a 
$25( >.000  schedule  ordered  by  one  in- 
surance company  for  a  campaign  be- 
ginning the  end  of  February  on  NBC 
Radio. 

Here's  what  these  companies  have 
found  out  about  radio: 

l  1  I  Pinpointing  impact.  Just  as 
magazines  can  key  to  newsstand  re- 
lease dates,  insurance  companies  can 
key  to  regional  offices  requiring 
strengthening.  Metropolitan  Life  has 
used  a  successful  plan  for  several 
years:  stations  in  each  area  are  rated 
on  the  number  of  inquiries  for  a 
health  booklet  plugged  on  local  news- 
casts. 

(2 1  Reaching  specialized  groups. 
Continental  Casualty .  in  its  current 
pitch  to  prospects  over  65,  is  direct- 
ing its  advertising  to  a  specific  mar- 
ket. Classical  music  stations  and  ad- 
jacencies to  women-appeal  programs 
are  part  of  the  four-week  campaigns. 

(3)  Dramatizing.  It's  difficult  to 
get  glamour  into  insurance.  But  use 
of  a  personality  can  create  a  friendly 
feeling.  Thus.  Mutual  of  Omaha  is 
getting  identification  with  Bob  Con- 
sidine  on  NBC  Radio. 

3.   Soap 

One  soap  advertiser  told  SPONSOR 
that  he  sees  the  new  postal  situation 
this  way : 

The  rise  in  the  two-ounce  third 
class  bulk  rate  I  1 '  L>c  to  2c  I  is 
33%%.  Rut  the  same  rate  for  one 
pound  l  16c  as  compared  with  1  1-c  i 
is  only  a  14r^   increase. 

This,  he  sa\s.  max  divert  much  di- 
rect mail  activity    into  sampling. 

A  hea\\  radio  user  counters  this 
thinking  with  tin  view  that  a  strong 
radio  pitch  prior  to  introduction  ol  a 
product  will  pull  a  greater  sampling 
response.  The  recipients  will  be  con- 
ditioned to: 

•  \\  hat  to  expect  from  the  sample. 

•  \  desire  to  have  the  product. 

This  combination  of  radio  and  di- 
rect mail  would  harness  the  economy 
of  radio  with  the  least  expensive  form 
of  direct   mail.  ^ 
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In  the  midst  of  the  current  controversy,  SPONSOR  ASKS: 

What  is  your  reaction  to 

the  Ed  Murrow  broadcast? 


With  national  interest  focused  on 
Ed  Murrow's  radio  show  The  Busi- 
ness of  Sex,  station  men  report 
their  reactions  to  the  broadcast. 


C.   Wallace   MarHn,  president  &  gen. 
mgr..  W'MSC,  Columbia,  S.  C. 

Mr.  Murrow's  CBS  Radio  Show 
The  Business  of  Sex  has  undoubtedly 
attracted  more  attention  to  radio  than 
any  single  broadcast  of  recent  years. 
In  most  quarters.  I  have  found  gener- 


It  was 

an  effective 

presentation 

and  in   good 

taste 


ally  favorable  comments  concerning 
this  program.  It  is  universally  ac- 
knowledged that  rumors  have  been 
widespread  for  a  number  of  years 
concerning  the  use,  by  businesses 
large  and  small,  of  sex  as  a  means  of 
attracting  and  holding  clients.  It  is 
generally  agreed  that  there  must  be 
some  truth  to  these  rumors;  and,  also 
that  such  practices  are  both  inadvis- 
able and  immoral. 

On  the  assumption  that  Mr.  Mur- 
row was  reporting  on  a  problem 
which  exists  on  a  significant  scale,  it 
is  my  opinion  that  it  is  the  duty  of 
journalism  to  bring  the  matter  to  the 
public's  attention.  I  will  go  further 
to  say  that  I  feel  that  the  program 
was  handled  in  good  taste,  and  that 
radio  is  the  most  effective  medium 
for  such  a  presentation. 

While  reaction  to  this  program 
from  the  general  public  has  been 
mostly  favorable,  the  all-too-usual  de- 
rogatory remarks  were  forthcoming 
from  columnists  in  most  print  media. 
Raymond  Moley,  in  his  syndicated 
column,  questioned  that  such  a  show 


was  Radio's  Correct  Role;  and  he  had 
this  to  say  about  network  radio: 
"They  are  definitely  in  show  business. 
They  are  also  in  a  sort  of  journal- 
ism." He  added,  "The  Murrow  per- 
formance was  a  confusion  of  the  two 
functions.  If  the  same  sort  of  expose 
had  been  done  under  the  traditions  of 
newspapers,  the  characters  in  it  would 
have  been  named  or  at  least  made 
sufficiently  known  so  that  they  might 
provide  a  means  by  which  the  ma- 
chinery of  law  enforcement  might  get 
at  the  evil  and  do  something  about 
it."  At  this  point,  I  would  like  to 
mention  that  Marie  Torre  of  the 
Herald  Tribune  is  not  the  only  news- 
paper columnist  who  has  failed  to 
identify  a  source  when  publishing 
disclosures. 

Television  has  tended  to  steal  the 
spotlight  from  radio  during  recent 
years,  and  has  more  often  been  the 
"whipping  boy"  of  newspaper  colum- 
nists, despite  the  great  and  continuing 
vitality  of  radio  in  American  homes, 
businesses  and  automobiles.  Mr.  Mur- 
row has  once  again  attracted  major 
attention  to  a  radio  program  and  to 
radio.  I  salute  him  and  CBS  for  what 
I  consider  significant  and  courageous 
journalism. 


Frank     Monaghan,     program    director, 
WGB1,   Scranton-Wilkes   Bane,   Pa. 

The  Business  of  Sex,  whether  re- 
ceived with  shock  or  indifference,  was 
enlightening  and,  certainly,  an  excel- 
lent example  of  the  remarkable  prog- 
ress of  broadcast  journalism.  So  far 
as  we  are  concerned,  CBS  should  be 
applauded  for  another  important  con- 
tribution to  the  industry.  More  than 
that,  they  should  be  encouraged  to 
step  up  this  type  of  reportorial  serv- 
ice. They  do  it  superbly  well  as  evi- 
denced by  the  Galindez-Murphy  Case 
and  Who  Killed  Michael  Farmer?  It 
seems  to  me  that  any  program  man- 
ager C maybe  I'm  old  in  the  job  after 
25    years)    would    welcome    such    a 


radio  jewel,  especially  in  these  days 
of  the  "stagnant  sameness"  of  the 
middleground  music  services. 

One  unfortunate  result  of  The  Busi- 
ness of  Sex  was  almost  to  be  ex- 
pected .  .  .  "sensationalism."  Whether 
you  regard  the  subject  matter  as 
sordid  or  exciting,  it  involves  very 
atractive  young  ladies  engaged  in  a 
profession  almost  always  referred  to 
as  "scandalous."  For  those  who 
missed  the  program  and  got  their  re- 
ports second-hand,  the  impressions 
got  a  little  out  of  proportion.  We 
even  had  one  responsible  listener 
(who  didn't  listen)  tell  us  that  CBS 
reporters  took  their  assignments  "as 
a  very  serious,  if  not  intimate,  chal- 
lenge." 

As  a  result  of  such  comments  and 
other  equally  erroneous  reports,  we 
feel  that  The  Business  of  Sex  should 
be  rebroadcast  to  sort  of  "clear  the 
air."  As  a  matter  of  fact,  we  have 
already  made  this  request  of  CBS. 

We're  a  little  puzzled  by  Ed  Mur- 
row's participation  in  the  program. 
Just  guessing,  we  imagine  that  be- 
cause of  the  delicacy  of  the  topic,  the 
network  felt  the  need  for  a  person  of 
his  stature  and  believability  to  "carry 


CBS  should 
step   up 
this  type  of 
reporting 


it  off."  It  would  seem  instead  that 
Mr.  Murrow  got  "carried  off"  in  the 
attendant  recriminations  and  name- 
calling.  Even  though  CBS  News  makes 
a  conscious  effort  to  give  equal  billing 
to  its  correspondents,  Murrow's  ex- 
posure and  publicity  over  the  years 
puts  him  in  a  different  league.  \\  e 
think  such  assignments  as  The  Busi- 
ness of  Sex  should  be  divided  up 
(Please  turn  to  page  56) 
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SHERATON 


Which  of 

these 
39  cities 

is  your 
next  stop? 


EAST 

NEW  YORK 

BOSTON 

WASHINGTON 

PITTSBURGH 

BALTIMORE 

PHILADELPHIA 

PROVIDENCE 

ATLANTIC  CITY 

SPRINGFIELD,  Mass. 

ALBANY 

ROCHESTER 

BUFFALO 

SYRACUSE 

BINGHAMTON,  N.Y. 

(opens  early  1959) 

MIDWEST 

CHICAGO 

DETROIT 

CLEVELAND 

CINCINNATI 

ST.  LOUIS 

OMAHA 

AKRON 

INDIANAPOLIS 

FRENCH  LICK,  Ind. 

RAPID  CITY,  S.  D. 

SIOUX  CITY,  Iowa 

SIOUX  FALLS,  S.  D. 

CEDAR  RAPIDS,  Iowa 

SOUTH 

LOUISVILLE 

DALLAS 

(opens  early  1959) 

AUSTIN 

MOBILE 

WEST  COAST 

SAN  FRANCISCO 

LOS  ANGELES 

PASADENA 

PORTLAND,  Oregon 

(opens  fall  1959) 

CANADA 

MONTREAL 

TORONTO 

NIAGARA  FALLS,  Ont. 

HAMILTON,  Ont. 


. . .  Sheraton's 

RESERVATRON  got 

him  his  hotel  reservation 
in  just  4  seconds! 


A  call  to  the  nearest  Sheraton  Hotel  sets  in  motion  the 

world's  fastest  hotel  reservation  service.  RESERVATROH, 

new  electronic  marvel,  reserves  and  confirms  your  room  in 

any  Sheraton  Hotel  coast  to  coast  in  split  seconds! 

For  hotel  reservations  for  your  next  trip,  just  phone  Sheraton. 

Let  RESERVATROH  take  it  from  there. 


FREE  BOOKLET  to  help  you  plan 
trips,  sales  and  business  meetings, 
conventions.  96  pages,  describing 
Sheraton  facilities  in  39  major  cities. 
MEMBERSHIP  APPLICATION  for  the 
Sheraton  Hotel  Division  of  the 
DINERS'  CLUB.  This  card  is  an 
invaluable  convenience  for  the 
traveler  —  honored  for  all  Sheraton 
Hotel  services. 
Just  send  us  this  coupon  — 


Sheraton  Hotels,  Dept.  50,  470  Atlantic  Ave..  Boston  10,  Mass. 

Please  send  me,  without  obligation:     □  Sheraton  facilities  booklet 

□  Membership  application  for  the  Sheraton  Hotel  Division  of  the  Diners'  Club 

Name 

Address 

City Zone Stale 
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SPONSOR  ASKS 

{Cont'd  from  page  54) 
among    a    number    of    reporters.     It 
seems  to  us  that  such  a  policy  would 
lend  even  more  credence  to  the  pro- 
grams. 

Reaction  to  the  program  in  the 
Scranton-Wilkes  Barre  area  other 
than  singled  out  above  was  almost 
wholly  "vocal."'  Wire  stories  were 
carried  in  the  local  papers  but  none 
bothered  to  comment  editorially.  The 
station  received  a  few  calls  .  .  .  the 
usual  "highly  commendable"'  or 
"downright  irresponsible"  .  .  .  but 
nothing  in  quantity. 

It's  quite  possible  that  our  pro- 
motion was  inadequate  and  this  may 
be  another  reason  why  we  want  a 
second  crack  at  the  program.  What- 
ever the  case,  we  think  The  Business 
of  Sex  was  mighty  good  for  radio 
(no  pun  intended)  and  we  look  for- 
ward to  scheduling  similar  features 
I  either  from  CBS  or  locally  produced) 
in  the  future. 


Thomas  P.  Chisman,  president,  WVEC, 

W  I  EC-TV,  Norfolk-Hampton,  Va. 

My  reaction  was  one  of  great  sur- 
prise. Surprise  that  network  offi- 
cials would  allow  this  program  to  go 
on  the  air. 

Had  the  program  proved  a  pur- 
pose or  provided  a  solution  to  a 
problem  or  even  had  a  newsworthy 
angle  I  could  understand  its  being 
given  network  exposure.  But  to  pro- 
vide time  on  a  respected  network  to 
tell  a  nation-wide  audience  that  there 
were  such  people  as  prostitutes  seems 
like  having  a  doctor  tell  people  there 
is  sickness  in  the  world. 

If  the  network's  objective  was  to 
educate  and  enlighten  the  people  the 


Show  was 
seemingly 
broadcast  for 
publicity 
purposes 


program  and  the  material  presented 
fell  far  short.  A  project  such  as  NBC 
is  currently  carrying,  Image  Russia, 
is  far  more  interesting  and  impor- 
tant to  the  people  today  than  the  ex- 


ploitation of  a  few  metropolitan  filles 
de  nuit. 

Also  the  unfortunate  public  finger 
pointing  at  businessmen  and  their 
alleged  alliances  with  the  forces  of 
evil  seemed  to  me  to  be  included  in 
the  program  solely  for  its  publicity 
value.  I'm  sure  the  vast  majority  of 
big  business  organizations  wouldn't 
know  how  to  reach  one  of  Mr.  Mur- 
row's  guests  even  if  they  knew  about 
them.  And  I'm  just  as  sure  that  a 
number  of  business  firms  manage  to 
conduct  their  business  during  normal 
business  hours  and  muddle  along 
without  the  necessity  of  providing 
supplementary  amour  for  their  cli- 
ents. 

If  Mr.  Murrow's  eye-opener  was 
broadcast  for  publicity  purposes, 
which  seems  to  be  the  only  answer, 
he  certainly  made  his  point  —  to  the 
embarrassment  of  the  radio  medium 
which  has  done  a  superb  job  of  reju- 
venating its  dignity  and  acceptabil- 
ity over  the  past  few  years. 

In  this  day,  when  there  is  a  tre- 
mendous competitive  struggle  going 
on  between  media  of  all  kinds  for  the 
advertiser's  dollar,  the  joy  of  news- 
papers everywhere  when  Mr.  Mur- 
row's revelations  were  unfolded  can 
readily  be  imagined.  No  wonder  the 
press  front-paged  the  lovely  garbage 
aroma  that  was  released.  This  was 
wonderful  news  —  for  them.  For  the 
radio  industry  as  a  whole  I  can  only 
feel  that  it  has  been  done  a  great 
disservice. 

Education  for  enlightenment  still 
originates  in  the  classroom  and  if  the 
mass  communications  media  is  to  be 
used  in  the  future,  I  hope  that  the 
creators  of  future  documentaries  ob- 
serve a  few  of  the  proprieties  the 
majority  of  Americans  have  been 
taught  since  childhood. 


John     H.     De    Witt,    Jr.,    president, 
WSM,   WSM-TV,  Nashville,  Tenn. 

My  first  reaction  to  the  now  cele- 
brated Murrow  program  was  one  of 
regret  intermixed  with  anger. 

The  regret  was  that  network  radio, 
which  has  been  doing  a  tremendous 
job  recovering  from  the  onslaught  of 
television  over  the  past  several  years 
and  has  regained  a  great  deal  of  its 
stature,  should  be  given  exposure  of 
this  type  rather  than  exposure  of  the 
initiative  and  creative  endeavor  that 


has  helped  it  regain  its  prestige  and 
recognition  in  the  communications 
field. 

The  anger  stems  from  the  unfavor- 
able radio  programing  concept  the 
so-called  "documentary"  has  given 
the  American  public.  The  intimation 
that  radio's  future  role  must  be  one 
of  sensationalism  to  be  acceptable. 
This  is  a  flagrant  affront  to  every  ra- 
dio station  operator  who  has  been 
carefully  developing  integrity  and  be- 
lievability  in  his  station's  presenta- 
tions to  the  public  over  a  period  of 
years. 

Exploitation  of  the  unfortunate 
participants  in  the  world's  oldest 
profession  is  as  old  as  the  profession 
itself.  In  the  field  of  journalism  it  is 
used  constantly  by  the  «ptly-termed 
scandal    sheets    for    circulation    pur- 


My  reaction 
was   one 
of  regret 
and  anger 


poses.  It  is  seldom  given  exposure 
in  the  more  responsible  press  in  the 
nation  and  should  therefore  have  no 
place  in  the  equally  responsible  pro- 
graming of  radio  stations  with  a 
proper  sense  of  public  service. 

The  most  distressing  part  of  the 
broadcast's  repercussions  was  that  it 
completely  overshadowed  one  of  the 
truly  great  public  service  projects 
network  radio  has  created  in  several 
years.  I  am  referring  to  Image  Rus- 
sia which  NBC  has  been  running 
since  21  January.  This  ambitious 
undertaking,  a  fine  example  of  the 
use  of  radio  in  depth  for  public  edu- 
cation and  enlightenment  is  certain- 
ly of  greater  import  to  radio's  vast 
audience  during  these  days  of  hot 
and  cold  running  wars  than  the  obvi- 
ous revelations  of  moral  delinquents. 

And  this  is  only  one  of  several  fine 
programing  concepts  introduced  by 
NBC  and  its  Matthew  Culligan,  whose 
efforts  on  behalf  of  the  radio  indus- 
try have  done  a  great  deal  to  enhance 
its  prestige.  These  are  concepts  that 
will  be  remembered  long  after  Mr. 
Murrow's  sensationalism  has  been 
relegated  to  the  limbo  of  all  such 
attempts.  ^ 
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as  basic  as  the  alphabet 


o 


o 


ne-way  route  to 
Michigan  sales  and 
profits 

Seventy  per  cent  of 
Michigan's  population 
commanding  75  per 
cent  of  the  state's  buy- 
ing power  lives  within 
WWJ's  daytime  pri- 
mary coverage  area. 


EGYPTIAN 

From  about  4000  B.C.  to  394 
A.D.,  hieroglyphs  adapted 
spoken  language  to  human 
sight  so  that  the  priests,  and 
later  the  common  people,  could 
read.  The  Egyptian  picture-sign 
for  eye  was  probably  the  be- 
ginning  of  our  letter  O. 

PHOENICIAN 

Around  2000  B.C.,  the  people 
of  Byblos  and  Tyre  (the  real 
inventors  of  the  alphabet)  be- 
gan to  let  each  sign  stand  for 
a  separate  sound.  Thus,  the  eye 
sign    became    their   letter   'ayin. 

GREEK 

The  legendary  Cadmus  is  said 
to  have  transported  17  Phoeni- 
cian letters  from  the  Isle  of  Thera 
to  serve  as  the  basis  of  the  Greek 
alphabet.  True  story  or  not,  time 
changed  'ayin   to  omicron. 

ROMAN 

By  700  B.C.,  a  number  of  Greek- 
inspired  alphabets  had  devel- 
oped in  Italy,  spreading  rapidly 
to  the  Etruscans,  Oscans,  Um- 
brians  and  the  Romans.  Along 
the  way,  omicron  became  the 
Latin   O. 


Historical  data  by 

Dr.  Donald  J.  Lloyd,  Wayne  State  University 


Open  your  Spring  Campaign  on  WWJ, 
Detroit's  Basic  Radio  Station.  With  an  audi- 
ence that's  81  per  cent  adult,  this  broadcast  leader  gives 
you  exceptional  penetration  and  impact  where  most 
Michigan  dollars  are  earned  and  spent. 

On-Top  Favorites  in  Detroit  are  Hugh  Roberts, 
Faye  Elizabeth,  Dick  French,  Bob  Maxwell,  and  Jim 
DeLand  —  and  the  exclusive  features  originating  at  the 
WWJ  "radio-vision"  studios  at  Northland  and  Eastland 
Shopping  Centers.  Buy  WWJ  —  it's  the  basic  thing  to  do! 


m    m    m  m    m    m    i  AM  and  FM 

WWJ  RADIO 

Detroit's  Basic  Radio  Station 


Owned  ond  operated  by  The    Detroit    News 

NBC  Affiliate 

national  Representatives:  Peters,  Griffin,  Woodward,  Inc. 
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REACH 


WEEK  A 


WEEK  B 


Participation  in  three  key  V2 
hours  one  week,  alternating 
with  three  other  key  V2  hours 
the  next  week  to  give  the  par- 
ticipating advertiser  exposure 
in  six  different  shows  (Class 
AA  and  A  time)  every  two 
weeks. 

3 — Minutes  per  week.. $1200 
3— CB  per  week *  900 


Sat.     7:00   P.  M.      HONEYMOONERS 


FrI.     7:00   P.  M.     UNION   PACIFIC 


The  November  ARB  gives  the  six  BIG  I  I  REACH  shows  a  two-week  cumulative  rating 
of  85.2.  This  figures  to  a  weekly  average  of  42.6  average  rating.  ARB  shows  non-duplicated 
reach  for  these  programs  of  50.2  homes  one  or  more  times. 

WIIC  CHANNEL  11,  PITTSBURGH 


X 


REPRESENTED  NATIONALLY  BY 

BLAIR-TV 
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WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


ADVERTISERS 


Present  indications  are  that  Lev- 
er will  reshuffle  at  least  half  of 
its  present  list  of  eight  tv  net- 
work shows. 

The  four  that  look  as  though 
they're  set  to  continue  for  next  sea- 
son with  Lever  are  Price  Is  Right, 
Father  Knows  Best,  Groucho  Marx 
and  Have  Gun  Will  Travel. 


Campaigns: 

•  Jack   Ruppert   Brewing    Co. 

has  upped  its  1959  advertising  sched- 
ule in  metropolitan  New  York  by 
45%  over  1958.  The  number  of  tv 
commercials  has  been  increased  by 
more  than  500%  in  the  past  four 
months,  with  all  20-second  and  10- 
second  spots  in  prime  evening  time. 
Its  new  advertising  push  reverts  back 
to  the  theme  used  in  1951:  "'Knock, 
knock  for  Knickerbocker."  Agency: 
Compton. 


•  Hafner  Coffee  Co.  of  Pitts- 
burgh selected  the  Wheeling  market 
for  its  initial  pilot  campaign  of  its 
new  "Fine  Cup  Coffee"  brand.  The 
campaign  covers  three  phases:  first, 
a  teaser  saturation  on  tv  featuring 
Basil  Rathbone,  followed  by  merchan- 
dising support  and  promotional 
stunts  with  models  dressed  as  French 
maids  serving  coffee  on  street  corners 
and  at  luncheons.  The  third  phase  of 
the  13-week  effort  will  concentrate 
heavily  on  tv  and  radio  with  the  in- 
troduction of  special  "surprise'  sale 
pitches. 

•  Sehaefer  Brewing's  teaser 
theme,  "What  d'ya  hear  in  the  besl 
circles,"  has  been  launched  into  a  full 
campaign,  which  includes  tv  spots  in 
11  markets,  radio  and  print.  The  cir- 
cle theme  is  based  on  the  word  'round' 
and  will  employ  everyday  objects, 
like  bowling  balls,  pizza  pies,  and 
things  that  go  with  beer,  as  long  as 
they're  round.   Agency:  BBDO. 

Here's  the  line-up  of  the  best  vi- 
deo advertisements  produced  in 
Los   Angeles   during   1958  —  se- 


MY  FEETS  HURT!  says  Buddy  MacGregor, 
new  personality  at  KXOX,  St.  Louis,  after 
promotion     featuring     fluorescent    footprints 


CRIME  PREVENTION  plaque  goes  to  CBS  Radio  for  its  presentation,  Who  Killed  Michael 
Farmer?  Shown  here  (I  to  r):  Irving  Gitlin,  CBS  News;  CBS'  president  Arthur  Hull  Hayes; 
J.    H.    Grimsey,    National     Exchange    Club    who    made    the    award;     producer    J      McMullen 
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BENTON  &  BOWLERS  got  beat  by  PGW 
in  media  execs,  meet.  Shown  (I  to  r  top): 
Stan  Kreiser,  Stan  Rosenfeld,  B&B;  Bob  Bailey, 
Bob  Mirth,  PGW;  Dave  Allen,  Merrill  Grant, 
B&B.  Kneeling:  Fred  Krais,  Chuck  Kinney, 
Den    Gillespie,    all    PGW;    Pete    Berla,    B&B 


SANTA'S  HELPER  gets  early  (or  late?)  start  as  KBOX,  Dallas,  promotes  "Christ- 
mas in  January"  theme  to  area  ad  execs.  Station  deliberately  delayed  holiday  gifts, 
substituted    beautiful    model    for    traditional    bearded    gentleman    to    present    them 


-,: 

*1 

.1 

* 

aJ, 

H  via 

"GIRAFFE"  covered  annual  Nat'l  Western 
Stock  Show  as  KBTV,  Denver  cameraman  took 
to  air  in  this  rig  loaned  by  United  Air  Lines 


HOWDY!  Bank  officers,  Ted  Meloy,  v.p.  (I) 
and  Paul  Schroeder,  pres.,  don  10-galloners 
with  WKOW-TV's  John  Schermerhorn  (r)  to 
promote  Bank  of  Madison   (Wis.)   ad  program 


60 


FLIGHT  DAY  drew  record  crowd  (40,000)  when  nation's  Tactical  Air  Command  and  WAVY-TV, 
Portsmouth,   Va.,   staged   "Open   House,"   remote   telecast   from   nearby   Langley  Air   Force    Base 


CINDERELLA  Penny  Nickols  of  KIOA,  Des 
Moines,  gets  hand  from  Don  MacKinnon  try- 
ing on  shoes  sent  in  response  to  promotion. 
Shoe     that     fitted     won     donor     new      outfit 


A  PENNY  APIECE  was  offer  made  to  listen- 
ers by  KGVO,  Missoula,  Mont.,  for  Christ- 
mas cards.  Anita  Price  reclines  in  the  sea  of 
102,000  sent  for  donation  to  Salvation  Army 


SPONSOR 


14  FEBRUARY  1959 


the  most  watched  station  in  Sioux  City. 

KVTV CHANNEL  9 


1st 


in  share  of  audience  -  from  sign-on  to  sign-off,  KVTV  has  58' 
What  are  the  reasons  for  KVTV  dominance? 


share  of  audience.  Station  B  has  42.6r 


Programing.  Sioux  Citians  tune  to  KVTV  to  see  12  of  the  15  highest  rated 
network  programs.  The  five  highest  rated  syndicate  shows  and  8  of  the  top  ten 
all  are  on  KVTV.  And  on  Channel  9  are  seen  the  world's  greatest  movies— MGM, 
United  Artist,  20th  Century,  Selznick,  Screen  Gems  and  Columbia.  Then,  too, 
KVTV  completely  dominates  the  Sioux  City  market  in  live,  local  shows. 

Yes,  programing  keeps  KVTV  1st  choice  in  Sioux  City.  See  your  Katz  man. 
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Am 


lected  by  the  Hollywood  Ad  Club : 
In     the     tv     category,     Dodge 

i  Grant )  for  the  best  in  live  action ; 
Butter-Nut  Coffee  (Buchanan- 
Thomas)  tops  in  the  animation  class; 
Kaiser  Aluminum  &  Chemical 
Corp.  (Y&R),  best  institutional  com- 
mercials; Burgermeister  Beer 
(BBDO)  voted  the  best  I.D.;  and 
Playhouse  Pictures,  with  JWT,  re- 
ceived the  award  for  the  best  pro- 
gram title  used  on  The  Ford  Show. 

Radio  awards  went  to  Tilla- 
mook Cheese  (Botsford,  Constan- 
tine  &  Gardner)  for  the  best  straight 
presentation ;  Chic  k  en-of -the-Sea 
(EWR&R)  for  the  best  jingle;  and 
Zee  Toilet  Tissues  (C&W)  for  the 
best  humorous  commercials. 

Strictly  personnel :  Robert  Wheel- 
er, director  of  advertising,  elected 
v.p.  of  the  Boyle-Midway  Division, 
American  Home  Products  Corp.  .  .  . 
George  Leary,  named  general  sales 
manager  of  Borden  Foods  Co.  .  .  . 
Craig  Carragan,  to  director  of  ad- 
vertising for  the  Biscuit  division  of 
National  Biscuit  Co. 


AGENCIES 


Bryan  Houston,  chairman  of  the 
board  of  Bryan  Houston,  Inc., 
pointed  out  some  common  pit- 
falls that  can  detract  from  adver- 
tising effectiveness  at  a  meeting 
of  the  4  A's  Southeast  council  in 
Atlanta,  last  week. 

Here's  what  he  had  to  say  about 
commercials: 

"Be  careful  that  your  gimmick  does 
not  strangle  you.  We  are  seeing  an 
unusual  number  of  forced  commer- 
cials on  tv,  and  hearing  an  even  great- 
er number  on  radio.  Please  do  not 
think  that  I  hold  any  brief  for  the 
finger  pointing,  repetitious  'Uncle 
Sam  Needs  You'  type  of  'hard  sell' 
commercials.  Except  as  they  might 
interfere  with  a  sporting  event,  they 
seem  to  do  very  little  harm  or  good." 

Another  speaker  at  the  Atlanta 
meeting  of  the  4  A's: 

Ernest  A.  Jones,  president  of 
MacManus,  John  &  Adams,  of- 
fered some  ways  to  help  undermine 


THINGS  ARE 


OPPING 


Bouncing.  Building.  It's""the^Qew"sound  of  WBZ  .  .  .  the 
sound  that  has  Boston's  ear  morning/till  night.  An  all-new, 
hit-studded  program  lineup. (Magnetic  personalities.  Hot, 
on-the-scene  news  coverage/  Up-to-the-second  service 
reports.  Fresh,  exciting,(listenable.  That's  the  bright  pop 
sound  that  keeps  the  bigjaudience  tuned  to  Boston's  Most 
Popular  Station. 


Represented  by  PGW 


-w 


DjAL      1030 

BOSTON 


WBZA  SPRINGFIELD 


Westinghouse  Broadcasting  Company,  Inc. 


the  ever-growing  "Madison  Avenue 
myth."  Here's  what  he  thinks  should 
be  done: 

"With  population  explosively  grow- 
ing, the  leadership  duties  of  every 
citizen  will  multiply  a  hundred  fold. 
Advertising  people  are  particularly 
conditioned  in  persuasive  leadership 
and  all  of  us  should  exercise  our  re- 
sponsibilities to  the  limit  of  our  abili- 
ties, from  the  PTA  level  on  up." 

Moving  from  what  ad  men  can  do 
to  what  agencies  are  doing  today, 
Jones  reflected  upon  a  worrisome 
topic  among  agencies  and  clients: 
the  merger  trend. 

His  conviction:  "A  few  'super' 
agencies  will  never  control  the 
advertising  business  for  the  sim- 
ple reason  that  agencies  are  not  man- 
ufacturing concerns  or  chain  stores, 
and  never  can  be  for  all  we  have  to 
offer  is  creative  brains. 

"And  I  do  not  think  that  even  the 
most  ardent  exponent  of  strength 
through  size  arbitrarily  states  that 
doubling  or  tripling  size  increases 
brain  power  proportionately." 

Agency  appointments:  The  Sim- 
mons Co.  for  its  Hide-a-Bed  sofa  and 
other  upholstered  products,  from 
Y&R  to  McCann-Erickson.  Y&R 
continues  advertising  for  the  Beauty- 
rest  and  other  Simmons  mattresses 
.  .  .  Schenley  Industries,  for  its  Cresta 
Blanca  Wine  billing  $500,000,  from 
Norman,  Craig  &  Kummel  to  Doyle 
Dane  Bernbach  .  .  .  The  Weston 
Biscuit  Co.  of  Passaic,  N.  J.,  to  the 
L.  H.  Hartman  Co.  .  .  .  Tigrett  In- 
dustries of  Jackson,  Tenn.,  manufac- 
turer of  infant  furniture  and  play 
equipment,  to  INoble-Dury  &  Asso- 
ciates, of  Memphis  and  Nashville  . . . 
Vick  Products  Division,  for  its  Vicks 
Cough  Syrup  and  for  Lavoris  Mouth- 
wash and  Gargle,  to  Morse  Interna- 
tional .  .  .  The  American  Stores  Co., 
Philadelphia,  to  Gray  &  Rogers  to 
handle  radio  and  tv  advertising 
throughout  southeastern  Pa.,  N.  J. 
and  part  of  Delaware  .  .  .  Booth  Bot- 
tling Co.  to  Wermer  &  Schorr, 
Philadelphia  .  .  .  The  James  0.  Welch 
Co.  of  Cambridge  and  Los  Angeles, 
to  the  James  Thomas  Chirurg  Co. 
with  plans  for  tv  advertising  east  of 
the  Rockies  .  .  .  Robb  Ross,  Inc., 
Sioux  City,  for  its  Sum-R-Aid  pow- 
dered soft  drink,  to  Allmayer,  Fox 
&  Reshkin,  Kansas  City. 

Disengagement :  Colgate  and  John 
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W.  Shaw  agency  in  Chicago  have 
'mutually  agreed"  to  end  their  ad- 
vertising agreement  on  the  Colgate 
Mens  Line,  effective  7  May. 

New  agency:  Jack  W.  Runyon 
&  Co.,  at  26  OFarrell  Street,  San 
Francisco.  Initial  clients  include  the 
Pepsi-Cola  Bottle  Companies  of  San 
Francisco  and  the  Belfast  line  of  soft 
drinks. 

People  in  the  news:  Lloyd  Har- 
ris joins  SSC&B  as  v.p.  and  manager 
of  the  media  department,  and  Ed- 
ward Dooley  has  been  named  a  v.p. 
and  management  supervisor  at  the 
agency  .  .  .  Henry  Buccello,  to  v.p. 
at  Guild,  Bascom  &  Bonfigli  .  .  .  John 
Hoagland  left  BBDO  to  join  Ogilvy, 
Benson  &  Mather  as  v.p.  and  associ- 
ate tv/radio  director  .  .  .  Edward 
Baczewski,  appointed  associate  me- 
dia director  at  Cunningham  &  Walsh, 
and  James  Ducey,  to  media  group 
supervisor  at  the  agency  .  .  .  D. 
Barker  Lockett,  to  associate  tv/ 
radio  creative  director  of  Needham, 
Louis  &  Brorby  .  .  .  Edward  Trax- 
ler,  to  director  of  tv  and  radio,  and 
account  executive  at  Allmayer,  Fox  & 
Reshkin,  Kansas  City  .  .  .  Stanton 
Osgood,  to  Ted  Bates  &  Co.'s  Holly- 
wood office  .  .  .  Herb  Haft,  to  direc- 
tor of  public  relations  for  Coordi- 
nated Marketing  &  Advertising  Co. 
.  .  .  John  Fengler,  becomes  a  broad- 
cast producer  in  the  tv/radio  depart- 
ment of  N.  W.  Ayer  .  .  .  George 
Cincibus,  copy  director  of  all  media 
at  S.  A.  Levyne,  Baltimore  .  .  .  John 
Paul  Jones,  radio/tv  producer-direc- 
tor at  the  Frank  B.  Sawdon  agency, 
New  York  .  .  .  William  Phillips,  to 
account  executive  on  Maxwell  House 
Coffee  at  Ogilvy,  Benson  &  Mather 
.  .  .  Fred  Honigman,  to  assistant  to 
the  radio/tv  v.p.  and  Stella  Porter, 
to  radio/tv  timebuyer  at  Adrian 
Bauer  &  Alan  Tripp,  Philadelphia  .  .  . 
Donald  Shields  and  Stephen 
Wells,  account  executives  at  Arnold 
&  Co.,  Denver. 

New  executives  at  the  Joseph 
Katz  Co.  of  Baltimore:  Stanley 
Blumberg,  formerly  v.p.  and  gen- 
eral manager,  named  president; 
Harry  Kullen,  v.p.;  and  Gertrude 
Myers,  to  secretary-treasurer. 

More  personnel  news:  Alan 
Bloomfield,     account     director     at 


North  Advertising  .  .  .  Michael 
Allen,  to  the  Hollywood  office  of  N. 
W.  Ayer  .  .  .  Richard  Olar,  art 
director,  Stern,  Walters  &  Simmons, 
Chicago  .  .  .  Stanley  Colberson,  to 
Hoefer,  Dieterich  &  Brown,  San  Fran- 
cisco, as  account  executive  .  .  . 
George  Hanft,  to  the  art  staff  and 
Wesley  Payne,  assistant  production 
manager  at  K&E,  Los  Angeles  .  .  . 
Alan  Randall,  marketing  account 
executive  for  Ketchum,  MacLeod  & 
Grove  .  .  .  Thomas  Burch,  account 
supervisor,  Tatham-Laird,  Chicago 
.  .  .  Frederick  Williams,  account 
executive  at  Clinton  E.  Frank,  Chi- 
cago .  .  .  Norman  Wain,  named 
radio-tv  director  of  Wyse  Advertising, 
Cleveland  .  .  .  George  Zachary,  di- 
rector of  production  for  General 
Artists  Corp.-Tv  .  .  .  Frederick  Steb- 
bins,  account  executive,  F&S&R  .  .  . 
David  Strouse,  senior  account  exec- 
utive at  Warwick  &  Legler  .  .  .  Ted 
Malone,  to  director  of  radio,  tv  and 
film  at  the  House  of  J.  Hayden  Twiss, 
New  York  .  .  .  Marion  Forster,  as- 
sociate research  director  at  Compton 
.  .  .  Dick  Goodman,  copywriter; 
Florence  Dart,  media  coordinator; 
Edward  Meyer,  assistant  account 
executive;  Peter  Triolo,  media  su- 
pervisor; and  Louis  Redmond,  to 
copy  group  head,  all  at  Ogilvy,  Ben- 
son &  Mather. 


ASSOCIATIONS 


The  NAB,  via  a  committee  chair- 
maned  by  Howard  Lane,  of  Portland, 
Ore.,  is  tooling  up  for  a  campaign 
with  this  objective: 

Correcting  with  the  right  infor- 
mation distorted  impressions  that 
columnists  and  other  critics  of  tv 
have  been  conveying  about  tv 
programing. 

Robert  D.  Swezey  spoke  out  last 
week  against  officials  who  oppose  the 
airing  of  legislative  sessions,  terming 
it  a  "serious  impediment  to  the  free 
flow  of  information." 

Swezey,  chairman  of  NAB's  Free- 
dom of  Information  Committee  and 
executive  v.p.  and  general  manager 
of  WDSU,  New  Orleans,  expressed 
this  viewpoint  before  the  Georgia 
Radio-Tv  Institute. 

Noting  that  Speaker  Sam  Rayburn 
does  not  permit  airing  the  House  of 
Representatives  proceedings,  Swezey 
added :  "This  actually  deprives  people 


of  an  opportunity  to  watch  their  Gov- 
ernment in  action." 

Promoting  the  industry : 

•  Today  marks  the  beginning  of 
1959  Advertising  Week,  sponsored 
by  the  Advertising  Federation  of 
America  and  the  Advertising  Associ- 
ation of  the  West.  The  campaign: 
all-segments  of  advertising  will  unite 
to  remind  people  of  the  vital  role  ad- 
vertising plays  in  the  nation's  econo- 
my. The  promotion,  created  by  B&B, 
features  this  theme:  "More  jobs,  bet- 
ter products,  lower  prices!  Advertis- 
ing works  for  you." 

•  NAB's  "Impact  of  tv"  cam- 
paign, via  film  spots,  topped  the  $2.5 
million  mark  (in  value  of  air  time) 
last  week,  with  a  total  of  196  member 
stations  using  them.  The  film:  ani- 
mation conveying  the  impact  of  vari- 
ous types  of  tv  programs,  emphasiz- 
ing the  theme:  "Nothing  brings  it 
home  like  tv." 

•  RAB  is  trying  to  pump  more 
advertising  dollars  by  oil  companies, 
into  radio,  via  its  "Operation  Gaso- 
line" campaign.  The  target:  23  of 
the  big  oil  companies.  They  will  be 
hit  with  a  study  of  the  media  habits 
of  gas  station  patrons,  called  "Gaso- 
line—Who Gets  In  The  Last  Word." 

Meeting  notes:  The  spring  conven- 
tion   of   the   Ohio   Association   of 

Broadcasters  will  be  at  the  Terrace 
Hilton  Hotel,  Cincinnati,  24  April .  .  . 
Workshop  on  advertising  research  of 
the  Association  of  National  Ad- 
vertisers will  be  at  the  Hotel  Pierre, 
1  April  .  .  .  Annual  conference  of  the 
Western  States  Advertising  Agen- 
cies Association  will  be  at  the  Oasis 
Hotel  in  Palm  Springs,  23-25  April 
.  .  .  4A's  1959  annual  meeting  will 
be  at  the  Greenbriar,  in  White  Sul- 
phur Springs,  W.  Va.,  23-25  April. 

Thisa  'n'  data:  Advertising  Re- 
search Foundation  is  offering  a 
13- week  seminar  in  operations  re- 
search for  advertising  and  marketing 
people  on  Thursday  evenings,  through 
30  April  .  .  .  Herbert  Evans,  v.p 
and  general  manager  of  Peoples 
Broadcasting  Corp.,  Columbus,  0., 
will  be  NAB's  delegate  to  the  Inter- 
American  Association  of  Broad- 
casters .  .  .  Governor  Rockefeller  will 
be  the  keynote  speaker  at  the  Legisla- 
ture Dinner  of  the  N.  Y.  State  As- 
sociation of  Radio  and  Tv  Broad- 
casters, in  Albany,  3  March. 
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wherever  they  be 


W©V 

IN  N.  Y.  C.  and  VICINITY 


over  two  million  Italians  agree 


" ',ih\ovebu< 


Someday,  perhaps,  we'll  be  selling  outer  space. 
At  the  moment,  however,  our  efforts  are  more 
localized,  encompassing  the  17  county  greater 
New  York  area.  This  "atmosphere"  is  WOV  terri- 
tory—a territory  which  encompasses  over 
2,100,000  Italian  speaking  people  — the  largest 
"Italian  City"  in  the  world. 

It  is  larger  than  Boston,  Atlanta,  Cincinnati  and 
Columbus,  Ohio  combined!  And  it  is  getting  even 
larger  every  day.  Just  the  increase  by  immigration 
alone  since  1948  (1 18,330)  is  greater  than  the  en 


tire  population  of  Erie,  Pennsylvania  —  or  Duluth 
and  almost  twice  the  size  of  Galveston. 

If  you  want  ALL  of  the  greater  New  York  market 
you  cannot  ignore  the  "Italian  City"  concept.  And 
if  you  want  this  "Italian  City"  you  cannot  reach  it 
without  the  radio  voice  of  WOV. 


WOV, 


f    V_>^     ▼    NEW  YORK -ROME 

Representatives:  John  E.  Pearson  Co 
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THE  BIG  "F  IN 
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KMSO-Ch.  13 
Television 


Tremendous   coverage 
Terriffic  results 


ASK   CILL-PERNA 


KMSO-  MISSOULA 


IT'S  fi  FACT! 


1859— John  H.  Gregory  discovered  the  first 
gold  lode  in  Gilpin  County,  Colorado... 
The  population  of  Denver  was  4,726! 

1959— Population  of  the  Denver  TV  cover- 
age area  served  by  Channel  9  is 
1,479,500  people  who  have  a  spend- 
able income  of  $2,803,077,000! 

IT'S  ALSO  A  FACT! 

One  day  spot  saturation  on  Channel  9 
for  Denver  Car  dealer  resulted  in 
42  new  tar  sales  in  one  day.  A 
new  record! 

Channel  9  personalities  promoted  kids 
theatre  party  and  outpulled  com- 
petition's identical  promotion  . . . 
same  day,  same  time— two  to  one! 

THEFSCTIS... 

For  the  best  buy  in  Denver 


KBTV 


CHANNEL 


THE  FAMILY  STATION 


Join  the  "Rush  To  The  Rockies" 
Come  to  Colorado  in  '59  .  .  . 


They  were  elected:  Kay  Larson, 

of  WHEN-TV,  Syracuse,  to  president 
of  the  Central  New  York  chapter  of 
The  American  Women  in  Radio  and 
Tv  .  .  .  Conway  Robinson,  of 
WBAL,  Baltimore,  to  director  of  the 
Northwest  region  of  the  National  As- 
sociation of  Radio  and  Tv  Farm  Di- 
rectors .  .  .  Robert  Fehlman,  of 
WHBC,  Canton,  to  chairman  of  the 
Ohio  Association  of  Broadcasters 
committee  establishing  an  emergency 
communications  disaster  network 
within  the  state. 

New  officers  of  the  Metropolitan 
Phoenix  Broadcasters:  president, 
John  Redfield,  KIFN;  v.p.,  How- 
ard Stalnoker,  KPHO-TV;  secre- 
tary-treasurer, Sheldon  Engel, 
KRIZ. 


FILM 


With  many  film  sales  at  this  time 
of  year  hinging  on  prime  time 
clearance  midseason  starts,  there 
were  indications  last  week  of 
some  success  in  overcoming  this 
obstacle. 

MCA,  for  example,  reports  that  it 
was  able  to  get  7  to  11  p.m.  in  43  of 
the  46  markets  sold  for  Secret  Agent 
7. 

However,  only  19  (or  44%)  of 
these  markets  were  cleared  between 
7:30  and  10:30  p.m. 

Sponsors  involved  include  Lucky 
Strike,  Tareyton,  Genesee  Beer,  Drew- 
rys,  Phillips  66  and  others. 

Organizational  moves:  A  Chicago 
investment  trust  to  work  in  tv  films 
has  been  set  up  with  Hank  Saperstein 
and  Arthur  Greene,  with  properties 
reportedly  worth  $5  million  .  .  .  Three 
Arts  Distributors,  a  French  film  and 
recording  firm,  has  opened  a  New 
York  branch. 

Sales :  Screen  Gems'  Rescue  8  sold  to 
Max  Factor  for  four  Alaska  markets; 
Screen  Gems  reports  series  is  now 
sold  in  every  market  of  the  11  West- 
ern states  .  .  .  Other  sales  of  Rescue  8 
include  Tastykake's  buy  of  Philadel- 
phia via  WRCV-TV,  and  Schlitz  Beer 
as  alternate  sponsor  on  WTAR-TV, 
Norfolk  .  .  .  UAA  reports  sales  of  fea- 
tures and  cartoons  to  WMTW-TV, 
Poland  Springs,  Me.;  WAST-TV,  Al- 
bany, N.  Y.;  WATE-TV,  Knoxville; 
WOC-TV,  Davenport;  WJIM-TV, 
Lansing;  WTVJ,  Miami;  KRON-TV, 


San  Francisco;  KIRO-TV,  Seattle; 
WHDH-TV,   Boston   and   KLAS-TV, 

Las  Vegas. 

Production  notes:  Screen  Gems 
has  appointed  Robert  Sparks  as  syn- 
dication production  director  .  .  . 
NTA  will  syndicate  a  new  Bishop 
Sheen  series  on  videotape,  originat- 
ing on  WNTA-TV,  New  York;  series 
will  be  titled  Life  of  Christ  .  .  .  Gal- 
axy Attractions  has  signed  Laurence 
Olivier  as  narrator  and  William  Wal- 
ton as  composer  in  an  hour-long  se- 
ries based  on  Winston  Churchill's 
History  of  the  English-Speaking  Peo- 
ples .  .  .  George  Bagnall  Associates 
has  developed  Synchro-Vox,  a  new 
lip  synchronization  technique,  used 
in  its  Clutch  Cargo  series. 

Promotions:  MCA  reports  that 
WCBS-TV's  Late  Show  had  one  of 
its  strongest  rating  weeks  with  the 
Paramount  Features  promotion  of 
January  25  to  31  .  .  .  WCBS-TV  fol- 
lows up  this  promotion  with  Fabu- 
lous February,  drawing  on  several 
features  packages  .  .  .  ABC  Films  re- 
ports winner  of  Man  With  a  Camera 
contest  is  Vera  Schulte  of  WCPO-TV, 
Cincinnati  .  .  .  Another  ABC  Films 
promotion  involves  a  mammoth  bill- 
board for  26  Men  visible  to  New 
York  commuters  at  125th  Street  stop 
.  .  .  Screen  Gems  reports  Jimmy 
Blaine,  star  of  Ruff  and  Redely,  will 
make  personal  appearances  in  be- 
half of  the  NBC  TV  series. 

Commercials:  Swift-Chaplin  Pro- 
ductions of  Hollywood  is  now  in  its 
sixth  year  of  making  commercials 
for  Alka-Seltzer,  Hamm's  beer  and 
other  clients  .  .  .  Filmack's  New 
York  studio  has  added  Dave  Fern 
as  creative  director  and  chief  ani- 
mator .  .  .  Playhouse  Pictures  of 
Hollywood  is  preparing  color  anima- 
tion titles  for  the  Ford  Show  on  NBC 
TV;  two  First  Place  awards  from  the 
Hollywood  Advertising  Club's  series 
went  to  Playhouse  for  Burgermeister 
Beer  commercials  through  BBDO  and 
for  Ernie  Ford  program  titles  .  .  . 
George  Miles  Ryan  studios  of  Min- 
neapolis appointed  Joseph  N.  Haw 
as  account  executive  and  Edward  J. 
Grabo  as  technical  director  of  color 
print  services. 

Music    in    commercials:      Music 

Makers  of  New  York  provided  mu- 

( Please  turn  to  page  75) 
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In  the  20  counties  which 


make  up  the  Greater  Washingto: 
Area,  Pulse  shows  WTOP 
with  the  most  quarter-hour 
wins  . . .  351  out  of  504!  Clear 
proof  that  in  Washington, 


the  important  station  is  . . . 


WASHINGTON,   D.  C. 

An  affiliate  of  the  CBS  Radio  Network 
Represented  by  CBS  Radio  Spot  Sales 

operated  by 

THE   WASHINGTON    POST  BROADCAST   DIVISION 

WTOP  Radio.  Washington,  D.C. 
WJXT,  Channel  4,  Jacksonville,- Florida 


REACH 

FIRST 
DETROIT 


with 


wjbk-tvs  MORNING 


MOVIE! 


Famons  on  the  local  scene 


Children  off  to  school  .  .  .  husband  off  to  work  ...  a  cup 
of  coffee  and  now  a  Good  Movie!  The  "Morning  Show" 
is  the  first  feature  film  of  the  day  in  Detroit,  Monday 
through  Friday  at  9:00  AM.  Every  show  is  a  top-flight 
feature  from  UNITED  ARTISTS,  SCREEN  GEMS, 
NTA,  RKO,  and  coming  soon,  PARAMOUNT. 

Strategic  programming  to  1,900,000  Television  homes 
is  one  reason  why  WJBK-TV  has  a  consistent  #1  rating 
in  the  nation's  fifth  market  —  9  billion  dollars  worth  of 
purchasing  power!  With  this  leadership  and  being  Mich- 
igan's first  station  with  full  color  and  Video-Tape  facil- 
ities, WJBK-TV  tops  them  all  in  dominating  Detroit  and 
southeastern  Michigan.       Represented  by  the  Katz  Agency 

100,000  Watts     CBS  AFFILIATE      1057-foot  tower    N.Y.  Sales  Office:  623  Madison  Ave.,  N.Y.  22  •  PLaza  1-3940 


DETROIT 


WJBK-TV      WJW-TV      WSPD-TV     WAGA-TV      WITI-TV 

Detroit  Cleveland  Toledo  Atlanta        Milwaukee 


What's  happening  in  U.  S.  Government 
that  affects  sponsors,  agencies,  stations 
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The  quiet  on  the  Potomac  for  the  broadcast  trade  remained  unshattered  this 
week. 

Nothing  to  ruffle  the  even  tenor  of  the  business — or  even  egos — came  to  the  surface  in 
either  bureaucratic  or  Congressional  areas.    The  routine-like  events  included: 

DON'T  HAVE  TO  TAKE  COMMERCIALS  TOO  LITERALLY:  An  FTC  examiner  ruled 
a  commercial  can't  be  condemned  just  because  it  fails  to  prove  something. 

At  issue  is  a  tv  demonstration  by  Hutchinson's  Waterproof  Auto  Wax  on  which  gasoline 
is  poured,  set  afire  and  doused  with  cold  water.  The  FTC  had  charged  that  this  failed  to  prove 
the  wax  is  resistant  to  heat  and  cold.  (The  examiner's  ruling,  of  course,  is  subject  to  overturn 
by  the  Commission.) 

PROTECT  BROADCASTERS  FROM  LIBEL  SUITS  IN  POLITICALCASTS:  The  NAB 
has  asked  the  Supreme  Court  (as  amicus  curiae)  to  rule  that  stations  can't  be  sued  for  what 
political  candidates  say  when  using  these  facilities.  The  Communications  Act  forbids  cen- 
sorship by  radio  and  tv  broadcasters,  making  them,  contends  the  NAB,  helpless  to 
stop  libel. 

AN  EDGE  FOR  EDUCATIONAL  TV:  Senators  Scott  and  Clifford  Case  have  introduced 
a  bill  which  would  give  preference  to  educational  tv  when  a  commercial  license  hold- 
er relinquishes  a  vhf  channel. 

NO  FAVORS  FOR  PROFESSIONAL  SPORTS:  Senator  Kefauver  has  introduced  a  sports 
anti-trust  bill  which  would  give  the  professionals  very  little  exemption.  As  to  the  hot  point  of 
exclusion  of  broadcasting,  Kefauver  would  make  the  FCC  the  judge  of  when  sports  entre- 
preneurs would  be  permitted  to  act  in  concert  to  ban  radio  and  tv. 


In  an  atmosphere  strongly  suggesting  horse-trading  for  tv  frequencies,  a  special 
committee  set  up  by  the  Office  of  Civilian  Defense  Mobilization  recommended  that 
a  three-man  committee  study  the  whole  range  of  uses  of  the  spectrum. 

Leo  Heough,  OCDM  director,  said  he  would  recommend  to  Congress  that  it  provide  for 
a  5-man  group  to  be  appointed  by  the  President.  Duties  would  be  to  look  into  all  govern- 
ment and  non-government  uses  of  radio  waves. 

Congress  is  expected  to  provide  for  such  a  study,  but  with  some  members  to  be  named  by 
the  House,  some  by  the  Senate  and  some  by  the  President. 

FCC  commissioner  T.  A.  M.  Craven  indicated  in  an  appearance  before  the  Senate  Com- 
merce Committee  last  year  that  he  was  exploring  with  OCDM  an  idea  under  which  present  tv 
channels  2-6,  plus  probably  all  of  uhf  tv  assignments,  would  be  traded  to  the  military  for  a 
band  of  space  immediately  above  present  channel  13. 

Chairman  Doerfer  in  a  recent  New  York  speech  also  alluded  to  a  possible  solution  of 
the  tv  channel  shortage,  involving  a  continuous  band  of  vhf  channels. 

Craven  looked  toward  25  channels  in  one  spot  on  the  spectrum.  He  said  that  while  this 
would  outmode  present  receivers,  it  would  be  much  better  than  shifting  tv  to  uhf, 
as  has  been  proposed.  He  pointed  out  that  sets  to  receive  all  channels  would  be  as  economical 
to  produce  as  present  sets,  and  added  that  all  of  the  channels  would  be  competitive  in  coverage 
— unlike  uhf  as  opposed  to  vhf. 

Meanwhile,  deep  and  unsettling  changes  appear  more  and  more  likely  for  tv — 
in  the  distant  future. 
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A  rundown  of  syndication  spending  by  non-network  advertisers  in  midseason 
shows  there's  been  a  sizable  increase  in  this  kind  of  business  for  1958-59  over  any 
previous  year. 

Here  are  some  of  the  principal  regional  buys  presently  in  three  of  the  important  indus- 
tries in  syndication: 

BEER:  Budweiser  has  NTA's  U.  S.  Marshal  in  90  markets;  Falstaff  is  with  MCA's  State 
Trooper  in  72  cities;  Ballantine  has  Ziv's  Highway  Patrol  and  Bold  Venture,  in  36  and  22 
cities  respectively;  Schlitz  has  CNP's  Flight  in  20  cities  and  Ziv's  MacKenzie's  Raiders  in  15 
cities;  Olympia  Brewing  has  Ziv's  Target  in  30  cities.  Other  beer  regionals  in  syndication  are 
Rheingold,  Heileman,  Stroh's,  Coors  and  Drewrys. 

GASOLINE:  Standard  Oil  of  California  has  Ziv's  Sea  Hunt  in  63  markets;  Conoco  has 
CBS  Films'  Whirlybirds  in  58  markets;  Amoco  has  CBS  Films'  U.  S.  Border  Patrol  in  59  cities; 
D  X  Sunray  has  ITC's  New  York  Confidential  in  45  markets. 

FOOD  AND  SUPERMARKETS:  Continental  Baking  has  CBS  Films'  Annie  Oakley  in 
75  markets;  Colonial  Stores  has  ITC's  Sergeant  Preston  in  21  cities;  Kroger  Stores  has  vari- 
ous programs  including  Ziv's  Highway  Patrol  and  Sea  Hunt.  Other  food  regionals  include 
A&P,  Heide  Candy,  Safeway  Stores,  Savarin,  Ronzoni  and  Prince  Macaroni. 

(For  details  on  national  advertisers  and  their  spending  in  syndication  during  the  1958- 
59  season,  see  page  29,  this  issue.) 


Stations  are  exercising  considerable  imagination  in  local  promotions  for  fea- 
ture film  packages. 

WATE-TV,  Knoxville,  for  example,  ran  full-page  ads  listing  their  entire  film  library  and 
asking  viewers  to  vote  for  their  favorite  stars  and  titles. 


Westinghouse  Broadcasting  has  broken  into  syndication  of  informational  pro- 
grams on  tape  for  its  own  stations  plus  other  outlets. 

The  two  initial  series  will  be  Youth  Wants  to  Know  and  American  Forum,  both  originat- 
ing on  NBC  TV  and  to  be  repeated  locally  on  videotape. 

Theory  behind  the  move  may  be  that  this  programing  can  produce  a  responsible  corpo- 
rate image  for  advertisers  as  well  as  reaching  audiences  that  other  program  types  may 
not  be  able  to  entice. 

The  significance  behind  the  programing  move  is  that  it  will  put  a  different  type  of 
show  into  prime  time  on  the  local  level. 
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The  importance  of  able  administrators  to  syndication  was  underlined  by  the 
appointment  of  Henry  Plitt  as  the  new  president  of  ABC  Films. 

He's  a  former  AB-PT  executive  who  got  into  tv  only  five  years  ago. 

Note  in  this  connection  that  it  was  also  for  administrative  functions  that  Sam  Cook  Digges 
was  recently  brought  in  by  CBS  Films. 
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FILM-SCOPE  continued 


Ad  spending  in  syndication  has  stabilized  with  most  sponsors  staying  with  a 
program  for  several  years,  according  to  a  study  made  by  Ziv. 

Of  103  advertisers  currently  in  Highway  Patrol,  96  have  been  with  the  show  for  two  or 
more  years;  and  of  these  advertisers,  91  have  passed  the  three-year  mark  and  71  have  used 
the  show  during  four  consecutive  years. 

Ziv  reports  coverage  of  Highway  Patrol  now  extends  to  197  markets. 

A  breakthrough  in  the  use  of  videotape  for  remote   pickups  is  indicated   in 

CBS's  slated  order  of  three  mobile  units. 

Priced  at  $185,000  each,  one  will  be  operated  out  of  each  of  the  three  production  cen- 
ters of  New  York,  Los  Angeles  and  Chicago;  independent  producers  will  be  able  to  rent  this 
equipment  as  needed. 

1> 

This  season  many  syndicated  series  have  earned  ratings  that  compare  more 
favorably  than  ever  with  network  ratings  standards. 

With  most  of  its  time  periods  in  the  ten  largest  markets  after  8  p.m.  and  before  11  p.m., 
a  series  such  as  Ziv's  Sea  Hunt,  for  example,  earned  a  22.8  weighted  average  rating  in  De- 
cember ARB  reports. 

Here's  rating  and  time  period  data  for  each  of  those  cities: 


CITY 

RATING 

SHARE 

STATION 

DAY  &  TIME 

New  York 

32.6 

61.0% 

WCBS-TV 

Sat., 

10:30  p.m. 

Los  Angeles 

8.7 

16.3% 

KRCA-TV 

Fri., 

10:00  p.m. 

Chicago 

29.0 

43.7% 

WNBQ-TV 

Sun., 

9:30  p.m. 

Philadelphia 

9.2 

17.1% 

WCAU-TV 

Tues. 

7:30  p.m. 

Detroit 

29.3 

66.6% 

WJBK-TV 

Sat., 

10:30  p.m. 

San  Francisco 

26.5 

51.8% 

KRON-TV 

Tues. 

,    7:00  p.m. 

Boston 

11.4 

26.5% 

WHDH-TV 

Tues. 

,10:00  p.m. 

Pittsburgh 

15.5 

25.7% 

KDKA-TV 

Tues. 

,    8:00  p.m. 

St.  Louis 

19.7 

32.4% 

KTVI-TV 

Fri., 

9:30  p.m. 

Washington,  D.  C. 

16.5 

32.2% 

WMAL-TV 

Tues. 

,10:00  p.m. 

COMMERCIALS:  The  "visual  squeeze"  technique  introduced  by  Transfilm  ap- 
pears to  be  catching  on  with  the  automotive  advertisers. 

Ed  Sullivan  was  posed  for  a  series  of  stills  for  a  Mercury  commercial  using  the  new 
process. 

John  Murphy,  K&E  tv  commercials  v.p.  for  production,  called  the  method  the  most  crea- 
tive concept  in  commercials  to  come  along  in  years. 

Commercials  produced  on  tape  are  drawing  more  on  techniques  that  resemble 
live  television  than  tv  film  methods. 

Benton  &  Bowles  spots  for  Preem,  for  example,  required  several  studio  areas  in  si- 
multaneous operation,  with  control  room  editing  much  like  what  would  be  done  for  im- 
mediate airing. 

The  Warner  Brothers-Filmways  affiliation  may  be  only  the  first  of  a  series  of 
such  trade  marriages  in  the  commercials  field. 

For  some  time  Hollywood  major  studios  have  had  a  thorny  problem  in  finding  uses  for 
existing  facilities — while  the  commercials  producers  have  been  looking  for  both  added  studi" 
space  or  new  investment  money. 

The  coming  together  of  Warner  Brothers  and  Filmways  is  the  first  and  only  such  film 
combine  to  represent  a  $5  million  annual  gross. 
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A  round-up  of  trade  talk, 
trends  and  tips  for  admen 


SPONSOR  HEARS 


14  FEBRUARY  1959  This  typical  episode  has  produced  an  air  of  panic  in  a  top-rank  Madison  Avenue 

Copyright    l»M  ;ii:<llCV: 

sponsor  The  client  blew  his  top  when  he  discovered  that  the  media  department  had  offered 

publications  inc.  almost  exactly  the  same  plan  it  had  submitted  the  year  before. 

As  attested  by  the  switch  of  Magnavox  to  Marschalk  &  Pratt,  not  all  clients  are 
bothered  when  an  agency  handles  competitive  products. 

CBS,  Inc.,  which  is  with  M&P's  parent  company,  McCann-Erickson,  also  sells  hi-fi 
players. 

In  the  same  field  is  a  third  McCann  client:    Westinghouse. 

A  mounting  problem  with  the  CBS  TV  management  is  to  find  ways  of  putting 
its  colossal  Hollywood  studio  plant  on  an  economic  basis. 

Several  of  the  New  York  live  shows  were  slated  for  transfer  to  the  West  Coast  (which 
would  have  entailed  closing  down  two  of  the  New  York  theatres)  ;  but  this  plan  was  shelved 
when  it  was  found  that  Broadway  and  other  Eastern  talent  would  have  to  be  sac- 
rificed in  the  move. 

Ask  the  average  tv  station  operator  what  business  practices  on  the  part  of  his  com- 
petitors stir  up  his  dander  most,  and  you'll  probably  get  them  in  this  order: 

1)  Tossing  in  bonus  spots  to  clinch  a  schedule. 

2)  Granting  an  advertiser  the  right  to  combine  all  his  products  into  a  package 
plan,  which,  in  effect,  hikes  the  frequency  discount  to  50%  or  more. 

3)  Widening  of  package  plans  to  the  point  where  even  3-plans  are  available. 

CBS  TV  patently  is  not  going  to  upset  its  affiliates'  business  on  Tuesday  nights 

— at  least  not  for  the  time  being. 

An  agency  which  inquired  about  the  Tuesday  8-8:30  p.m.  vacancy  was  told  that  trying 
to  clear  the  period  would  create  too  much  havoc  for  stations  who  have  been  sell- 
ing it  to  their  own  accounts. 

In  other  words,  the  network  is  waiving  its  right  to  recapture  on  two  weeks'  notice 
until  the  new  season  comes  along. 

Dissuading  a  tv  station  from  putting  through  a  rate  increase  just  to  achieve 
a  predetermined  increase  in  gross  ranks  among  a  rep's  toughest  chores. 

One  operator  recently  informed  his  rep  that,  whereas  he  had  done  $400,000  in  national 
spot  last  year,  he  had  set  his  sights  on  $500,000  the  coming  year. 

To  the  rep's  query  as  to  how  this  could  be  achieved,  the  station  man  calmly  respond- 
ed, "just  by  raising  my  rates." 

Retorted  the  rep:  "You  or  anybody  else  would  have  a  hard  time  justifying  a  25% 
increase  at  one  swipe  these  days." 

P.S.:  The  station  eventually  compromised  on  a  10%  increase,  and — believe  it  or 
not — remains  with  the  realistic  rep. 
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Nothing  else  like  it  in  Greater  New  York 


NOTHING   APPROACHES   THE   SOUND: 

WVNJ  originated  the  programming  concept  of  Great 
Albums  of  Music.  It  is  the  only  radio  station  in  the  metro- 
politan area  that  plays  just  Great  Albums  of  Music  from 
sign  on  to  sign  off  every  single  day  of  the  year. 

NOTHING   APPROACHES   THE   AUDIENCE: 

The  very  nature  of  the  music  makes  the  audience  pre- 
ponderantly adult.  It's  a  rich  audience,  too.  In  one  of  the 

RADIO  station  of   %he  ^ertiark  ^ctus 


wealthiest  counties  of  America  (Essex — with  its  million 
plus  population)  —  WVNJ  dominates  in  audience  —  in 
quality  of  audience  —  and  in  prestige. 

NOTHING   APPROACHES   ITS   VALUE: 

WVNJ  delivers  its  adult,  able-to-buy  greater  New  York 
audience  for  less  cost  per  thousand  homes  than  any  other 
station  in  the  market.  By  every  reasoning  it's  your  very 
best  buy. 

national   rep:   Broadcast  Time  Sales    •    New  York,   N.  Y.    •    MU  4-6740 
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VIDEOTAPE 
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It's  this  easy 


to  get  programs  and  sponsors  together,  anytime 

When  television  programs  and  commercials  are  Videotape*  recorded,  they  can  be  scheduled  to  run  in 

almost  any  combination  and  at  any  time.  Stations  can  dovetail  schedules  for  local,  network  and  special 

events  quickly  and  easily.  "Live"  spots  can  be  run  at  any  availability.  And  both  can  be  timed  to  reach 

pre-selected  audiences. 

And  with  Videotape  recording,  stations  can  plan  more  "local  live"  programs . . .  increase  the  number  of  "local 

live"  commercials . . .  build  up  station  income. 

But  this  is  just  part  of  the  story.  Let  us  tell  you  how  completely  the  Ampex  VR-1000  Videotape  Recorder  is 

changing  the  face  of  television.  Write  today. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 


934     CHARTER     STREET,     REDWOOD     CITY,    CALIFORNIA 

Offices  in  Principal  Cities 


AMPEX 


CORPORATION 


professional 
products  division 


*IM    AMPEX    COP 
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WRAP  UP 

(Cont'd  from  page  00) 

sic  for  Mercury  commercials  starring 
Ed  Sullivan;  the  name  of  Music  Mak- 
ers appeared  in  erroneous  form  in 
FILM-SCOPE  for  31  January. 

Strictly  personnel:  NTA  has  ap- 
pointed  Michael   M.   Sillerman   as 

president  of  NTA  Program  Sales  di- 
vision; other  NTA  appointments  and 
promotions  last  week  involved  Jonny 
Graff  as  national  sales  manager  for 
feature  films,  Phil  Cowan  as  pub- 
licity director  of  NTA  stations  and 
Ernest  Fladell  as  advertising  crea- 
tive director  .  .  .  Joseph  B.  Irwin 
named  business  director  of  CBS 
Films  .  .  .  Ziv's  international  chief  Ed 
Stern  left  for  London  for  program- 
ing and  sales  talks  .  .  .  Joining  Ziv's 
business  affairs  department  in  Holly- 
wood is  Arthur  Stolnitz  .  .  .  Billy 
James  is  new  advertising  and  pub- 
licitv  director  of  Flamingo  Telefilm 
.  .  .  Alexander  Film  Co.  resident  sales 
v.p.  in  Mexico  City  Mario  O'Hare 
was  in  the  firm's  home  offices  in 
Colorado  Springs  for  sales  and  pro- 
duction  meetings. 


NETWORKS 


NBC  TV  has  opened  up  to  affili- 
ates multiple  opportunities  to 
sell  one-minute  spots  in  network 
time. 

Starting  1  March,  NBC  stations 
will  be  able  to  absorb  the  current 
demand  for  spot  minutes — in  part — 
via  (1)  00-second  chainbreaks  at  the 
end  of  Tic  Tac  Dough  (12:30  NYT) 
and  (2)  minute  participations  in  Do 
Re  Mi  (10-10:30  a.m.)  and  Truth  or 
Consequences  I  2-2:30  p.m.) . 

These  add  up  to  15  one-min- 
ute spots  a  week  that  the  affili- 
ates can  make  available  to  adver- 
tisers on  their  own. 

The  provisos:  (a)  The  00-second 
chainbreak  is  to  be  treated  in  the 
form  of  an  experiment  (a  la  CBS  TV 
—  which  preceded  NBC  by  five 
months)  ;  (b)  The  afternoon  spots 
are  extended  on  a  13-week  basis  and 
the  network  thereafter  reserves  the 
right  to  recapture  the  time  on  14  days 
notice. 

(See  7  February  SPONSOR-SCOPE 
for  background  on  this  move.) 


This     week's     batter-up     in     the 
game  of  who's  first  in  cumulative 


night-time   ratings   was   NBC  TV 

With  the  February  Trendex  as  the 
source,  NBC  figured  that  the  average 
rating  for  all  7:30  p.m.  to  10:30  p.m. 
programing,  Sunday  through  Satur- 
day put  NBC  first  with  20.2,  CBS 
TV  second  with  18.8  and  ABC, 
16.8. 

On  the  technical  side:  CBS  TV 
has  perfected  a  new  device, 
called  the  VideoScene  to  aid  live 
tv  productions. 

It's  an  electric  camera  system 
which  premits  live  actors  to  perform 
against  miniature  backgrounds,  still 
photos,  or  motion  pictures  in  such  a 
way  that  the  actors  become  part  of 
the  reproduced  locale. 

VideoScene  had  its  debut  on  the 
Ed  Sullivan  Show  last  week. 

On  the  specials  front :  Ringling 
Bros,  and  Barnum  &  Bailey  will 
be  televised  from  Charlotte,  N.  C.  on 
ABC  TV,  9  March — sponsored  by 
Edsel  (K&E)  .  .  .  NTA  Film  Net- 
work will  air  eight  Shirley  Temple 
feature  films  on  its  03-stations  line- 
up, beginning  5  April  through  24 
May. 

In  the  merchandising  area:  NBC 
TV  is  backing  one  of  its  own  ads 

with  an  on-the-air  campaign,  alerting 
tv  viewers  to  its  "If  I'd  only  known 
it  was  on,  I'd  have  watched  it!"  cal- 
endar ad  of  programs.  The  network 
claims  this  as  "the  first  time  am  net- 
work" has  merchandised  one  of  its 
own  ads  on  tv. 

Network  affiliations:  WRVA.  Rich- 
mond, Va.,  returns  to  NBC  Radio 
after  22  years  with  CBS  .  .  .  KBIZ. 
Ottumwa,  Iowa,  to  CBS  Radio  as  a 

bonus  outlet. 

Thisa  'n'  data:  NBC  TV  extended 
its  present  contract  with  the  Armed 
Forces,  making  available  2.500  hours 
of  live  programing  for  rebroadcast 
on  tv  stations  at  U.  S.  military  out- 
posts. The  USAF  has  a  similar  agree- 
ment with  CBS  .  .  .  On  the  move: 
All  ABC  Radio  executives  and  stall 
are  now  at  one  address  in  new  odices 
at  77   West  00th  Street,   New  York. 

Gordon  F.  Hayes,  v.p.  of  CBS  Ra- 
dio in  charge  of  CBS  Radio  Spot 
Sales,  was  appointed,  last  week,  na- 
tional manager  of  affiliate  relations, 
for  CBS  TV.    Donald  Clancy,  cur- 


Spot  Perfection 
-"Live" 


C\ 


Mr.  George  Gould,  President 

NTA's  Telestudios,  Inc. 

New  York 

"Agencies  and  advertisers  that  use 
our  production  facilities  demand 
all  the  here-and-now  intimacy,  the 
depth,  the  dramatic  impact  of  live 
delivery  -  plus  the  perfection  and 
protection  of  pre-recording.  That's 
why  Norman,  Craig  &  Kummel,  Inc. 
came  to  us  for  Videotape*  record- 
ing of  the  Speidel  Corporation's 
watch  band  sales  messages." 


A\IPEX 
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rentlv  business  manager  of  affiliate 
relations,  was  named  administrative 
manager. 

Latest  realignment  of  titles  and 
fnnetions  at  NBC: 

David  Adams,  executive  v.p., 
NBC  corporate  relations,  elected  to 
the  newly  created  post  of  senior  ex- 
ecutive v.p.;  Don  Durgin,  v.p.  and 
national  sales  manager,  NBC  TV  Net- 
work Sales,  to  v.p.,  Tv  Network 
Sales:  George  Graham,  Jr.,  to  v.p., 
sales  planning.  NBC  Radio;  Albert 
Capstaff,  to  v.p..  Radio  network  pro- 
grams; and  James  Stabile,  to  v.p., 
talent  and  program  contract  adminis- 
tration. (See  Newsmaker  of  the 
Week,  page  4.  for  commentary  on 
Walter  Seott.) 


RADIO  STATIONS 


All  union  personnel  of  KYW- 
AM-FM-TV,  Cleveland,  were  still 
out  at  SPONSOR  press  time  as  a 
result  of  the  strike  called  by 
AFTRA. 

Key    issue:      AFTRA    demanding 
KYW   announcers   be   paid   national 


SACRAMENTO'S 

#1  Station* 

SELLS  for  YOU   with 

\/  Outstanding    Personalities 
y/  Family  Fun-tests 

V  Local  News 

V  Top- Rated  Shows 

\/  Merchandising  & 
Promotion 

KXOA 

Placed  1st  in  59%  14  Hrs.* 
Leads  "F"  (2nd)  by  48% 
Leads  "C"  (3rd)  by  153% 

The   BEST   Salesman 
Is   Your   BEST   Buy 


DYNAMIC 


KXOA 


*Pulse— Oct.  1958   (Last   Mstro) 
Nat'l.    Rep:    McGavren-Quinn 


tv  tape  rates  ($93  per  announcement), 
whereas  station  offered  $67.  AFTRA 
also  wants  100%  for  on-camera  an- 
nouncers. 

Stations  are  running  with  super- 
visory personnel  flown  in  by  West- 
inghouse. 

RAB's  Kevin  Sweeney  ridiculed 
the  theory  that  comparing  media 
"is  like  comparing  apples  and 
oranges,  and  can't  be  done." 

The  place  of  comment:  a  meeting 
of  the  San  Diego  Advertising  Club 
last  week.    Said  Sweeney: 

"The  phoniest  pose  in  all  advertis- 
ing is  that  you  can't  weigh  different 
media  on  the  same  scale  and  deter- 
mine which  is  better  for  a  specific  as- 
signment. The  fact  is  that  most  ad- 
vertisers do  it  every  day,  especially 
those  who  cry  the  loudest  that  it  can't 
be  done." 

Ideas  at  work: 

•  On  the  snowman  front:  A  rec- 
ord snowfall  in  Albuquerque  set  the 
scene  for  a  "Snowman  Contest" 
staged  by  KQEO.  Station  awarded 
$50  to  the  most  artistic  sculpture  and 
the  same  sum  for  the  biggest.  The  re- 
sponse: more  than  300  families  and 
groups  entered. 

•  On  the  special  service  front: 
WPTR,  Albany -Schenectady -Troy, 
has  expanded  its  weather  reports.  In 
addition  to  its  regular  highway  patrol 
units,  the  Tri-Cities  station  has  34  gas 
stations  in  a  35-mile  radius  feed  its 
Action  Central  news  staff  with  up-to- 
the-minute  reports. 

•  In  search  of  a  pooped-pooch: 
KDAY,  Los  Angeles,  has  invited  all 
dogs  (with  owners)  to  its  studios, 
and  will  select  the  most  bedraggled 
for  a  trip  to  Palm  Springs,  accompa- 
nied by  two  humans. 

•  As  part  of  its  ninth  anniversary 
celebration,  WCUE,  Akron,  asked 
for  the  name  and  address  of  everyone 
whose  ninth  anniversary  fell  on  11 
February.  Their  gifts:  pottery-ware, 
free  dinners,  and  sugar  and  creamer 
sets. 

•  Hottest  station  in  town  contest: 
WINS,  New  York,  is  offering  elec- 
tric blankets  to  the  best  letters  de- 
scribing cold  winter  night  plights.  An 
added  gesture:  The  110  runner-up 
letters  will  be  stored  until  next  sum- 
mer, when  the  writers  will  be  sent 
110  cubes  of  frozen  water — to  soothe 
a  heat  wave. 

And  on  the  daffodil  side:  Murray 


Kaufman,  d.j.  on  WINS,  dramatized II 
the  start  of  the  modernized  subway 
service  on  the  West  side  IRT  by  set-j 
ting  up  sleeping  quarters  at  the  59th 
Street  station,  and  doing  his  all  night 
show,  live,  from  there. 

Thisa  'n'  data:  Radio  to  the  rescue 
— When  the  recent  flood  in  Columbus 
and  Central  Ohio  rendered  5,000  peo- 
ple homeless  and  traffic  was  at  a 
standstill,  WVKO  cancelled  its  regu- 
lar programing  and  sent  its  staff  to 
the  area,  to  report  on  conditions  and 
advise  travellers  which  roads  would 
be  open,  along  with  emergency  an*| 
nouncements  from  the  police  and  Red 
Cross  .  .  .  On  the  technical  side: 
Standard  Radio  Transcription 
Services,  Inc.,  transcription  record- 
ing firm,  and  Amay,  Inc.,  sound  re- 
cording studios,  Chicago,  have  con- 
cluded a  deal  whereby  Amay  will  in- 
stall a  branch  studio  for  tape  record- 
ing, transferring  and  editing  in 
Standard's  Chicago  offices. 

Add  random  notes:  More  on  aid- 
ing flood  victims:  WERE,  Cleveland, 
got  Tab  Hunter  and  Percy  Faith  to 
appear  at  a  remote  broadcast,  attract-  I 
ing  2,000  teen-agers  at  50^  each.  Pro-  j 
ceeds  of  this  live-broadcast-record 
hop  went  to  the  Red  Cross  .  .  .  New 
call  letters  for  a  new  AM  station  in 
Orange  County:  K-EZY,  Anaheim, 
Cal.,  to  air  in  April  .  .  .  Travelers 
Broadcasting  Service  Corp.  is 
planning  a  $2  million  tv,  am  and  fm 
broadcasting  center  in  Hartford, 
Conn.  .  .  .  Radio  Public  Service 
Association  of  Corpus  Christie 
has  been  formed  as  a  joint  venture  by 
all  radio  broadcasting  stations  in  the 
city.  Purpose:  to  provide  better  and 
more  coordinated  public  service  to 
the  community.  It  will  serve  as  a 
clearing-house  for  all  public  service 
requests. 

Kudos:  Weather  programs  on 
WFIL-AM  &  TV,  Philadelphia, 
awarded  the  "Seal  of  Approval"  by 
the  American  Meteorological  Society 
.  .  .  WORL,  Boston,  presented  with 
a  citation  for  public  service  by  the 
Mass.  State  Federation  of  Women's 
Clubs  .  .  .  H.  W.  "Hank"  Shepard, 
general  manager  of  WAMP  and 
WFMP,  Pittsburgh,  elected  an  annual 
member  by  the  U.S.  Fund  Organiza- 
tion of  Alleghany  County. 

Station  staffers:  Perry  Brown,  ap- 
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IN  ROANOKE 


BUDWEISER 

LOVES 

WROV 


BOVA    DISTRIBUTING    CO.,  INC. 

1001   THIRD  ST.,  S.E.,  ROANOKE,  VA.  •  PHONE  No.  Dl  5-8874 


WNOLESALCIIS  OF  ANHEUStBBUSCK  BCEDS 


Dear  Burts 

Since  we  regard  you  as  a  vital  part  of  our  "Budweiser  Family",   I  thought 
you  would  like  to  know  that  in  1958  we  were  the  only  wholesale  distributor 
of  national  premium  beer  in  this  market  to  show  an  Increase  over  last  year. 
We  sincerely  believe  our  advertising  onjggj^is  largely  responsible  for  this. 

When  we  first  went  into  radio  back  in  1955,  using  only  your  station,  we 
operated  three  route  trucks,  one  special  delivery  truck  and  ranked  2nd  in 
the  market,  with  our  competitor  selling  almost  2- to-one  over  us.    Today  we 
operate  five  route  trucks,  three  special  delivery  trucks,  run  our  own  trailer 
trucks,  and  rank  #1  in  the  market  by  a  substantial  lead  over  our  closest  corn- 
pet  itorl 

Frankly,  I  wasn't  really  sold  on  radio  until  after  our  first  13  weeks  back  in 
'55.     When  I  told  our  salesmen  we  were  giving  the  show  up,  they  shouted  KOt 
so  unanimously. . . .they  said  everyone  they  talked  to  and  called  on  was  listening 
to  Ik. ...I  changed  my  mind.     Since  that  time,  we've  expanded  our  advertising 
on  ffiQV  to  include  sp'ot  saturation,  Dodgers  Baseball  and  participation  in 
other  personality  shows  on  your  station. 

This  past  year  even  though  we  went  into  television,  we  felt  we  couldn't  main- 
tain our  dominance  in  the  market  and  our  steady  yearly  growth  (whick  runs  much 
higher  than  the  national  average)  unless  we  could  maintain  our  saturation  sched- 
ule of  spots  and  programs  on  WflOT.     Today  we  spend  about  60%  of  our  total  ad- 
vertising budget  in  radio,  and  I  know  you'll  be  pleased  to  learn  that  VJgyj  will 
get  approximately  80if  of  our  total  radio  budget. 

Jerry  Joynes,  who  has  been  our  personality  for  the  past  four  years,  and  your 
other  personalities  who  have  carried  the  Budweiser  story  to  the  public,  have 
the  knack  of  sounding  so  convincing,  we  feel  they  work  for  us  as  much  as  they 
do  for  you.     We  think  we've  got  some  mighty  fine  salesmen  in  Jerry  and  WROV 
and  we  want  to  keep  them  on  our  payroll  for  a  long  time  I 


Cordially  yours, 


FB/db 


when    you   know   rots*  iff*    .    .    .    its   iound    ro   if   iuo 


Use  these  WROV  personalities  and 
ROANOKE  will  love  you! 

KEN  TANNER  •  BARBARA  FELTON 
JERRY  JOYNES  •  LES  DAVIS 
JIVIN*  JACKSON 


WROV 

ROANOKE,  VIRGINIA 

Burt  Levine,  President 
represented  by  Jack  Masslar  L~  Co.,  Inc. 
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THE  ONLY  ONE 


THAT  GIVES  YOU 
ALL  THREE 


CAESARS,HEAD  •  SPARTANBURG 

•GREENVILLE 


GA. 


S.  C. 


l'X«l 


GREENVILLE 

SPARTANBURG 

ASHEVILLE 

Only  WFBC-TV,  "The 
Giant  of  Southern  Skies," 
gives  you  dominant  cov- 
erage in  these  three  met- 
ropolitan  markets. 

Ask    the    Station    or 
WEED   for    latest    market 
data,   surveys  and   avail- 
abilities. 
Represented  Nationally   by 
WEED  TELEVISION  CORP. 


CHANNEL  4 

WFBC-TV 

GREENVILLE,  S.  C. 

NBC  NETWORK 


RADIO  AFFILIATE,      THE   PIEDMONT  GROUP" 
WFBC  -  GREENVILLE     WORD  -  SPARTANBURG 


pointed  commercial  manager  of 
WILD,  Boston  .  .  .  Harold  Segal, 
named  general  manager  of  WHEB, 
Portsmouth,  N.  H.  .  .  .  Cliff  Levine, 
to  local  sales  manager  of  KDAY,  San- 
ta Monica  .  .  .  Bernard  Mullins, 
to  head  radio  programing  and  relat- 
ed operations  for  Travelers  Broad- 
casting Service  Corp.  .  .  .  Larry  Wal- 
ters, to  program  director  and  sales 
manager  of  KGST,  Fresno  .  .  .  Dick 
Osburn,  to  station  manager  and 
Chester  Grubbs,  to  assistant  station 
manager  of  K-JIM,  Ft.  Worth  .  .  . 
Donald  Getz,  named  assistant  sales 
manager,  WGN,  Chicago  .  .  .  Claude 
Raney,  to  program  director,  WHBQ. 
Memphis  .  .  .  Florence  Lowe,  press 
relations  director.  WIP,  Philadelphia. 


eight 


Felix  Adams,  v.p.  of  KLAC 
Angeles,  has  resigned  after 
years  with  the  station.  He  will  an 
nounce  his  future  plans  after  a  va 
cation. 


REPRESENTATIVES 


Blair  last  week  pitched  to  Phar- 
maceuticals, Inc.,  via  Parkson,  its 
latest  presentation  on  how  spot 
radio  can  be  used  with  maximum 
effect  and  economy. 

The  plan  was  premised  on  the  use 
of  saturation  across  the  board  seven 
days  a  week  in  30  markets  at  an  an- 
nual cost  of  around  $3.5  million.  The 
cost-per-thousand-homes  -  per-commer- 
cial  minute,  as  based  on  Pulse,  came 
out  to  about  40y. 

Similar  presentations  will  be  tail- 
ored to  other  accounts  having  mul- 
tiple products. 

Fred  Brokaw,  executive  v.p.  of 
Paul  W.  Raymer  Co.  will  again 
make  New  York  his  headquar- 
ters. 

He's  been  operating  out  of  the  Ray- 
mer Chicago  office  for  the  past  year. 

Modern  channels  of  advertising, 
especially  air  media,  has  phe- 
nomenally reduced  the  cost  of 
softening  up  the  customer  but 
making  the  actual  sale  for  the 
product  or  service  salesman. 

Sam  Schneider,  of  Chicago  CBS 
Radio  Spot  Sales,  made  this  angle  the 
highlight  of  a  talk  before  the  Omaha 
Sales  Club  last  week. 

The   SRA  has  issued  a  booklet, 


dubbed  "The  Story  About  The 
Spot  Salesman  and  You,"  explain- 
ing the  function  of  the  station  rep. 

The  brochure  also  makes  a  pitch  in 
behalf  of  spot. 

A  new  angle  on  the  positive  sales 
approach: 

Avery  Knodel,  reps  for  WORC, 
Worcester,  Mass.,  is  giving  agency 
timebuyers  a  list  of  some  1,000  house- 
wives in  the  station's  area,  with  this 
purpose  in  mind : 

Timebuyers  can  telephone,  at  no 
expense,  anyone  on  the  list  to  get  a 
first  hand  impression  on  which  pro- 
gram she  enjoys  most,  and  even  ask 
for  station  preferences  throughout  the 
day. 

The  rep  firm  believes  that  this  is 
"a  first"  in  offering  buyers  more  thor- 
ough knowledge  of  local  station  ac- 
ceptance. 

A  new  firm:  Three  West  Coast  ad- 
vertising men  joined  last  week  to 
form  a  radio/tv  rep  company,  called 
Ayres,  Allen  &  Smith.  Offices  will 
be  in  San  Francisco,  with  Robert  Al- 
len as  manager  and  in  Hollywood, 
with  Jack  Smith  as  Southern  Califor- 
nia manager. 

Rep  appointments:  KINS,  Eureka. 

Cal.,  to  Weed  &  Co KMSO-TV, 

Missoula,  Mont.,  to  Forjoe-Tv,  Inc. 
.  .  .  KRNY,  Kearney,  Neb.,  to  The 
John  E.  Pearson  Co.  .  .  .  The  Ca- 
nadian Broadcasting  Corp.,  to  Mc- 
Gavren-Quinn  as  its  first  U.S.  sales 
rep  .  .  .  WOWL-TV,  Florence.  Ala., 
to  Rambeau,  Vance  &  Hopple, 
Inc.  .  .  .  WROV,  Roanoke.  Va..  to 
Jack  Masla  &  Co.  .  .  .  The  Cascade 
Broadcasting  Co.,  Yakima,  Wash., 
from  Weed  to  The  George  P.  Hol- 
lingbery  Co.  for  its  radio  and  tv 
stations. 

Thisa  'n'  data:  The  Atlanta  Reps 
Association  recently  received  a  re- 
quest for  its  by-laws  from  reps  in  San 
Francisco  and  Boston  who  are  plan- 
ning to  form  similar  organizations  in 
their  respective  cities  .  .  .  For  the 
third  time  in  eight  years,  John  Blair 
&  Co.,  Blair-Tv  and  Blair-Tv  As- 
sociates  will  move  to  larger  New 
York  offices  at  717  Fifth  Avenue  .  .  . 
A  group  of  sales  representatives  from 
Edward  Petry  &  Co.  visited  WIP, 
Philadelphia,  last  week  for  a  tour  of 
the  rep  firm's  station  ...  A  novel 
way  to  promote  stations:    Howdee 
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To  sell  Indiana, 

you  need  both 

the  2nd  and  3rd 

ranking  markets. 

NOW 
ONE   BUY 

delivers  both  — 

AT  A  10% 
SAVINGS! 


YOU  NEED  TWO  TO  REALLY  GO 

in  Indiana! 


Advertisers  anxious  to  gather  speed  in  Indiana,  ride  double 
into  this  lively  sales  place.  They  sweep  across  two  major 
markets  —  Fort  Wayne  and  South  Bend  -  Elkhart  —  on  one 
combination  fare  which  saves  10%.  They  thus  "cut  the  ice" 
in  a  rich  interurbia  of  340,000  TV  homes — bigger  than  T  A.'s 
43rd  market*.  Over  1,688,000  people  —  more  than  Arizona, 
Colorado  or  Nebraska.  Effective  Buying  Income,  nearly  $3 
billion  —  and  it's  yours  with  just  one  budget-saving  buy! 


*Sources:    Television  Age,  May  19,  1958;  Sales  Management 
Survey  of  Buying  Power,  May  1958. 


call   your 


H-R 


*&S 


man    now! 


Meyers,  \.p.  of  Venard,  Rintoul  & 
McConnell  in  Chicago  donned  heavy 
boots  after  a  snowstorm  and  stomped 
out  these  words  in  the  snow:  "Buy 
WERE.  WGST.  WDXI-TV"  which 
could  be  seen  by  three  agencies  in  the 
Prudential  building. 

On  the  personnel  front:  William 
Tynan,  midwest  sales  manager  for 
Peters,  Griffin.  Woodward,  elected  a 
v.p.  .  .  .  Ben  Holmes,  promoted  to 
v.p.  in  charge  of  radio  for  Edward 
Petry  &  Co.  .  .  .  Jack  Canning,  for 
the  past  eight  years  a  media  executive 
at  SSC&B.  joins  the  radio  sales  staff 
of  H-R  Reps.  Inc.  .  .  .  Lee  Swift,  Jr., 
formerly  with  Storer  Broadcasting,  to 
the  radio  sales  staff  of  Headley-Reed 
.  .  .  Ed  Dyer  becomes  manager  of 
the  new  Los  Angeles  office  of  Broad- 
cast Time  Sales  .  .  .  George  Backus 
and  Richard  Hayes,  to  the  New 
York  tv  sales  staff  of  Edward  Petry  & 
Co. 


TV  STATIONS 


Educational  tv,  and  the  ad  agen- 
cies' responsibility  for  promoting 


GROW 


in 


DYNAMIC 

SACRAMENTO 

by  using 

Growing  Ratings 

on 
DYNAMIC 

KXOA 

1st  Place— Oct.  '57— Pulse 

(26  1/4  hr.   firsts) 

1st  Place— Mar.  '58— Pulse 

(29  1/4  hr.  firsts) 

1st  Place— Oct.  '58— Pulse 

(43   1/4  hr.  firsts) 
Nat'l.   Rep:    McGavren-Quinn 


it  was  the  main  gist  of  a  speech 
given  at  the  A.F.A.'s  mid-winter 
conference  in  Washington,  D.  C, 
last  week. 

The  speaker:  John  P.  Cunning- 
ham, chairman  of  the  board  at  Cun- 
ningham &  Walsh. 

His  sentiments:  "We  need  to  make 
available  to  every  single  farm,  tene- 
ment and  garret  in  this  country  a  full- 
time.  24-hour-a-day  tv  educational 
channel.  ' 

Dubbing  the  drive  "Project  Head- 
way," here's  what  Cunningham  feels 
tv  should  do: 

1  )  Bring  Congress  and  the  United 
Nations  into  the  classrooms  and 
homes  on  a  regular  basis. 
2)  Promote  international  broadcast- 
ing via  exchange  of  cultures,  his- 
tory, etc. 
3  I  Teach  foreign  languages,  science, 
etc. 

4)  Upgrade  the  teaching  staff  via  a 
teacher-training      program,      and 

5)  Make  available  a  college  degree 
to  every  single  American. 

Ideas  at  work: 

•  WLW-I,  Indianapolis,  distribu- 
ted an  elaborate  press  kit  marking  its 
formal  on-the-air  dedication  30  Janu- 
ary. Its  contents:  mats,  pictures,  pub- 
licity stories  and  programing  notes 
plus  news  about  all  the  station's  de- 
partments. 

•  Just  clowning:  As  one  of  its 
merchandising  "extras,"  WSPA-TV, 
Spartanburg,  S.  C,  hired  a  clown  to 
go  into  several  supermarket  chains 
and  pass  out  free  samples  of  Post 
Alpha-Bits  cereal.  Prior  to  this,  sta- 
tion asked  all  store  managers  to  set 
up  large  displays  of  sponsor's  prod- 
uct, so  that  the  clowning  bit  could  run 
smoothly. 

•  Ampex  is  sending  tv  stations 
equipped  with  its  videotape  recorders 
a  promotion  kit  to  assist  merchandis- 
ing their  recording  and  playback 
services  both  locally  and  nationally. 
Its  contents:  eight  ready-to-use  pro- 
motion programs  to  show  to  local  ad- 
vertisers and  agencies. 

•  WBAL-AM  &  TV,  Baltimore, 
played  host  last  week,  to  350  mem- 
bers of  the  Delco  Sales  division  and 
their  dealers.  The  occasion:  to  intro- 
duce the  dealers  to  station  advertis- 
ing efforts  for  them  in  the  Baltimore 
area. 

•  A  penny  a  vote:  Top  Ten  Dance 
Party,  on  WHBQ-TV,  Memphis,  ran 


an  inter-high-school  dance  contest, 
asking  teen-agers  to  vote  for  their  fa- 
vorite team  by  putting  a  penny  in  the 
ballot  box.  The  contest  ran  for  six 
weeks,  with  the  money  collected  ($1,- 
602.23)  going  to  a  local  welfare 
group. 

•  Another  penny  promotion: 
WCKT-TV,  Miami,  sent  letters  to 
newspapers  in  the  area  with  a  penny 
taped  on  to  them.  Purpose:  to  re- 
mind people  of  NBC  TV's  Meet  Mr. 
Lincoln  special. 

•  WTAE,  Pittsburgh,  is  asking  its 
viewers  which  feature  movies  they 
would  like  to  see  during  the  coming 
months.  The  method :  station  took  out 
full-page  ads  in  the  city's  newspapers 
listing  some  200  movies  available  and 
a  place  for  viewers  to  mark  the  10 
movies  they  want  to  see. 

•  Virginia  Atter,  of  WJXT,  Jack- 
sonville, has  commissioned  to  be 
torch-bearer  for  an  all-out  effort  to 
persuade  1,000  people  to  join  the 
Bond-A-Month  Plan.  She  plans  to 
make  personal  appearances  at  civic, 
church  and  educational  groups  in  the 
area,  and  enrol!  all  those  joining  into 
the  "Minute  Man  Club." 


How  the  stations  are  raising  mon- 
ey for  various  public  welfares: 

KOCO-TV,  Oklahoma  City,  staged 
a  19-hour  telethon  for  the  March  of 
Dimes,  which  also  doubled  as  an  open 
house  for  its  new  studios,  and  raised 
$40,000  .  .  .  KDKA-TV,  Pittsburgh, 
for  the  Children's  Hospital,  raised 
$53,000  during  a  special  two-hour 
program  .  .  .  KYW-TV,  Cleveland, 
videotaped  and  played  back  parts  of 
a  benefit  three-hour  show  staged  by 
KYW  radio  at  the  city's  Music  Hall, 
drawing  some  3,000  people  and  rais- 
),000  for  Northern  Ohio's  re- 


tarded children  .  .  .  WITN,  Wash- 
ington, N.  C,  held  a  16-hour  tele- 
thon recently  for  the  March  of  Dimes, 
raising  $15,083. 

On  the  personnel  front:  R.  J. 
DeLier,  appointed  assistant  manager 
and  Jack  Sallaska,  named  local  sales 
manager  of  KWTV,  Oklahoma  City 
.  .  .  Peter  Storer,  to  managing  di- 
rector of  WSPD-TV,  Toledo  ...  Jim 
Middleton,  promoted  to  director  of 
sales  for  XETV,  Tijuana  .  .  .  Thom- 
as Blosl  named  promotion  manager 
of  KIRO-TV,  Seattle-Tacoma  .  .  . 
Phil  Cowan  is  now  director  of  pub- 
licity for  the  NT  A  o&o  stations. 
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Nielsen  Reports: 

WOW-TV  FIRST 

!      : 

in  the 
Omaha  Market! 
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WOW-TV  Delivers  More  Homes  than 
the  other  two  Omaha  Stations  — 
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•  1 03  Vi  Quarter  Hour  Periods 

to  91  Vi  for  Station  "B" 
93  for  Station  "C" 

(Based  on  November  1958  NSI  for  Omaha  Area.  Aver- 
age quarter-hours,  Monday  through  Friday  6  A.M.  to  Mid- 
night.   Individual   quarter-hours  for   remainder  of  week.) 

•  WOW-TV  News  is  TOPS— All  day  long! 
1  2  noon,  6  p.m.,  1 0  p.m.  news  programs 
deliver  more  homes  than  opposition. 

•  WOW-TV  has  6  of  the  Top  10  shows. 
10  of  the  Top  20  shows. 


W AW  Tl 


A 

Station 


FRANK   P.   FOGARTY,   Vice   President  and   General   Manager 
FRED    EBENER,  Sales  Manager 


BLAIR-TV 

Representatives 


WOW  and  WOW-TV,  OMAHA     •     KPHO  and  KPHO-TV,  PHOENIX 
WHEN  and  WHEN-TV,  SYRACUSE     •     KCMO  and  KCMO-TV,  KANSAS  CITY 

KRMG,  TULSA,  OKLAHOMA 
Meredith  Stations  are  affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 
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AMI  PORTABLE  WASHERS 

i  Con  id  from  page  39) 

placements  involved  a  higher  per- 
centage of  "B"  and  "C"  time  than 
the  Ohio  and  Michigan  schedules 
i  availabilities — not  New  York  habits 
— were  the  reason ) .  One  hundred 
spots  per  week  were  scheduled  for 
eight  weeks,  tapering  off  for  the  re- 
maining month. 

A  store  check  bv  Weiss  field-mer- 
chandising personnel  indicated  a 
much  higher  response  pattern  in  New 
York:  nine  out  of  10  customers  said 
they  first  saw  the  product  on  tv. 

Retailer  tags  plugged  Macy's,  Gim- 
bels,  Bloomingdale's,  Abraham  & 
Straus.  Hammacher  Schlemmer  and 
other  key  outlets.  As  before,  three 
things  were  noted: 

•  Heavier  traffic  in  stores. 

•  Shorter  demonstration  time. 

•  Quicker  closing  of  sales. 

After  eight  weeks,  the  100-spot-per- 
week  schedule  was  thinned  down  to 
about  half  for  the  remainder  of  the 
13-week  schedule.  Between  the  14 
April  kickoff  and  1  July,  a  total  of 
3.600  units  were  moved  at  retail, 
priced  at  about  $60. 

"These  figures  convinced  us,"  says 
sales  manager  Winokur,  "that  the 
greatest  potential  for  the  washer  was 
in  the  10  or  12  largest  cities.  We 
decided  to  key  our  distribution  and 
advertising  to  this." 

AMI  now  was  ready  for  its  next 
big  distribution  step:  recruiting  man- 
ufacturers representatives  for  40  mar- 
kets at  the  July  Housewares  Show  in 
Atlantic  City.  The  tv  commercials 
were  made  available  to  them  with 
schedule  recommendations  based  on 
the  response-ratios  AMI  had  noted 
in  Michigan.  Ohio,  and  New  York 
City. 

Thus.  Washington,  D.  C.  got  a 
heavier  schedule  than  the  Virginia 
markets.  Grand  Rapids.  AMI  home 
territory,  got  a  lighter  schedule  than 
Detroit.  In  many  cases,  availabilities 
were  eased  by  making  use  of  retailer 
schedules  already  in  effect,  with 
AMI  paying  for  the  spots. 

The  company  is  watching  warran- 
ty returns  closely  for  additional  in- 
sight into  its  market.  It's  basically 
the  smaller  family  unit,  or  the  single 
person  who  buys  the  machine,  Wino- 
kur says.  The  address  is  generally 
an  apartment,  or  people  in  an  older 
age   group — papa   buying   something 


to  make  life  a  little  easier  for  mother, 
now  that  the  kids  have  all  left  home. 

This  insight  is  important  in  gear- 
ing advertising  to  the  small  family 
unit  and  away  from  even  a  suggestion 
that  the  washer  is  a  substitute  for  a 
full-sized  washing  machine,  ad  man- 
ager FitzGerald  figures. 

Meanwhile  a  summer  spurt  in  sales 
noted  by  Higbee  Co.,  Cleveland  de- 
partment store,  points  to  the  use  of 
the  washer  as  a  vacation  item.  Gen- 
eral out-of-home  uses  may  get  some 
stress  in  future  spots. 

(At  present,  a  pitch  for  out-of-home 
uses  occurs  in  audio  only.  In  future 
spots,  a  summer  cottage  atmosphere 
may  actually  be  shown  as  another 
"location"  where  the  washer  can  be 
used.) 

This  reevaluation  and  study  is  all 
the  more  intensive  because  of  the  re- 
cent purchase  of  AMI  by  Automatic 
Canteen  Co.  of  America. 

All  divisions  of  AMI  were  in- 
volved in  the  purchase.  This  means 
jukeboxes,  hi-fi,  and  background- 
music  systems,  and  the  portable 
washer. 

AMI,  whose  sales  in  1957  were 
$12  million,  was  launched  in  1909 
with  the  invention  of  a  selecting  de- 
vice for  playing  rolls  in  automatic 
player  pianos.  A  step  nearer  the 
juke  box  was  the  application  of  this 
idea  to  coin-controlled  automatic 
pianos.  In  1927.  the  company  turned 
out  the  first  coin-operated  automatic 
phonograph  incorporating  electronic 
amplification  with  a  device  for  select- 
ing either  side  of  a  disk.  At  the 
height  of  the  "jazz  age,"  AMI  was 
on  the  crest  of  a  growing  craze,  soon 
to  be  dampened  by  the  crash. 

In  1932  the  business  was  acquired 
by  the  AMI,  a  Michigan  corporation. 
Hence  the  initials,  AMI.  The  war 
years  saw  the  juke  box  come  firmly  . 
into  its  own.  Today,  AMI  sells  its  juke 
boxes  through  50  distributing  points 
in  the  U.S.  and  40  other  countries. 

A  few  years  back,  the  company 
seized  on  another  craze — hi  fi.  In 
1954,  it  developed  a  line  of  high 
fidelity  equipment  for  home  use. 
About  the  same  time,  company  exec- 
utives decided  to  risk  going  counter 
to  a  trend. 

Seeking  diversification.  AMI  pur- 
chased original  patents  on  a  portable 
washer  from  Boston  inventor,  Rich- 
ard Walton.  Company  president  John 
Haddock   felt   that,   despite  the   dor- 


mant condition  of  the  market,  a 
strong  consumer  potential  existed. 
The  problem  was  to  flush  it  out. 

First  step :  research  and  design  im- 
provements at  a  cost  of  over  $300,- 
000.  Then,  in  1957,  came  that  ex- 
tended look  at  ways  of  finding  the 
large,  but  specific,  market  for  the 
product. 

"The  trend  toward  portability  in 
general  these  days  did  not  help  our 
search  much,"  sales  manager  Wino- 
kur explains. 

"Basically,"  he  feels,  "it  was  in- 
troduction of  a  totally  new  item  that 
did  the  trick.  Our  success  depended 
on  demonstration  and  suggesting  a 
variety  of  uses  pinpointed  to  a  par- 
ticular audience.  Spot  tv  is  getting 
us  to  that  audience." 

Using  tv,  AMI  licked  the  demon- 
stration problem  that  confronts  the 
introduction  of  any  new  mechanical 
product.  By  putting  the  washer  in  a 
setting,  tv  was  able  to  point  up  the 
advantages  of  its  portability. 

Here  is  a  rundown  of  portability 
in  general,  which  has  had  a  tremen- 
dous impetus  in  the  past  few  years: 

•  Portable  tv  sets:  Introduced 
in  1955,  the  quarter-million  produced 
that  year  has  swollen  to  2,017,000  in 
1958.  (2,936,000  actually  were  sold.) 

•  Portable  radios:  777,200  were 
sold  in  1951,  3,115,000  last  year 
(3,373,000  produced).  This  rise  re- 
flects out-of-home  listening  and  the 
introduction   of  the  transistor  radio. 

•  Portable  washing  machines: 
11,000  were  sold  in  1939,  498,000  in 
1947,  steadily  falling  off  from  that 
year. 

•  Portable  electric  food  mix 
ers:  20,000  sold  in  1947,  2,400.000 
in  1957. 

•  Portable  roll-about  fans: 
175,000  sold  in  1954,  330,000  in 
1957. 

•  Portable  air  conditioners: 
No  industry  figures. 

•  Portable  room  coolers:  Intro- 
duced this  year  by  Westinghouse. 

•  Portable  dishwasher:  Primary 
make  is  Mobil  Maid,  brought  out  by 
GE  five  years  ago. 

•  Portable  refrigerator:  Manu- 
factured by  Astral  Co.,  England,  it  is 
distributed  by  Morphy-Richardson, 
Paterson,  N.  J. 

Sources:  Electrical  Merchandising 
(McGraw-Hill);  Fairchild  Publica 
tions,  RETMA,  EI  A  (Electronic  In- 
dustrial Assn. ) .  1 
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THE    STATION 


in  the  sky  .  .  .  2/3  of  a  mile  high 


NEW 
W1H     V 

TOWER 


delivers  50%  more  coverage  in 
the  rich  Upper  East  Tenn.  trading  area 


*  New  TOWER  .  .  .  1,491  feet  above  average  terrain  .  .  . 
3,535  feet  above  sea  level.  (Old  Tower  was  720  feet  above 
average  terrain  .  .  .  2,630  feet  above  sea  level.) 

•k  Coverage  in  76  counties  in  Tenn., 
Va.,  No.  Car.,  Ky.  and  W.  Va. 

•  First  in  audience  (ARB)   in  Tri-Cities.  total  55.0% 
ir  Lowest  cost  per  1 ,000  homes 


MON 
NOON-6 

,-FRI. 

6-MIDNIGHT 

SIGN-ON 

TO 
SIGN-OFF 

WJHL-TV 

68.4 

48.7 

55.0 

STATION   "A" 

24.8 

45.3 

39.5 

OTHERS 

6.8 

6.0 

7.0 

MARKET 

ir  Television  homes 

~k   Population,  coverage  area 

*    Retail  sales,  coverage  area 


.  371.274 


2,284,000 

SI.602.S65.000.00- 


American  Research   Foundation   Report,  March.    1958 
^Compiled  from  data  from  Sales  Management,    1958 


TRI-CITIES    TV 

JOHNSON  CITY      •      KINGSPORT      •      BRISTOL 

WJHL-TV 

Channel    11      •     316,000  Watts 
CBS  •  ABC 

JOHNSON     CITY,     TENNESSEE 
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Many  unseen  forces  guide  the  fingers  of  the 
artist  as  he  captures  on  canvas  that  which 
stamps   him   "great". 

A  basic  talent,  of  course.  But  there  is  the 
experience  of  years  .  .  .  the  desire  of  the  heart 
.  .  .  the  dedication  of  the  mind  —  these  are  the 
elements  which   produce  that   "quality  touch". 

You'll  find  them,  too,  in  that  which  sets  great 
radio  and  television  stations  apart  from  the  rest. 


radio  &  television 


dal  las 

Broadcast    services    of    The    Dallas    Morning    News       ■        Edward    Petry    &    Company,    National    Representatives. 
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EGGHEADS 

(Cont'd  from  page  48) 

'Penalty  of  Leadership."  Canada 
[Dry's  "Down  from  Canada  Came 
Tales  of  a  Wonderful  Beverage." 
Walter  Chrysler's  "Look  At  All 
Three,"  and  97  other  masterpieces. 
VIost  of  them  suggest  you  did  not 
lave  to  lie  for  a  living  in  the  earlier 
la}  s  of  advertising. 

Nor  do  you  today.  Those  models 
)f  good  taste.  Mr.  Ogilvy's  Man  in 
he  Hathaway  Shirt.  Commander 
Whitehead  of  Schweppes.  Hallmark 
Cards.  Camphell  Soup  and  others 
•upply  ample  proof  that  good  taste, 
ui mo r  and  romance  as  opposed  to 
ricky.  weasel  words  are  still  prettv 
jood  business.  Betty  Crocker  is  prov- 
ng  it  every  day.  So  is  Coca-Cola 
which  has  yet  to  be  promoted  as  a 
educing  remedy) . 

We're  not  arguing  that  deception 
foes  not  pay.  We  are  merely  opposed 
o  the  convenient  assumption  that  be- 
cause it  pays  it  is  justified. 

Nor  are  we  arguing  that  trade- 
juffery  so-called  (what  a  defense!) 
is  always  harmful.  Who  can  deter- 
mine the  aptness  of  such  adjectives 
ps  "fine."  "great,"  "wonderful"  and 
to  on?  One  shudders  at  the  thought 
pf  censorship.  But  this  argument 
iegs  the  question. 

Attention  is  focused  on  advertising 
oday    for    many    reasons.     Not    the 
east  of  these  reasons  is  advertising's 
unprecedented    scope    and    effective- 
ness, its  influence  on  entertainment. 
Jnass  communications,  even   politics. 
I  Vobody  in  advertising  is  aching  for 
i  government    regulation.     Getting   the 
ids  okaved  by  the  client's  committee 
s  enough  of  a  struggle  for  most. 

But  where  is  the  much-touted. 
:lean-up  and  "self-correction  bv  the 
industry  itself"  in  advertising?  For  a 
lusiness  that  proceeds  like  a  whippet 
ilong  other  lines,  it's  sad  that  self- 
regulation  moves  at  a  snail's  pace. 

^  e  suggest  a  little  soul-searching 
is  long  overdue. 

W  e  do  not  pin  the  responsibility 
m  the  agenc\  am  more  than  on  the 
:ompany.  In  our  view,  both  are 
V  evading  their  responsibilities.  Amer- 
icans abroad  frequently  express  their 
■ndignation  at  being  stolen  blind  b\ 
nislabeled  checks,  extra  charges  and 
mental  bazaar  bargaining.  Yet  the 
>ame  techniques  in  the  automotive 
showroom  of  a  civic  leader  do  not 
,  -invalidate    him     for    nomination    to 


lead    the    Community    Chest   parade. 

Anyone  who  read  the  testimony 
of  some  of  the  nation's  biggest  auto 
manufacturers  and  dealers  during  the 
recent  Congressional  investigation 
should  be  shocked.  We  suggest  to 
you  that  is  not  in  the  long  run  good 
for  business  any  more  than  it  is  for 
the  consumer  or  the  country. 

Who's  at  fault?  We  don't  know 
for  sure.  But  we  venture  the  guess 
that  things  were  better,  not  worse,  in 
the  bearded  Victorian  founder's  day. 
He  might  not  have  been  in  the  em- 
bodiment of  social  concern,  but  he 
had  some  sense  of  respect  for  truth 
in  communications.  He  did  not  usu- 
ally spend  huge  sums  of  money  to 
flatly  promote  the  widest  possible 
distribution  of  lies.  Yes,  lies.  You 
cannot  dismiss  the  statements  that 
pass  for  advertising  in  many  drug, 
cigarette  and  automotive  ads  as  puf- 
fery. 

Anybody  who  pretends  to  see  no 
ethical  distinction  between  promoting 
antibiotics  and  switchknives  is  an 
idiot  or  a  hypocrite.  And  there  are 
very  few  idiots  in  the  advertising 
business. 

Advertisers  and  their  agencies  are 
annually  spending  millions  probing 
the  consumer  to  find  out  what  she 
thinks  she  wants,  what  their  favorite 
headshrinker  thinks  she  wants,  and 
what  they  think  she  ought  to  want. 

Do  you  need  a  psychiatrist  or  a 
market  research  expert  to  tell  you 
what  she  doesn't  want — toothpastes, 
drugs  and  other  products  that  won't 
do  what  is  acclaimed  for  them,  built- 
in  obsolescence  that  causes  expensive 
appliances  to  fall  apart  in  months 
when  it  used  to  take  years,  millions 
on  research  to  build  in  a  "big  car" 
door-slam  for  a  lower-price  car? 

Whatever  some  advertising  men 
may  think,  this  country  was  not  built 
on  shodd\  merchandise  at  ever-in- 
creasing prices  supported  by  exagger- 
ated promotion. 

We  say  to  you — the  copywriter 
who  is  turning  out  lies,  the  agency 
head  who  is  recommending  them  to 
his  client,  the  manufacturer  who  is 
hiring  it  done — you  cannot  weasel 
out  of  the  responsibility  1>\  blaming 
the  competition  or  the  system.  Or  In 
denying  it  exists. 

There  are  other  jobs.  Other  agen- 
cies. Other  clients.  Other  products. 
Let's  face  up  to  the  fact  that  we  don't 
have  to  lie  for  a  living.  Caveat  adver- 
tiser. ^ 


KXOA 


is    THE    LEADER    in 


DYNAMIC 

SACRAMENTO 

Jst  place— Pulse  Oct,  '58 

(Last  Metro) 

1st  Concerted  Local  News 
1st  Top  Personalities 
1st  Regular  Editorials 
1st  Daily  Stereophonic 
1st  Family  Fun-tests 

KXOA 

BEST  SELLS  SACRAMENTO 

Retail  Sales  229%  over 

Natl.  Avg.,   192%  over 

Calif.  Avg. 

Nat'l.    Rep:    McCavrcn-Quinn 


June  bonus  -  The 

nicest  things  happen 

when  you  buy  time 

on  KYW  Radio, 


Cleveland 


Reprt  "  nted  by 
fl.W 
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Car-loving  people  in  the  Beeline  market 
spend  over  $544,000,000  a  year  on  autos 
(not  counting  all  the  supplies).  And 
every  corner  of  this  high-octane  mar- 
ket can  be  reached  on  the  Beeline. 

As  a  group,  the  Beeline  stations  give 
you  more  radio  homes  than  any  com- 
bination of  competitors  ...  at  by  far 
the'lowest  cost  per  thousand. 
(SR&D&  Nielsen) 
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Commercial  commentary  continued 


I 


work  to  be  concerned  with  any  technical  or  scientific  claims  we 
might  make  in  advertising.  Actually,  those  of  us  in  advertising 
have  learned  that  boastful,  technical,  and  highly  scientific  claims 
are  the  ingredients  that  make  up  poor  advertising.  So  we  don't 
use  them — most  of  us,  that  is,  any  more. 

And,  as  for  aiming  our  advertising  to  impress  Joe  at  Texaco, 
or  Kelly  at  Skelly,  hell,  Mr.  McMillin,  that's  suicide  today. 
Who  cares  ivhat  the  consumer  thinks?  We  do,  for  to  ignore  the 
consumer  is  to  lose  sales.  And  remember  our  goal:  volume  and 
profit.  I've  never  yet  met  a  competitor  who  would  help  us  get 
those  two,  our  only  hope  is  to  impress  the  consumer,  not  com- 
petition.   Our  very  top  management  knows  this. 

vIcMillin:  "And  this  board  room  corporate  thinking  .  .  or  not  think- 
ing— extends  downward  through  the  organization  to  the  nether 
reaches  of  most  oil  company  advertising  departments.  It  forms 
a  secret,  unwritten  code  for  most  petroleum  advertising.  It  in- 
fects even  their  own  marketing  specialists. 
"Can  anything  be  done  to  correct  it? 

"Frankly,  I'm  skeptical.  I  do  think  this.  If  the  petroleum 
industry  ever  learned  to  use  advertising  with  anything  like  the 
efficiency  and  sophistication  of  the  food,  drug,  cigarette,  cos- 
metic or  soap  industries,  you'll  see  oil  company  appropriations 
twice  what  they  are  today.   How  about  it  Mr.  Hattwick?" 

Commentary :  How  about  it?  The  day  is  here,  it's  happening,  when 
oil  companies  are  using  more  advertising  wisely  and  well.  And 
that  advertising  (from  what  I  know)  is  not  dominated  or  dic- 
tated by  the  very  top  management  today.   For  these  reasons: 

1)  Advertising  budgets  are  now  so  large  that  very  top  manage- 
ment thinks  twice  before  saying  how  it  should  be  done.  In- 
stead they  rely  on  experienced,  capable  people  in  oil  adver- 
tising (as  in  other  phases  of  the  oil  business)  to  do  the  job, 
for  they  knoiv  the  job  ivill  then  be  better  done. 

2)  The  oil  business  (and  off-shoots  such  as  petrochemicals)  is 
now-  so  complicated  and  demanding  that  very  top  manage- 
ment lacks  the  time  to  "play  around''  with  advertising. 

3)  Advertising  is  an  investment.  Top  management  knows  this. 
And,  if  that  investment  is  to  pay  off  in  volume  and  profits,  it 
must  be  handled  carefully,  wisely,  and  efficiently.  And  the 
top  leaders  in  the  oil  companies  I  know  agree  that  the  best 
way  to  get  effectiveness  in  anything  is  to  delegate  responsi- 
bility and  authority  to  those  who  know  how  to  do  the  job. 

"Please  don't  be  so  skeptical,  Mr.  McMillin.  Maybe  oil  advertising 
srit  "whiter  than  white."  Maybe  it  doesn't  have  "20,000  filters."  And 
naybe  it  doesn't  contain  "Lanolin."  And  we  can  be  glad  it  isn't  of 
hat  school  of  thinking.  But  oil  advertising  is  progressing.  Remem- 
ber that  success  in  the  oil  industry  today  is  based  on  a  sound  knowl- 
edge of  how  to  use  physical  research  to  find  oil.  Likewise  the  search 
lor  more  effective  advertising  in  our  industry  .  .  .  is  on,  too.  Maybe 
you're  right  .  .  .  right  now  we  don't  impress  too  many  consumers. 
But  we  are  finding  out  how  to  do  so,  and  very  top  management  is 
behind  us  on  tliat  .  .  .  encouraging  us  to  be  better,  but  not  telling  us 
how.  So  watch  oil  industry  advertising,  Mr.  McMillin  .  .  .  and  per- 
haps your  skepticism  ivill  change  some  day.  And  when  it  does  .  .  . 
f  hope  I'll  be  reading  about  it  in  your  column." 

M.  S.  Hattwick  ^ 
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Mark 

this 

market 

on  your  list! 


CENTRAL  and  SOUTH  ALABAMA 
•••one  of 
Alabama's  "Big  Three" 


WSFA-TV's 
35  Alabama  counties* 

Population 1,109,600 

Retail  Sales $  770,551,000 

Food  Store  Sales 200,215,000 

Drug  Store  Sales 22,215,000 

Automotive  Sales 173,331,000 

Gasoline  Service  Station  Sales.  68,402,000 

Effective  Buying  Income $1,146,641,000 


WSFA-TV  dominates  with  63 .1  %  average  share  of  audience 
in  the  second  largest  Alabama  market  ...  an  area  no  other 
medium  or  media  combination  can  deliver! 

These  ratings  were  proved  in  a  recent  television  survey 
conducted  for  16  TV  stations  in  25  Central  and  South 
Alabama  counties!  One  big  reason  for  this  outstanding 
coverage?  WSFA-TV  has  the  TOP  60  SHOWS  in  an  area 
of  over  one  million  population,  with  one-third  of  a  million 
automotive  registrations! 

Mark  Central  and  South  Alabama  on  your  list  .  .  .  and 
buy  it  with  WSFA-TV! 


*  Market  area  defined  by  Television  Magazine,  plus  6  counties  consistently  proving 
regular  reception.  Does  not  include  3  Georgia  and  3  Florida  bonus  counties. 

Data  from,  Sales  Management  Survey  of  Buying  Power,  May,  1958 

THE  WKY  TELEVISION  SYSTEM,  INC.  •  WKY-TV  AND  WKY  OKLAHOMA  CITY  •  WTVT  TAMPA -ST.  PETERSBURG 

Represented  by  the  Katz  Agency 
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New    sales    clues    in    Census    data 


I  he  latent  Census  data  you  see  in 
the  accompanying  table  gives  you  a 
glimpse  of  the  U.  S.  of  tomorrow 
through  the  eyes  of  those  veteran 
demographers  —  the  life  insurance 
companies. 

Probably  no  other  segment  of  busi- 
ness keeps  such  careful  tab  on  the 
life  and  death  of  America.  For  that 
reason,  stations,  sponsors,  program- 
(I-.  and  air  media  salesmen  can  pick 
up  some  valuable  tips  from  these  life- 
insurance  reshuffles  of  basic  govern- 
ment data. 

Tip  No.  1:  Bigger  families  again 
are  in  fashion,  which  naturally  means 
a  continued  rapid  growth  of  popula- 
tion and — in  a  more  immediate  sense 
— a  vast  new  concentration  of  teen- 
agers. In  this  connection,  the  Insti- 
tute of  Life  Insurance  makes  this  per- 
tinent observation: 

"An  interesting  aspect  of  the  trend 
of  the  1948-58  decade  is  that  the  in- 
crease in  number  of  children  per  fam- 
ily was  far  greater  among  non-farm 
than  farm  families."  In  fact,  the  trend 
"has  almost  eliminated  the  difference 
between  the  two  groups  with  respect 
to  the  proportion  with  moderate  to 
large  numbers  of  children  living  at 
home.  ' 

This  new  concentration  of  kids  in 
larger  metropolitan  families  more- 
over has  some  broad  economic  im- 
plications. 

"The  big  upturn  in  the  demand  for 
larger  homes  in  recent  years  is  a  par- 
ticular case  in  point."  says  the  Insti- 
tute. Other  areas  where  the  effect  will 
be  felt:  life-insurance  protection  and 
certain  types  of  hard  goods  I  possiblv 
e\en  more  second  cars  I . 

Tip  No.  2:  It's  absolutely  true  that 
the  U.  S.  has  more  women  than  men. 
But  any  quick  generalization  that  this 
automatically  means  more  family  in- 
stability— or  that  women  control  ra- 
dio and  tv  program  selection  with  an 
iron  hand — may  be  much  too  hasty. 

For  the  fact  is  that  the  excess  of 
women  is  concentrated  in  the  higher 
age  brackets  and  this  concentration 
will  grow  even  more  marked  in  the 
next  decade  I  see  table  I .  Below  35, 
the  nations  womanhood  should  have 
no  trouble  locating  a  husband — with 
room  to  spare  in  no  time  at  all. 


Here's  the  way  Metropolitan  Life 
Insurance  describes  the  evolution  of 
male-female  population  proportions: 
"A  somewhat  greater  number  of  boys 
than  girls  are  born  each  year,  but  be- 
cause males  experience  the  higher 
mortality  at  each  age,  their  numeri- 
cal superiority  is  graduallv  reduced, 
and  eventually  they  are  outnumbered 
by  the  females."  And  there  was  this 
short  term  booster  for  the  gals:  "The 
influx  of  overseas  war  brides  of 
American  servicemen." 

Tip  No.  3:  Within  the  past  two 
\ears.  white-collar  workers  have  over- 
taken—  and  decisively  passed  —  the 
blue  collar  boys.  Almost  28  million 
civilians  now  are  in  the  white-collar 
force,  as  against  26  million  in  the 
blue. 

Service  workers  are  another  rising 


categorj  (with  about  8'^  million  in 
the  experienced  civilian  labor  for< 
But  farm  workers — because  of  mech- 
anization-- have  declined  to  a  mere 
5'L.  million  as  against  7  million  two 
decades  ago.  In  short,  a  strong  back 
no  longer  is  pa)  ing  off  much:  this  is 
the  heydaj  of  the  fellow  who  uses  his 
head. 

Says  the  Institute  of  Life  Insur- 
ance: 

"Because  of  white-collar  workers" 
high  degree  of  employment  stabilit\ 
and  the  above-average  earnings  the\ 
provide,  this  development  in  the 
structure  of  the  labor  force  represents 
one  of  the  nations  outstanding  ac- 
complishments in  its  progress  toward 
widening  the  economic  horizon  of  the 
working  population  and  broadening 
of  opportunity  in  general."  ^ 


TWO  MAJOR  POPULATION  TRENDS 

1.    BIGGER  FAMILIES  ARE  COMING  INTO  FASHION 


(Note  those  with  three  or  more  children) 

FAMILY  TYPE  1948  1958 

(Millions   of   families) 

No  children   18.0  19.2 

One    8.1  8.1 

Two    6.0  7.9 

Three   2.7  4.6 

Four  or   more    2.5  4.0 

All  families   37.3  43.7 

Source:     U.S.   Bureau   of  Census:    Institute  of   Life    Insurance 


10-YR. 
INCREASE 

7% 

32 
70 
60 

17% 


II.    THERE  AREN'T  TOO  MANY  ELIGIBLE  WOMEN 

(Note   Deficit  in   the  younger   age   groups) 

AGE  GROUP  FEMALES  PER   1,000  MALES 

1957  1980 

Under  15  961  958 

15-19  970  963 

20-24  992  973 

25-34  1,026  987 

35-44   1,042  1,006 

45-54   1,034  1,046 

55-64   1,063  1,136 

65  and    over   1,179  1,389 

Ml  Ages  1,018  1,029 

Source:     Metropolitan   Life   lus    Co.,   liased  on  Census  anil  other  data 

Hill Illllllll Illlllllllllllllillllllllllllllllllllllllllllll 


SPONSOR 


14  FEBRUARY    1959 


89 


Q_ 

>.  ra 
o   o 

Z3 

^^ 

_§  2 

*C3> 

c 
«.2 

^> 

O    ro 

_^     4- 

zc 

1-2 

c  w> 

^^^k 

—   c 

LJ 

n    in 

^i 

W>   <D 

|M^te> 

c   c 

^^^J 

o  o 

^^^^ 

E 

^^* 

5f 

^r 

Si 

^^ 

c 

a« 

i 

ts  = 

f< 

S-o 

hfc- 

V    J 

3 

^^ 

<D     O 

_c    >. 

1 

4- 

^J 

iu 

W  ^ 

-*   o 

^^ 

»-   > 

CO  .— 

■»• 

Ej 

*-   u 

UJ 

</>    X 

3C 

^ 

ro     ro 

u 

CO 

> 

</>    o 

' 

—   (J 

°   a. 

=1 

Z    3 

<  -* 

Zj    ° 

■    ° 

oo 


oo 


oo 


5*'w> 


< 

o9 


o 


>- 

CO 


o. 


a  2 

o 

vt 

^%  ^ 

c 

O  < 

o 

CO 

J  *-" 

£• 

—  Si 

ma 

a 

UJ  o      > 

_j 

■H    —          r. 

fc_^    *     ^-_ 

hi 

W            flft 

,           w 

z 

k     5 

V1 

B 
01 

O 

■o 

fa 

k          o 

I        Z 

sweep 
221,- 

•C 

^5 

s 

g 

0) 

0 

CO 

0 

<x. 

0. 

a" 

Wy 

<U 

* 

•  M 

>- 

5 

K 

a 

8 

6 

O 

s 

«    0 

i»i 

a 

u. 

= 
0 

% 

0 

U 

Z 

o 

o 

^ 

-. 

3 

"3 

-a; 

« 
& 

>> 

cS 

O 
CO 

• 
6 

oc 

Q 

0 

«1 

£ 

i/> 

90 


Tv  and  radio 
NEWSMAKERS 


Howard  Eaton,  Jr.,  has  been  named  me- 
dia dir.  of  Lever  Bros.  Co.  He  was 
previously  media  manager  of  radio  and 
television  for  Lever.  Comparatively  young 
for  his  job  (he  is  only  29),  Eaton's  career 
began  in  radio  during  his  undergraduate 
years  at  Yale  where  he  was  a  sports  an- 
nouncer for  WELL  New  Haven.  Even  to- 
day, he  broadcasts  the  down-by-down  ac- 
counts of  the  Eli  football  games  over  WELL  In  1952,  after  his  grad- 
uation, and  service  in  the  Army  Reserve,  he  joined  Young  &  Rubi- 
cam  as  a  television  account  representative.  He  is  a  native  New  Yorker. 

Rex  Preis  has  been  appointed  station  man- 
ager of  WOAI,  San  Antonio.  He  has  served 
as  commercial  manager  of  the  station  since 
1951.  Previously,  Preis  was  head  of  his 
own  advertising  specialty  business,  and  be- 
fore that  spent  10  years  as  assistant  gen- 
eral manager  and  commercial  manager  of 
KTSA,  San  Antonio.  Also  appointed  was 
Edward  V.  Cheviot,  as  station  manager  of 
WOAI-TV.  He  has  been  commercial  manager  of  the  television  sta- 
tion since  1952.  and  prior  to  that,  was  active  in  the  newspaper  field. 


Jay  W.  Wright  has  been  named  president 
of  Radio  Service  Corp.,  parent  corporation 
of  KSL-AM,  FM  &  TV,  Salt  Lake  City.  He 
has  spent  the  past  four  and  one-half  years 
as  administrator  of  the  group's  radio/tv 
properties,  first  as  administrative  v.p.  and 
then  as  exec  v.p.  Before  going  to  RSC, 
Wright  was  with  the  CBS'  General  Engi- 
neering Dept.  for  nine  years,  and,  prior  to 
that,  was  associated  with  Glen  D.  Gillette  Consulting  Engineers  in 
Washington,  D.  C.    He  is  currently  president  of  Utah  Bdcstrs.  Assn. 

Milton  F.  Allison  has  been  appointed 
general  manager  of  CBS  Radio  Spot  Sales. 
He  will  assume  the  duties  which  were  per- 
formed by  Gordon  F.  Hayes  who  has  be- 
come national  manager  of  affiliate  relations 
for  the  CBS  TV  network.  Allison's  career 
began  in  1932  when  he  joined  the  Skelly 
Oil  Co.  as  radio  manager.  From  1936  until 
1940  he  was  affiliated  with  KMBC,  Kansas 
City  as  promotion  manager  and  from  1940  until  1944  he  held  a 
similar  post  at  WLW,  Cincinnati.  He  served  with  the  Navy  as 
officer    in    charge    of    radio    information    from    1944    until    1946. 
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During  363  Weekly 
Quarter  Hours 

KNOE-TV 

Has 

80%  to  98% 


SHARE  OF  AUDIENCE 


AS  REPORTED  IN  ARB 
DECEMBER   1958 


IJM  RICH 

MONROE 

MARKET 

From  Sign  On  To 
Sign  Off  7  Days  A  Week 

KNOE-TV 

Has 

79.4  % 

Average  Share  Of 
Audience 


JUST  LOOK  AT  THIS  MARKET  DATA! 


And    you    get    more    impact    and    circulation    per 
dollar   in   radio   on 


UMIIMIiiilin 


New   Orleans 


MDE-Radio 


50.000  watts 
1060  KC 


i.OOO  watts 
1390  KC 


Monroe 

Edd  Routt,  Vice-Pres.  &  Gen.  Mgr. 
'Surrey  proven  No.  1,  6  a.m. —  6  p.m.  by  A.  C.  Nielsen 


Population 

Households 

Consumer  Spendable  Income 

Food  Sales 

Drug  Sales 

Automotive  Sales 

Ceneral  Merchandise 

Total  Retail  Sales 


1.520,100 
423,600 
$1,761,169,000 
S  300.480.1  Hid 
s  40,355,000 
$  299,539,000 
$  148.789,000 
$1,286,255,000 


KNOE-TV 


Channel  8    •    Monroe,  La. 
A   James    A.    Noe   Station 


CBS    •    ABC 
•   NBC    • 


NOE  ENTERPRISES.  INC. 
James  A.  Noe.  Jr. — President 
Paul  H.  Goldman — Executive  Vice  President   and 
General  Manager 

Represented  by  H-R  Television,  Inc. 
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lO-SECOND  SPOTS 

Valentine  thought:  From  house  or- 
gan of  Brown's  Steno  Service,  N.Y. — 
"People  of  Middle  Ages  believed 
birds  mated  on  February  14th.  Hence 
tbe  date."    Love  is  for  the  birds? 


A  Challenge  to  the  Radio  Industry 

Page  34  of  this  issue  carries,  as  Part  Four  of  sponsor's 
$500  million  plan,  a  discussion  of  the  need  for  increasing 
spot  radio's  prestige  and  reputation  among  its  sponsors. 

This  problem  of  prestige,  however,  belongs  to  the  entire 
radio  industry,  not  just  its  spot  radio  branch. 

In  recent  years,  the  name  and  reputation  of  all  radio — 
network,  spot  and  local — has  been  seriously  weakened.  The 
public  image  of  its  power,  influence,  service,  value  and  im- 
portance has  progressively  deteriorated. 

sponsor  believes  that  the  situation  has  reached  a  point  of 
great  seriousness  for  the  entire  industry.  And  we  further 
believe  that  radio  has  not  yet  faced  the  challenge  to  its  pub- 
lic image  as  squarely  as  it  must. 

Everyone  familiar  with  the  medium  knows  that  it  has  many 
current  needs  and  problems — ranging  from  the  need  for  more 
aggressive  and  competitive  selling  down  to  the  need  for  elimi- 
nating the  excessive  paper  work  which  makes  spot  radio  a 
burden  for  agencies  and  advertisers. 

But  sponsor  suggests  that,  beyond  all  these  there  is  a  great- 
er problem — the  problem  of  radio's  over-all  prestige  and 
reputation.  And  we  seriously  question  whether  enough  indus- 
try attention  is  being  devoted  to  this  difficult  matter. 

In  our  opinion  there  is  an  urgent  need  for  leaders  of  such 
groups  as  NAB,  RAB,  SRA  and  the  networks  to  meet  and 
draw  up  a  new,  constructive  and  imaginative  program  for 
rebuilding  radio's  public  image. 

Here's  one  proposal:  four  weeks  from  now  the  industry 
will  be  gathering  in  Chicago  for  the  annual  NAB  convention. 
We  suggest  that  a  prime  objective  of  this  convention  should 
be  the  development  of  a  forward-looking  plan,  designed  to 
give  radio  the  dignity,  integrity  and  prestige  which  the  me- 
dium deserves. 

We  propose  this  as  a  challenge  to  the  entire  industry. 


THIS  WE  FIGHT  FOR:  An  awareness  on  the 
part  of  radio  men  that  the  broadcasting  me- 
dium can  have  a  far  brighter  future  than  the 
faint-hearted  or  the  skeptics  may  have  believed. 
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Ahead:  A  New  York  rep  salesman 
who  had  just  begun  a  diet  the  other 
morning  took  an  adman  to  lunch, 
realized  suddenly  on  leaving  Gaston 
Restaurant  he  had  used  up  his  calorie 
quota  for  the  next  six  days. 

No  sabe?  Madison  Avenue  adgal 
vacationing  in  Madrid  happened,  at 
dinner,  to  ask  the  waiter,  "Where  is 
your  sardine  industry  in  Spain?"  "In 
front  of  the  Hotel  Victoria,"  said  the 
waiter. 

Overnight  ratings:  Walter  Winchell. 
MBS  newscaster,  recently  mentioned 
two  steel  companies  ( U.S.  Steel  and 
Inland  Steel)  on  different  Sunday 
nights.  On  each  following  Monday, 
the  stocks  of  both  companies  enjoyed 
a  five-point  rise.  Up  we  go  with 
radio  ! 

Newsy:  The  WPEN.  Philadelphia. 
Red  Benson  Show  was  interrupted  the 
other  day  with  a  news  flash  on  an 
oil  truck  explosion  that  featured  an 
eye-witness  interview  with  a  Mr. 
Abrams  outside  whose  shoe  store  the 
holocaust  took  place.  Benson's  di- 
lemma: his  next  tune  coming  up  was 
"Oh  What  a  Beautiful  Morning,"  his 
next  commercial — a  spot  for  Abram's 
Shoe  Store.    (Not  the  same  one). 

Hic-nik:  AP  dispatch — "Moscow 
television  viewers  tonight  got  a  thirty- 
five  minute  look  at  a  program  de- 
signed to  show  the  evils  of  drink.  One 
part  of  the  program  showed  a  worker 
on  a  lost  week-end.  Another  episode 
showed  a  man  drinking  wine  in  his 
home  while  his  young  son  watched 
in  horror."  Why  not?  It  sounds  like 
a  horror  shoiv. 

Quitters:  The  U.  S.  Chamber  of 
Commerce  has  washed  its  hands  of 
thinking  up  special  days  and  national 
weeks  (i.e.:  National  Horseradish 
Week,  Be  Kind  to  Barflies  Day). 
Don't  worry,  C  of  C;  we'll  bet  the  ad- 
vertising fraternity  will  fill  the  gap. 
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ONE  SWEET  YEAR  DESERVE*  MOTHER! 

A/RCA  TV  made  the  most  of  every  Quarter  during 
1958.  The  fourth  quarter ...  like  the  first  three... 
shattered  all  records.  Share  of  audience  increased 
7%  over  the  previous  year.  Sales  increased  26%. 

For  the  entire  year.  WRCA-TV's  share  of  audience 
was  up  9%,  sales  up  17%.  Easily,  thj  best  year  in 
HVRCA-TV  history!  Now,  it's  time  to  join  us  for  your 
best  year.  Don't  wait  for  Spring,jl| plant  now! 

IBC  IN  NEW  YORK  •  SOLD  BY  NBC  SPOT  SAlES   WnUiflpTV  '  4 


Select  any  program  or  announcements  from  these 
Friendly  Group  stations— wstv-tv,  wboy-tv  or 
kode-tv  on  a  13-week  budget— and  our  exclusive 
"Shopper-Topper"  merchandising  service  is  yours 
at  no  extra  cost  in  the  important  Steubenville- 
Wheeling,  Central  West  Virginia  and  Joplin  mar- 
kets. In  these  three  rich  markets— with  combined 
food  sales  of  $167,562,000-only  these  stations  of- 
fer advertisers  this  unique  merchandising  support. 
Find  out  today  how  "Shopper-Topper"  can  move 
the  goods  for  you. 


The  Shopper-Topper*  Merchandising  Plan  guarantees: 

•  in-store  displays,  placement  of  point-of-sale  material,  shelf 
stocking,  checks  on  prices,  exposure  and  activity  of  major 
competitors,  obtaining  comments  from  stores— in  170  high- 
volume  supermarkets 

•  merchandising  activity  report  every  13  weeks  to  advertis- 
ers and  agencies 

•  complete  direct  mail  service 

•  product  highlighting  on  popular  local  shows,  including  live 
demonstration 

For  more  details  ask  for  our  new  "Shopper-Topper"  brochure 


WSTV-TV       WBOY-TV        KODE-TV 

CHANNEL  9  •  STEUBENVILLE-WHEELING  •  CBS-ABC  CHANNEL  12  •  CLARKSBURG,  W.  VA.  •  NBC  CHANNEL  12  •  JOPLIN,  MO.  •  CBS 

Members  of  The  Friendly  Group     tt*M?     Represented  by  Avery-Knodel,  Inc. 
Rod  Gibson,  Nat'l  Sis.  Mgr.    •     52  Vanderbilt  Ave.,  New  York    •  211  Smithfield  St.,  Pittsburgh.  •  *Copyright  applied  for 
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THE  WEEKLY   MAGAZINE  TV/ RADIO  ADVERTISERS   USE 


irst  again1. 

A  W-l-T-H  BALTIMORE  EXCLUSIVE 

adio  Press 

IRECT  WORLDWIDE  NEWS  COVERAGE    I 


t  hour,  24  hours  a  day,  W-I-T-H  RADIO  PRESS  brings 
world's  news  into  sharp  focus.  Expert  news  analysts, 
reportorial  minds  sharpened  by  personal  on-the-spot 
age,  relay  exciting  eye-witness  accounts  to  listeners 
I  these  events  are  headline-hot ! 

:1  wonder  that  these  direct  W-I-T-H  newscasts  have 
;dy  become  a  top  audience  attraction  in  the  booming 
imore  market. 

on  the  W-I-T-H  RADIO  PRESS  sales  steamroller! 
fee  time  slots  are  now  available. 


WnTinsley,  Pres.  Radio  Baltimore  R.  C.  Embry,  Vice  Pres. 

itional    Representatives:    Select    Station    Representatives    in    New   York,    Philadelphia,    Baltimore,    Washington 
«lrown   Co.   in   Dallas,   Houston,   Atlanta,    New  Orleans  McGavren-Quinn    in   Chicago,    Detroit   and    West   Coast 


SOFT  GOODS 
ARE  COMING 
IN  STRONG 

Will  new  develop- 
ments up  ad  budgets 
in  the  near  futu  re  ? 
Part  1  of  II  parts 

Page   25 


Spot  radio  must 
adopt  1963  sales 
tactics  now 

Page   28 


Radio/tv's 
growing  fund 
of  co-op  dollar 

Page    32 


Tv  basics- 
Nielsen  reveals 
clients  stand  pat 


Page   ti 


DIGEST  ON  PAGE 


Both  Nielsen  and  ARB 
Prove  KETV  Leadership 

in  Omaha! 

Nielsen  -  First  in  Share  of  Audience. 
6  P.M.  -  9  P.M.  9  P.M.  -  12  P.M. 

KETV  38         KETV  40 

Station  B 31  Station  B 25 

Station  C 30  Station  C 35 

ARB  (ONE -WEEK)  First  in  Share  of  Audience. 

6  P.M.  -  10  P.M.  10  P.M.  -  12  P.M. 

KETV   39.8         KETV   50.2 

Station  B  28.0     Station  B  24.9 

Station  C  32.2     Station  C  24.9 

ARB  (FOUR -WEEK)  First  in  Share  of  Audience. 

6  P.M.  -  10  P.M.  10  P.M.  -  12  P.M. 

KETV    35.9  KETV 37.4 

Station  B   32.0  Station  B   31.6 

Station  C   32.1  Station  C   31.0 

First  in  Omaha's  Choice  of  Movie  Entertainment 
Movie  Masterpiece  (9:35  P.M.) 

ONE-WEEK  ARB  FOUR- WEEK  ARB  NIELSEN 

KETV   24.5     KETV 16.6     KETV 24.3 

9:35  Movie  ARB  Cumulative  Rating:     70.6! 

Late  Movie  Cumulative  Rating:    40.4! 

*Nov.,  '58  Metropolitan  Omaha  One-Week,  Four-Week  ARB. 
Nov.  2-29,  '58  Omaha  Nielsen  Station  Index 


Call 


\W      I  I  I  EVISION    NI1W  OKK 


Hen  H.  Cowdery,  President 

Eugene  S.  Thomas,  V.P    &  Gen    Mgr. 


OMAHA   WOK  I  1)111  K.U.I)    SI   \  I  ION 
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Kansas  City:  groundwork  for  better  living 


This  is  not  where  a  bomb  or  tornado  struck. 
It's  part  of  the  area  cleared  of  slums  and 
tenements  in  Kansas  City  during  the  past 
year.  It's  a  typical  face-lifting  project  which 
won  for  Kansas  City  one  of  Look  magazine's 
Community  Home  Achievement  Awards 
for  1958. 

Such  a  $250  million  project  goes  to  show 
what  we've  been  saying.  Kansas  City's  a 
look-alive  town.    Eyes  on  the  future.    Plans 


for  the  future  Money  to  spend  right  now 
to  make  life  better  right  now. 

More  than  a  million  people  live  here.  And 
more  of  this  million  watch  KCMO-TV  at 
more  times  of  day  (say  ARB  and  Nielsen) 
than  any  other  station. 

Why  so  popular,  KCMO-TV?  We  talk  Kansas 
City's  language.  And  we  get  to  Kansas  City 
loud  and  clear.  We  broadcast  at  maxi- 
mum power  from  the  world's  tallest  self- 
supported  tower. 


K 


ansasCity  MO-TV 

WHEN  WHEN-TV  The  Katz  Agency 

KPHO  KPHO-TV  The  Katz  Agency 

WOW  WOW-TV  John  Blair  &  Co.-Blair-TV 

KRMG  John  Blair  &  Co. 


Joe  Hartenbower, 
General   Manager 


Sid  Tremble. 

Tv   Station   Manager 


SYRACUSE 
PHOENIX 
OMAHA 
TULSA 


Represented  nationally  by  Katz  agency. 

Meredith  Stations  are  affiliated  with  BETTER 
HOMES  and  GARDENS  and  SUCCESSFUL 
FARMING  Magazines. 
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DIGEST  OF  ARTICLES 


Soft  goods:  dollar  dream  of  admen 

25    More   ad   money,   bigger   broadcast    budgets   are   what's   ahead    for   this 
$20  billion  industry  as  it  suffers  growing  pains,  fights  internal  revolutions 

Spot  radio  must  adopt-  1963  sales  tactics  now 

28    Part  five  of  sponsor's  $500  Million   Plan  for  Spot  Radio;   weaknesses 
in    present   sales    methods,    suggests   review   by   stations,   representatives 

Radio  creates  high-priced  mood 

31  Minneapolis  builder,  Marv  Anderson,  tailored  a  jingle  to  fit  his  market. 
Results:   doubled  business  volume,  healthy  sales  lead  over  competitors 

More  dollars  for  radio/tv  co-op 

32  The   increase   would   be   even   greater  if  air  media  would    (1)    develop 
better  proof-of-performance  method,    (2)    publish  their  local  rate  cards 

Hollywood  looks  at  commercials 

35    To  celebrate  Advertising  Week,  Hollywood  Ad  Club  made  presentations 
of  awards  for  best  radio/tv  commercials  produced  in  Los  Angeles  area 

Green  Bay  leads  all  Parti-Day  sales  areas 

3€>    Results  of  Wis.  day  tv  test  "beyond  our  wildest  dreams"  says  Parti-Day 
v.p.  Lockridge.    Green   Bay  results  will  guide  new   marketing   planning 

Full  sponsorship  still  reigns 

37    A  three-season  study  by  Nielson  on  nighttime  network  sponsorship  pat- 
terns show  buying  habits  haven't  changed.     Comparagraph  on  net  shows 

sponsor  asks:    Are  you  a  friend  or  foe  of  the  single 
rate? 

44    As    local    vs.    national    rates    come    under    fire    by    national    advertisers 
and    agencies,   broadcast    men    tell    how    they    feel    about    this   situation 
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NCS  No.  3  CIRCULATION 
SPRING,  1958 

STATION 

DAYTIME 

NIGHTTIME 

DAILY 

WEEKLY 

DAILY 

WEEKLY 

WKZO-TV 
Station  6" 
Station  C 

265,990 
202,190 
152,910 

390,330 
314,950 
264,330 

386,280 
304,780 
222,400 

472,250 
384,570 
349,890 

BUT...  WKZO-TV  Gives  You 
The  Old  "One -Two"  Punch 
In  Kalamazoo -Grand  Rapids! 

Lead  with  WKZO-TV  and  you'll  take  sales  "off  the  ropes" 
in  Western  Michigan !     WKZO-TV  covers  more  television 
homes  than  any  other  station  in  its  area  — 606,780  homes  in 
34  counties  according  to  NCS  No.  3. 

NCS  No.  3  shows  that  WKZO-TV  gives  you  more  circulation 
by  far  —  monthly,  weekly,  daily  —  than  any  other  Michigan 
station  outside  of  Detroit ! 

And  remember  that  by  adding  WWTV,  Cadillac,  to  your 
WKZO-TV  schedule  you'll  get  all  the  rest  of  Michigan  worth 
having! 

*0«  July  8,  1880  John  L.  Sullivan  beat  Jake  Kihain  for  the  heavyweight 

championship  in  75  rounds. 


WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KAIAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  — GRAND  RAPIDS-KALAAAAZOO 
WWTV  —  CADILLAC,  MICHIGAN 
KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA,   ILLINOIS 
WMBD-TV  —  PEORIA,   ILLINOIS 


WKZO-TV 

100,000   WATTS      •      CHANNEL   3      •       1000'   TOWER 

Studios  in  Both  Kalamazoo  and  Grand  Rapids 

For   Greater   Western    Michigan 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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Big  news  from  WCAU-TV! 
Share  of  audience  up 
a  big  30%  since  August! 


Get  this:  in  prime  evening 
time,  audiences  16%  greater 
than  the  second  station! 


The  Late  News?  22.3 
rating— 157%  bigger  than 
any  other  late  news  ! 


-# 


<&> 


Early  Show  ratings 
up  286%  since  August. 


And  chief,  one  movie 

set  an  all-time,  late-evening 

record  in  Philadelphia . . . 

Got  a  31.4  rating, 
73%  share  of  audience. 


My  dear,  that's  exactly 
what  I've  been  saying . . , 
I  know,  such  wonderful 
programs . . .  di-vine, 
aren't  they. . .  Fred  is 
absolutely  glued  to  the 
newscasts  ...I  can't 
get  a  word  in  edgewise 
when  he's  watching . . . 
of  course  as  for  me— 
I  adore  those  movies . . . 
no  wonder  everyone, 
simm-ply  everyone,  is 
looking  at  Channel  10! 


"Each  Commercial 
Deserves  an  Alert 
Audience" 


says 


Ernest  R.  Currie 

Assistant  General 

Manager 

WPDQ 

Jacksonville,  Fla. 


At  WPDQ  we  consider  our  No.  1  rating 
position  important  (see  Pulse  -  Oct.  '58 
and  Hooper  -  Dec.  '58  -  for  details).  But 
we  know  that  listeners  must  be  alert  to 
be  converted  into  buyers.  Therefore,  our 
total  staff  is  constantly  striving  to  keep 
our  format  exciting,  without  being  noisy 
.  .  .  informative,  without  being  wordy. 
Our  listeners  know  that  at  any  time  vital 
and  interesting  information  may  come 
their  way  on  WPDQ. 

For   example: 

(1)  WPDQ  had  direct  coverage  reports 
from  Nova  Scotia  during  the  rescue 
attempts  of  the  Danish  Ship  Hans  Hed- 
toft. 

(2)  During  the  same  weekend,  WPDQ 
newsmen  were  aboard  the  Jacksonville- 
docked  Dutch  aircraft  carrier  Karel 
Doorman  interviewing  the  two  Ameri- 
cans who  were  rescued   in  the  Atlantic. 

(3)  Special  reports  by  Jacksonville  au- 
thorities broadcasting  the  local  view- 
point on  national  stories  are  aired 
daily. 

The  examples  could  go  on  and  on.  Suffice 
it  to  say  that  we  try  to  make  WPDQ  so 
interesting  that  our  listeners  feel  they  had 
better  be  alert  and  actually  listen,  or  they 
might  miss  something.  Needless  to  say, 
the  alert  listener  is  also  more  likely  to 
be   the    buying    listener. 


Represented    by 
Venard,    Rintoul    and    McConnell 
James  S.  Ayers,  Southeast 


5000   Watts 


600   KC 


WPDQ 

Robert  R.  Feagin,  Pres.  &  Gen'l.  Mgr. 

Where  alert  listeners  tune  by  choice, 
not  by  chance  .... 


NEWSMAKER 
of  the  week 


This  week,  a  sharp  reply  to  attacks  by  critics  of  television  pro- 
granting  came  from  a  hard-headed,  realistic  chief  of  an 
agency  with  a  big  stake  in  air  media  (its  1958  tv/ radio  bill- 
ings: $40.2  million).  He  issued  a  stern  warning  to  agencies 
who  heed  the  detractors  and  disregard  what  the  public  wants. 

The  newsmaker:  Robert  E.  Lusk,  president  of  Benton  & 
Bowles,  became  the  first  to  answer  the  critics  of  television  by  point- 
ing squarely  to  their  own  destructive  role.  His  argument:  the  hue 
and  cry  by  this  minority  is  inviting  an  Orwellian  "Big  Brothers"  era 
of  cultural  force  feeding  on  tv. 

"It  has  become  fashionable  recently  in  many  advertising  circles," 
he  said,  "to  attack  television  programing — to  make  the  point  that 
advertisers,  agencies  and  broadcasters  are  destroying  the  cultural 
standards  of  Americans.  If,"  he  emphasized,  "we  programed  only 
the  kind  of  show  that  in  our  wis- 
dom we  thought  was  'good  for  the 
people'  then,  truly,  we  would  be 
guilty  of  manipulation,  and  we 
would  be  wasting  our  clients' 
money." 

Lusk  cited  the  bald  fact  that  an 
immense  amount  of  waste  in  ad- 
vertising comes  from  the  fact  that 
"almost  50%  of  each  new  season's 
crop  of  programs  fail  to  survive 
their  first  winter  on  the  air." 

Largely  at  fault  is  the  tendency 
not  to  let  the  viewer  himself  de- 
cide what  he  wants,  Lusk  believes.  "Our  responsibility  is  to  put  on 
the  air  the  kind  of  programs  people  want  to  see — not  what  we  think 
they  ought  to  see." 

How  can  this  be  determined?  Only  by  "creative  objectivity,"  in 
Lusk's  words,  "a  quality  that  the  advertising  agency  can  bring  to 
its  clients'  television  programing,  a  talented  and  useful  objectivity 
to  help  the  program's  creators  change  what  should  be  changed,  and 
not  change  what  should  not  be  changed." 

He  warned  that  it's  the  agency's  responsibility  to  do  this.  "Experi- 
ence has  indicated  to  us  that  there  are  two  basic  reasons  for  the  very 
bad  track  record  in  the  television  programing  field.  First — the  in- 
ability to  pick  a  strong  enough  and  sound  enough  program  idea  to 
begin  with.  And,  second — the  inability  to  develop  the  program  to  its 
top  potential,  to  correct  its  deficiencies  and  to  develop  its  strengths." 

The  plain  fact,  as  Lusk  sees  it,  is  that  today  television  is  an  escape 
medium  for  most  Americans. 

"To  those  who  would  change  culture  by  tinkering  with  program- 
ing, I  simply  ask:  'Who  is  going  to  play  Big  Brother? 


Robert  E.  Lusk 
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NEWSMAKER  STATION  of  the  WEEK 


robert  e.  eastman  &  co., 


inc. 


national  representatives  of  radio  stations 


NEW  YORK: 

527  Madison  Avenue 
New  York  22,  N.Y. 
PLaza  9-7760 


CHICAGO: 

333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-7640 


SAN  FRANCISCO: 

Russ  Bldg. 

San  Francisco,  Cal. 

YUkon  2-9760 


DALLAS: 

211  North  Ervay  Bldg. 
Dallas,  Texas 
Riverside  7-2417 


ST.  LOUIS: 

Syndicate  Trust  Bldg. 
915  Olive  St. 
St.  Louis,  Missouri 
CEntral  1-6055 
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The  Dynamic 


Little  Rock 
Story 

of  Radio  Acceptance! 


It's  KVLC  all  the  Way! 

Here's  why: 

•  Top  f lite  programming 

•  Outstanding  personalities 

•  Instant  news  coverage  via 
news  cruisers 

•  Satisfied  year-after-year  advertisers 

DO    BUSINESS   WHERE    BUSINESS 

IS    BEING    DONE! 
Get  the  KVLC  Success  Story  Today! 

NATIONAL  REPS.: 

•  New  York  City 
Richard  O'Connell,  Inc. 

•  Chicago 
William  J.  Reilly 

•  Kansas  City  —  St.  Louis 
Jack  Hetherington 

.   .   .   and  in   nearby 

LAKE  CHARLES,   LA. 


Reaching  a  booming  market  of  250,000. 
Annual   retail   sales   $200,000,000. 


NOW 


Special  15%  discount  on  this 

potent  combination  .  .  . 

KVLC,  Little  Rock  +  KIKS,  Lake  Charles 


Time  buyers 
at  work 


Elizabeth  Griffiths,  Bryan  Houston,   Inc.,  New  York,  emphasizes 
the   importance   of   finding   the   maximum   audience   of  a   product's 
potential   consumers.      "To   reach   this   audience   means   examining 
many  intangible  considerations,"  Elizabeth  says,  "rather  than  relying 
only  on  ratings.     The  buyer  must  be  familiar  with  all  areas  of  the 
product's  marketing  objectives,  its 
problems  and  competitive  situation 
in  each  particular  market.  Market- 
ing  aims   and   audience   composi- 
tion must  be  the   first   considera- 
tions, then  ratings."     In  reaching 
the  maximum  audience  for  its  po- 
tential consumers,  the  Maypo  com- 
mercial   is    a    natural,"    Elizabeth 
points  out,  "since  we  are  able  to 
place  them  in  kid's  shows,  where 
Marky  Maypo  is  as  much  at  home 
as  a  duck  in  a  millpond,  and  as 

much  a  part  of  the  entertainment.  Proof  of  this  media  strategy's  suc- 
cess is  that,  despite  that  the  product  is  only  seasonally  advertised  and 
in  only  half  of  the  country,  it  ranks  among  the  top  two  commercials 
in  ARB's  national  popularity  poll  and  sales  are  continuously  rising." 


Otis  Hutchins,  Doyle  Dane  Bernbach,  Inc.,  New  York,  feels  that 
broadcast's  first  step  is  to  fight  the  print  medium  effectively.  In- 
creased budgets  for  both  radio  and  tv  should  be  a  joint  effort  by 
TvB,  RAB,  SRA  and  the  NAB  on  the  plans  board  and  media  direc- 
tor level.     "At  the  present  time,"  Otis  says,  "the  broadcast  industry 

waits  until  the  budgets  have  been 
already  allocated  before  it  makes 
an  effort  for  the  advertising  dol- 
lar, then  fights  for  what's  there." 
The  result,  Otis  thinks,  is  that  the 
entire  broadcast  media  suffers  at 
the  hands  of  the  better  organized 
and  more  aggressive  efforts  of  the 
print  people  to  protect  and  enlarge 
their  budgets.  "If  you're  going  to 
chop  down  a  tree,"  Otis  says,  "you 
don't  start  at  the  top  with  the 
branches — you  go  to  the  roots.  A 
cooperative  campaign  by  the  promotion  organizations  of  both  radio 
and  tv  selling  the  merits  of  the  entire  media  to  the  top-level  execu- 
tives before  budgets  are  allocated  would  benefit  the  industry  as  a 
whole.  Obviously,  if  there  is  more  money  allocated,  there  is  going 
to  be  more  money  for  all,  whether  spot,  or  network,  radio  or  tv." 


SPONSOR 


21  FEBRUARY  1959 


®®  profii-anil«pro] 


otion  packed  half-hours! 

already  guarantee, 


BEST  • 
•  SPOTj 

►•';  •  BUY 

IN  SAN  ANTONIO! 

The  unchallenged 
market  leader 
...  by  PULSE 
...  by  HOOPER 
...  and  used  by  the 
following  advertisers: 

Air  Transport  Assn.,  Alemite,  Alka  Seltzer, 
American  Machine  &  Foundry,  B-C,  Bayer 
Aspirin,  Bayer  Nasal  Spray,  Ben  Gay,  Bexel 
Vitamins,   Blondex,   Blue    Bonnet  Margarine, 
Borden's,  Bowman   Biscuit,  Bristol  Meyers, 
Budweiser,  Busch-Bavarian,  Camel,  Campho- 
Phenique,  Cannon  Mills,  Cardui,  Champion 
Spark   Plugs,  Chef   Boy-Ar-Dee,  Chevrolet, 
Chrysler,  Coca  Cola,  Coldene,  Conoco, 
Coppertone,  Cudahy,   Eastern   Airlines,  Edsel, 
Energine,  Eveready  Batteries,  Falstaff, 
Florists  Tel.  Del.  Assn.,  Ford,  Greyhound  Bus, 
Gulf  Oil,  Hamilton  Watches,  Hit  Parade, 
Hormel,  Italian  Swiss  Colony,  Kent,  L  &  M, 
Lance  Products,  Lever  Bros.,  Lucky  Strike, 
Magnolia    Petroleum,   Mercury,   Mexsana, 
Mistol,  Mum,  Murine,  My-T-Fine,  National 
Biscuit,  Newport,  Oasis,  Old  Gold, 
Oldsmobile,  One-A-Day,  Pall  Mall,  Pacquins, 
Penetro,  Pepsi  Cola,  Peter  Paul  Candy, 
Plough  Inc.,  Portland  Cement,  Praise, 
Prestone,  RCA  Victor,  R-C  Cola,  Ralston 
Purina,  Rayco,  Readers'  Digest,  Revlon,  Roma 
Wine,  Schlitz,  Seaforth,  Sears  Roebuck  & 
Co.,  Silk-N-Satin,  Sinclair,  Silver  Dust, 
Silversmiths  Guild,  Sioux   Bee  Honey,  Soltice, 
Squirt,  Sterling  Drugs,  St.  Joseph's  Aspirin, 
Texaco,  Time  Magazine,  Top  Value  Stamps, 
Treesweet,  Trig,  United  Fruit,  Wildroot 
Cream  Oil,  Winston,  Winter  Pears,  Wolf 
Brand  Chili  and  others. 

How  about  YOUR 
next  schedule? 

u  p  <$$& 

See  your  II  "  ll  representative 
or  Clarke  Brown  man 

or  write  direct  to 


KONTO 


JACK    ROTH,  Manager 

P.  O.  Box  2338 
San  Antonio  6,  Texas 
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National  and  regional  spot  buys 
in  work  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

The  American  Sugar  Refining  Co.,  New  York,  is  preparing  a  cam- 
paign in  40  markets  for  its  Domino  sugar.  The  schedules  start  2 
March  for  13  weeks.  Daytime  and  nighttime  minutes  and  20's  and 
nighttime  chainbreaks  are  being  placed;  frequencies  vary  from  mar- 
ket to  market.  The  buyer  is  Jerry  Van  Horson;  the  agency  is  Ted 
Bates  &  Co.,  New  York. 

Peter  Pan  Foundations,  Inc.,  New  York,  is  entering  11  markets  for 
its  foundations.  The  schedules  start  in  early  March,  run  for  10  weeks. 
Minutes  are  being  placed;  average  frequency:  10  per  week  per  mar- 
ket. The  buyer  is  Bob  Glatzer;  the  agency  is  Ben  Sackheim  Inc.,  N.  Y. 

General  Mills,  Inc.,  Minneapolis,  is  planning  a  campaign  in  various 
markets  for  its  Cocoa  Puffs.  The  schedules  kick  off  9  March  for  six 
or  seven  weeks.  Minutes  in  children's  programs  are  being  purchased; 
frequencies  depend  upon  the  market.  The  buyer  is  Roy  Terzi;  the 
agency  is  Dancer-Fitzgerald-Sample,  Inc.,  New  York. 

The  Procter  &  Gamble  Co.,  Cincinnati,  is  going  into  major  mar- 
kets for  its  Zest  soap.  The  schedules  start  in  March  on  a  52-week 
basis.  Minutes  during  nighttime  segments  are  being  slotted;  fre- 
quencies vary  from  market  to  market.  The  buyer  is  Paul  Roth;  the 
agency  is  Benton  &  Bowles,  Inc.,  New  York. 


RADIO  BUYS 

General  Cigar  Co.,  New  York,  is  lining  up  schedules  in  top  markets 
for  its  White  Owl  cigars.  The  six-week  campaign  starts  2  March. 
Minutes  during  daytime  segments  are  being  set  up,  with  frequencies 
varying.  The  buyer  is  Tom  Viscardi ;  the  agency  is  Young  &  Rubicam, 
Inc.,  New  York. 

Bristol  Myers  Co.,  Products  Div.,  New  York,  is  entering  major 
markets  for  its  Mum.  The  campaign  starts  2  March  for  21  weeks. 
Minutes  during  daytime  segments  are  being  used ;  frequencies  depend 
upon  the  market.  The  buyers  are  Ed  Green  and  Lou  Bullock;  the 
agency   is   Doherty,   Clifford,   Steers  &   Shenfield,   Inc.,   New   York. 

Duffy-Mott  Co.,  Inc.,  New  York,  is  preparing  a  campaign  in  top 
markets  for  its  Clapps  baby  food.  The  10-week  schedules  start  23 
March.  Minutes  during  daytime  segments  are  being  bought;  fre- 
quencies vary  from  market  to  market.  The  buyer  is  Steve  Suren ;  the 
agency   is   Sullivan,   Stauffer,   Colwell   &    Bayles,    Inc.,    New   York. 
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The  time  just  flew! 


KIM 


ROYAL  DUTCH 
AIRLINES 


You've  crossed  the  ocean  —  and  it's  hard  to  believe  the  trip  is  over  so  soon. 
But  it's  easy  enough  to  understand  once  you've  flown  KLM.  There's  such 
solid  comfort.  And  such  a  friendly  climate  aboard.  What's  more,  the 
cuisine  is  superb.  Why,  even  the  simplest  fare  becomes  a  delicacy  in  the 
artful  hands  of  a  KLM  master  chef. 

These  are  just  a  few  reasons  why  people  who  travel  often  by  air  take  the 
Royal  Dutch  route  —  to  all  points  of  the  globe.  Next  time  you  plan  a  long 
air  trip,  why  not  shorten  the  miles?  Let  a  KLM  flight  crew  give  you  all  the 
attention  in  the  world.  It  makes  such  a  royal  difference.  See  your  Travel 
Agent  or  call  your  nearest  KLM  office. 

KLM  Royal  Dutch  Airlines,  430  Park  Avenue,  New  York  22,   N.  Y. 
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SELL 
Oklahoma's  Biggest 

TV  Market . .  . 
KWTV  Community 

from   i^.^r^r  Mf 

OKLAHOMA    CITY 


See  your  PETRYman 


v_y 


WBNS  Radio 

Columbus,  Ohio 

John  Blair  &  Co.,  Representatives 


We  DO  NOT  play  and  rotate  "the  top 
100"  records.  We  DO  broadcast  27  of 
"the  top  33"  programs  listed  by  Pulse. 


12 


49th  and 
Madison 


"Radio  sells  optimism" 

I  thought  you  would  be  interested  to 
know  that  we  have  launched  our 
third  "Let's  Sell  Optimism"  cam- 
paign. Even  though  business  is  start- 
ing off  well  in  Tennessee,  we  feel  that 
a  lot  of  people  haven't  heard  about 
it — so  we're  telling  them. 

Not  only  have  business  people  be- 
lieved our  previous  messages  (which 
were  broadcast  over  more  than  three- 
score stations  I  but  so  has  the  "man 
on  the  street"  and,  after  all,  it  is  the 
latter's  belief  that  is  important  to 
combat  a  "recession." 

Thanks  again  to  sponsor  for  sug- 
gesting that  "radio  can  and  should 
be  a  service  medium." 

F.  C.  Sowell,  pres. 
Term.  Assn.  of  Bdcstrs. 
Nashville 

•  See   editorial    on    page    82. 

Public  service  programing 

It  has  always  been  my  feeling  that  a 
radio  station  must  assume  responsi- 
bility in  furthering  local,  regional, 
national,  and  international  concepts, 
which  help  make  for  a  better  commu- 
nity, nation  and  world. 

In  the  past,  some  of  the  Storz  Sta- 
tions have  been  indirectly  accused  of 
being  "Top  40,"  and  with  no  public 
service  in  its  concept  of  programing. 
I  am  enclosing,  for  your  examination, 
WQAM's  record  of  public  service  for 
the  year,  1958.  It  is  a  staggering 
figure,  and  one  which  few  stations, 
anywhere,  can  match. 

WQAM  ran  FREE,  during  1958, 
4E297  spot  announcements.  In  addi- 
tion, WQAM  ran.  FREE,  a  total  of 
725  programs,  ranging  from  15  min- 
utes, and  up,  totaling  259  hours.  A 
very  conservative  estimate  of  the  free 
public  service  time,  based  on  our  ex- 
isting rate  cards,  would  be  upwards 
of  $500,000. 

Jack  L.  Sandler,  gen.  mgr. 

WQAM 

Miami 

•  SPONSOR  couldn't  agree  more.  In  our  14 
February  issue,  S50O  million  plan  listed  public 
service  programing  as  a  "must"  for  developing 
a    station's    "community    image." 
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More  listeners  cost  less 
with 

Billion-Dollar  Evansville's 


Because    WGBF 

Delivers 

DOMINANT 

COVERAGE 

•  88,930  radio  homes 
weekly 

•  86%  of  radio  homes 
In  its  home  county, 
plus  31%  of  radio 
homes  in  26  addi- 
tional   counties 

•  57%  more  radio 
homes  weekly  than 
the  next  highest 
Evansville     Station 


Spot  advertising  campaigns  are  enhanced  by 
more  than  35  years  successful  programming 
experience,  and  backed  by  unequalled  mer- 
chandising and  marketing  support.  No  wonder 
WGBF  is  the  "buy-word"  in  the  Evansville 
Market! 

National  Representatives  •   Weed  Radio  Corp 

1280  KC  •  5,000  WATTS 

AFFILIATED  WITH    NBC   NETWORK 


WtiB 


EVANSVILLE,  INDI 

WE  GENERATE  BUYING  FORCE 


M ink  for  the  wife  - 

The  nicest  things 

happen  when  you 

buy  time  on  KYW 

Radio,  Cleveland 


Represented  by 
PGW 


\ 


h 
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@(§@  WESTINGHOUSE    BROADCASTING    COMPANY,  INC. 


Beer  correction 

We  are  writing  in  regard  to  one  <>l 
the  feature  articles  in  the  31  Janu- 
ary issue  of  sponsor  titled  "Beer: 
Big  Business  In  Ferment." 

Specifically  we  refer  to  the  total 
sales  figure  quoted  for  1955  for  Fal- 
slalf  as  being  5,653,000  barrels. 

Undoubtedly,  this  was  merer)  a 
typographical  error  in  setting  the 
print,  for  FalstafTs  total  sales  for  that 
year  (1955)  were  actually  3,644.001) 
barrels  in  round  figures. 

As  depicted  in  the  articles  chart 
of  the  ten  biggest  brewers  it  shows 
Falstaff  with  a  loss  of  barrelage  be- 
tween 1955  and  1957  which  is  en- 
tirely untrue  and  misleading. 

Parker  I).  Hand) 

Dancer-Fitzgerald-Sample,  Inc. 

New  York 

•  This  iias  a  typographical  error.  SPONSOR 
is  £?lacl   to   lake  this   opportunity    to   correct. 

SPONSOR   booster 

I  am  an  account  executive  working 
on  products  who  advertise  primarily 
in  the  television  and  radio  medium,  I 
have  found  sponsor  to  be  of  great 
value  to  me. 

I  am  attaching  a  saving  certificate 
which  is  made  out  in  the  name  of  m\ 
timebuyer  in  hope  that  it  can  be 
applied  to  the  subscription  which  I 
am  requesting. 

Leo  Hughes.  Jr. 

Kenyon  &  Eckhardt 

New  York 

Rating   services 

In  the  28  Dec.  1953  edition  of  spon- 
sor you  published  an  article  which 
considered  the  advantages,  uses,  and 
limitations  of  the  various  radio-tv 
rating  services.  I  believe  the  story 
was  entitled  "What's  Wrong  With 
The  Rating  Services?" 

If  possible.  I  would  appreciate  your 
forwarding  to  me  two  (2)  reprints  of 
this  article  or  any  feature  which  you 
may  have  published  since  '53  consid- 
ering the  same  topic. 

D.  E.  Heeth 

Keelor  &  Stites  Co. 

Cincinnati 

Enthusiastic   reader 

I  am  an  enthusiastic  reader  of  your 
weekly  publication  and  have,  in  fact, 
at  all  times  had  my  staff  salesmen  on 
both  radio  and  tv  receive  subscrip- 
tions in  their  home. 

Robert  Z.  Morrison,  sales  mgr. 

WKBT-WKBH 

LaCrosse.  Wis. 


Winter  cruise  — 

The  nicest  things 

happen  when  you 

buy  time  on  KYW 

Radio,  Cleveland 


Reprt  II  riled  /<v 

PGW 


®(S©  WESTINGHOUSE    BROADCASTING    COMPANY,  INC. 


V.  P.  —  The  nicest 

things  happen  when 

you  buy  time  on 

KYW  Radio, 


I    ®<S®  WESTINGHOUSE    BROADCASTING    COMPANY.    INC 
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BALTIMORE 

Sixth  City  in  The  United  St.ites 


channel 


;wtnar®tv 


rd  in  foreign 
I  trade  tonnage 

12tb  in  market  rank 
i  (retail  sales) 

12  tb  in  market  rank 
i  (food  sales) 

12  tb  in  market  rank 

I   (Consumer  Spendable  Income  J 

12 tb  in  market  rank 
!  (drug  sales) 

12 tb  in  market  rank 
•  (population) 


*P  Figwret     and    Rooking 

Maiylond    foil     AuthoMr  •  SftDS  • 
Baltimore     Aliooatron    of    Comm«« 


/n    Maryland 


V /      MOST   People   WATCH     \ 

channel jS  wmar-tv  * 

■                            ^    W^90 SUNPAPEkS    TELEVISION^ 
^ . * 

represented  by  The  Katz  Agency,  Inc. 


by  Joe  Csida 


Sponsor 
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WCBS  leads  the  way 

Over  the  last  quarter-century  I  have  had  occa- 
sion to  flirt  with  a  substantial  number  of  differ- 
ent industries,  ranging  from  carnivals  through 
coin  machines.  I  have,  additionally,  dwelt  rath- 
er intimately  with  a  few  others  like  the  publish- 
ing and  the  broadcasting  businesses.  In  none  do 
the  old  pros,  the  guys  who've  made  it,  go  as  all- 
out  to  help  their  fellow  practitioners,  particularly 
the  younger  ones,  as  in  broadcasting-advertising. 

I've  just  concluded  a  phone  conversation,  for  example,  with  Dean 
Warren  Bower  of  New  York  University's  School  of  Communications. 
The  Dean  tells  me  that  come  late  September  of  1959,  the  NYU  Adult 
Education  course  in  radio  will  be  taught  by  one  of  New  York's 
leading  radio  stations,  WCBS.  Meaning,  of  course,  that  the  key 
department  heads  of  the  Columbia  Broadcasting  System  Gotham 
flagship,  will  deliver  lectures  on  their  own  individual  phases  of 
broadcast  operations.  Sam  Slate,  the  highly  successful  station's 
manager,  will,  himself,  deliver  three  or  four  of  the  lectures  in  the 
15-lecture  course. 

If  you're  associated  with  an  advertising  agency,  or  any  phase  of 
radio/television  in  New  York  (or  any  other  major  market,  for  that 
matter)  you  are  fully  aware  that  the  job  of  managing  a  radio  sta- 
tion is  a  little  more  than  a  full-time  endeavor.  And  that  the  func- 
tions of  program  director,  sales  manager,  and  heading  up  any  other 
key  department  leaves  little  time  for  idling. 

In  addition  to  other  duties  .  .  . 

Nevertheless,  comes  the  busy  fall  season,  all  the  brass  at  the  485 
Madison  Avenue  local  radio  operation  will  devote  precious  days  and 
nights  of  their  time  to  sharing  their  experiences  and  their  hard-won 
know-how  with  such  others  in  the  business  as  are  eager  to  learn.  The 
development  which  finds  the  station,  through  its  department  heads 
teaching  the  course,  is  a  natural  outgrowth  of  what  station  manager 
Slate  has  been  doing  the  past  several  seasons. 

Sam  has  been  teaching  the  course,  and  using  some  of  his  key 
people  as  guest  lecturers.  In  the  '58-'59  course,  for  example,  in  a 
lecture  on  "Sales,"  covering  the  job  of  the  sales  manager,  organiza- 
tion of  a  sales  staff,  job  of  the  local  salesman,  national  salesman  and 
station  reps — Sam  had  the  station's  sales  manager  Tom  Swafford  do 
the  guest  honors.  Similarly  in  classes  covering  programing  gen- 
erally, and  music  shows  specifically,  the  station  program  director 
Allen  Ludden  and  librarian  Irving  Faskow  made  guest  talks. 

The  classes  last  season  were  held  right  in  Slate's  own  office  at  the 
station,  so  that  when  it  came  to  talk  about  setting  up  and  running  a 
record  library,  there  it  was  right  down  the  corridor  for  Faskow  to 
explain  to  one  and  all.     The  course,  as  Slate  developed   it,  really 
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^.YET    KNOWN    THROUGHOUT   THE    NATION 


0   0001WAT  T  S" 
WIBG    RADIO   99 


\ 


***% 


(g)  Storer  3Radio 


WIBG  WWVA  WAGA  WGBS 

Philodelphia        Wheeling  Atlanta  Miami 


WSPD  WJW  WJBK 

Toledo  Cleveland  Detroit 
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V. 


now 


th 


TV 

market ! 


JACKSON, 
MISS.,  now 

£La  HSmL  *fc7  fkZS  \J\~J 

TV  homes 

The  nation's  leader 
in  business  gain 

served  by  its  two 
television  stations... 


WLBT 

HollingberyO 

WJTV 

Katz    12 


Sponsor  backstage  continued 


covers  every  conceivable  phase  of  broadcast  operations,  starting  with 
the  history  of  broadcasting  in  the  United  States,  as  well  as  world- 
wide. Then  are  embraced  such  individual  segments  as  functions  of 
a  station  manager;  programing  in  all  its  aspects;  commercials;  rat- 
ing systems;  news  and  public  affairs  operations;  sales  and  sales 
service;  promotion,  publicity,  merchandising;  writing,  etc. 

Ours  is  a  pretty  nice  business 

At  the  course's  windup,  instead  of  an  exam,  the  class  was  given  a 
broad  problem  in  over-all  station  operation.    This  was  the  problem: 

You've  become  a  manager  of  a  new  250-watt  station  in  a  town  of 
100.000  people — primary  listening  area  of  200,000.  Your  station  is 
complete  with  studios,  transmitters,  etc.,  and  you  have  60  days  in 
which  to  get  ready  for  your  first  broadcast.  Your  competition  is  a 
morning  and  evening  newspaper,  jointly  owned,  that  has  no  radio 
or  tv  interest,  prints  no  program  schedules,  and  gives  practically  no 
publicity.  There  are  three  radio  stations  in  this  community:  a  5,000- 
watt  NBC  affiliate  that  has  been  there  for  25  years;  a  250-watt  CBS 
affiliate;  and  a  250-ivatt  independent  that  operates  on  a  news  and 
music  formula.  {A  WNEW  format  of  pop  music  rather  than  the 
Storz  formula  of  repeating  the  top  50).  The  independent  rates  No.  1 
in  the  market,  with  CBS  No.  2,  and  the  NBC  affiliate  No.  3.  There 
are  2  tv  stations:  an  NBC  uhf  that  is  affiliated  with  the  NBC  radio 
station  and  a  CBS  vhf. 

Your  town  is  an  industrial  community — small  manufacturing,  ma- 
chine tools,  textiles — with  a  predominantly  white  population.  There 
are  no  colleges  or  universities  in  your  town.  The  nearest  major 
market  is  a  city  of  over  a  half -million  and  is  150  miles  away. 

Now,  here's  your  problem : 

1.  Programing — You're  on  the  air  from  6  a.m.  to  midnight 

a.  Establish  a  complete  weekly  program  schedule. 

b.  Make  plans  for  promoting,  publicizing,  and  merchandising 
this  schedule — not  only  for  your  opening  date,  but  on  a 
continuous  basis. 

c.  Special  promotion  plans  in.  detail  for  your  first  day  of 
broadcasting. 

d.  The  necessary  program  staff  for  the  schedule;  how  many. 

e.  How  will  you  go  about  establishing  your  station's  person- 
ality— something  tliat  will  make  it  different  from  your 
competition — and  will  make  the  people  in  your  town  want 
to  listen,  as  well  as  render  a  necessary  service  to  the  com- 
munity. 

2.  Establish  a  rate  card  fcr  your  station. 

3.  Establish  a  sales  manager,  a  sales  staff,  promotion,  publicity, 
writing,  etc.,  as  you  think  necessary. 

4.  Over-all,  I'd  like  to  see  a  complete  staff  setup  with  payroll. 

Quite  a  problem,  no?  And  you  may  be  sure  that  the  15  partici- 
pants in  Sam's  course  came  up  with  some  highly  interesting  answers. 
They  were  all  better  broadcasting-advertising  people  than  when  they 
started,  simply  because  busy  and  successful  guys  like  Sam  and  his 
key  men  gave  of  their  time  and  talent  to  make  them  so. 

I  guess  this  is  one  of  the  reasons  we're  all  glad  to  be  part  of  the 
broadcasting  business.  ^ 
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'he  rundown  on  "Mike  Hammer"  carries  as  big  a  wal- 
3p  as  the  fists  of  America's  best-read,  most-watched 
•rivate  eye . . . 

^o.  1  Mystery  Series  in  all  syndication  for  4  straight 

nonths!* 

"Jo.   1   of  All  Syndicated  Shows  in  St.  Louis,  Kansas 

"ity,  Little  Rock,  Springfield,  Mo.,  Charlotte,  Peoria, 

Utoona ;  No.  2  in  New  York,  Cincinnati,  Washington, 

>cranton-Wilkes-Barre,  Shreveport,  Wichita;  in  the 

top  ten"  everyivhere!* 


Tremendously  High  Shares  of  audience  in  market  after 
market !  National  average  —  43.7%  J  * 

2nd   Series  Already  Renewed  ...  by  MARLBORO  CIGA- 
RETTES (Philip  Morris,  Inc.)  ...  by  aerowax  (Ameri- 
can Home  Products  Co.)  ...  by  Budweiser  Beer 
(Anheuser-Busch)  ...  by  Labatt's  Beer  and  Ale 
( John  Labatt,  Ltd.  )   and  many  more,  plus  scores  of 
stations  in  every  size  market ! 
HAMMER   HOME   YOUR   MESSAGE 
AND  SHATTER  YOUR  SALES  RECORDS! 


ICKEY  SPlUAli' 


IKE  HAMMER 


STARRING 


DARREN  MCGAVIN 


78 


half  hours  now  available ! 


produced  by  I  J       L'i       \  J   productions 


'Latest  available  ARB  ratings. 


mca  tv 

FILM  SYNDICATION 

598  Madison  Avenue,  New  York  22  •  PLaza  9-7500 


More  People 


espond 


This  programing  motivates  people  . . . 

makes  them  do  things. 

That's  why  our  10,000  letters  per  week 

in  response  to  family  games. 

Action  programs  stimulate  listener  reaction. 

Your  advertising  reaches  buyers 

^3_^w^  _wW^w;        (the  best  kind  of  audience!) 

Bartell  it . . .  and  sell  it! 


nn  T"l  A.       11 

To  Bartell 


Family  Radio 


BflRTElL 
RADIO 

COAST  TO  COAST 
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AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 
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The  market  lists  of  some  of  the  more  active  national  spot  tv  advertisers  have 
begun  to  stretch — which  means  good  tidings  for  stations  outside  the  top  30-40  circle. 

A  check  of  the  head  timehuyers  in  the  heavy  spot-buying  agencies  indicates  that  the 
trend  toward  longer  lists  stems  from  two  factors: 

1)  A  tendency,  because  of  the  general  economic  outlook,  to  loosen  up  on  the  local- 
ization concept  (concentration  of  advertising  effort  in  those  markets  where  sales  poten- 
tials are  greatest.) 

2)  As  availabilities — particularly  minutes — have  tightened  in  the  bigger  mar- 
kets, agencies  have  had  to  reconcile  themselves  to  fewer  spots  than  originally  planned.  This 
money  now  is  flowing  into  other  markets. 


This  may  be  a  straw-in-the-wind :  WRCA-TV,  NBC  TV's  New  York  flagship,  has 
raised  its  post-11  p.m.  rates  by  50%. 

Among  the  elements  behind  the  hike:  (1)  Growing  demand  for  late  minutes,  (2)  the 
strides  made  by  the  Jack  Paar  Show,  and  (3)  the  sets  in  use  in  the  late  hours  are  pretty 
constant  on  a  12-month  basis. 


Look  for  Lestoil  to  come  out  with  a  fairly  complete  line  of  aerosol  cleansers 

in  the  near  future. 

The  new  products  still  are  in  the  laboratory  stage,  but  the  line  aparently  will  in- 
clude a  competitor  to  Windex. 

Incidentally,  Lestoil  has  pulled  up  even  with  P&G's  Mr.  Clean  in  the  battle  for 
leadership  in  the  Syracuse  market.  P&G's  brand  had  been  running  ahead  since  it  really 
turned  on  the  steam  last  July. 


The  big  stir  in  air  media  circles  continued  to  center  around  the  local  vs.  na- 
tional rate  situation  this  week.    Here  are  three  significant  facets: 

ITEM  NO.  1 :  Indicative  of  how  pressing  the  problem  of  the  single  rate  has  become  is 
the  stir  caused  among  radio  stations  last  week  by  questions  raised  by  Grey  while 
placing  a  spot  campaign  for  Greyhound. 

The  agency  more  or  less  delicately  inferred  to  certain  stations  that  since  they  had 
accepted  business  from  one  Grey  client  at  local  rates  they  might  be  inclined  to 
extend  the  same  courtesy  to  Greyhound. 

(The  other  Grey  client  had  done  his  buying  through  local  distributors  with  co-op  funds.) 

Grey  explained  to  SPONSOR-SCOPE  that  the  representations  made  to  those  particular 
stations  were  not  to  be  considered  a  policy  adopted  by  the  agency.  It  was  merelv  trying  to 
find  out  on  a  tangible  basis  where  stations  stood  on  the  application  of  the  national 
vs.  local  rate. 

Where  the  real  puzzle  has  come  in,  notes  Grey,   is  that  a   goodly   percentage  of  the 
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SPONSOR-SCOPE  continued 


stations  responded  that  they  frankly  didn't  know  what  their  position  on  the  question 
is  at  this  time. 

(See  28  February   sponsor  for  industry-wide    step    toward    stabilizing    the    rate 
situation.) 


ITEM  NO.  2 :  What  may  turn  out  to  be  quite  an  embarrassment  for  the  distribu- 
tor involved  is  a  discovery  made  by  one  of  the  stations  contacted  by  Grey. 

The  station  denied  that  it  had  ever  carried  a  schedule  for  the  client  in  question 
(who  did  his  buying  via  co-op),  and  even  offered  to  show  its  books  to  the  agency. 

(See  page  32  for  status  report  on  the  co-op  situation.) 

ITEM  NO.  3:  One  of  the  agency  leaders  in  spot  radio  this  week  had  to  face 
up  a  tough  dilemma  emerging  from  the  current  local  vs.  national  rate  mess. 

A  client,  after  buying  his  needs  in  several  markets  at  local  rates,  asked  the  agen- 
cy to  handle  the  paperwork  on  these  buys  with  the  understanding  it  would  be  compen- 
sated the  regular  15%  commission. 

After  mulling  the  policy  and  tactical  side  of  the  request,  the  agency  advised  the  client 
that  1)  it  would  be  impolitic  for  the  agency  to  approach  the  stations,  but  2)  that  it 
would  service  the  paperwork  if  the  stations  first  contacted  the  agency. 

The  week  saw  a  limited  amount  of  activity  in  new  national  spot  tv  business. 

Among  those  calling  for  availabilities  were  Coca  Puffs  (DFS),  Armour  (FCB),  and 
Bayuk-Phillies   (Feigenbaum  &  Wermen,  Philadelphia). 

On  the  radio  side,  the  major  buy  was  a  several-week  flight  by  Chesterfield  (McCann- 
Erickson)  in  about  20  markets. 

Three  interlocking  job  switches  got  the  Madison  Avenue  spotlight  this  week. 

In  sequence  they  were  these: 

(1)  George  Abrams  left  Revlon  where  he  was  ad  manager  and  went  with  Warner 
Lambert  as  president  of  the  home  products  division. 

(2)  F.  Kenneth  Beirne  resigned  as  president  of  C.  J.  LaRoche  and  took  Abram's 
former  spot  at  Revlon;  (3)  James  D.  Webb,  who  had  been  LaRoche  chairman,  stepped 
into  the  agency's  presidency. 

C  J.  LaRoche  himself  returns  to  chairman  of  the  board. 

Imagine  listeners  by  the  droves  competing  in  a  phone-the-answer  contest  with 
a  sheet  of  trading  stamps  as  the  prize. 

It's  happening  out  in  Moline,  111.,  with  the  advertiser  King  Korn  Trading  Stamps,  a 
Chicago-based  outfit. 

King  Korn,  which  places  stamps  in  29  key  markets  is  using  Moline  as  the  test  point  for 
its  promotion.   Coming  stands  include  Duluth,  New  York,  Dayton,  and  Galesburg,  111. 

It's  been  such  a  good  viewing  season  (hours  viewed  per  set)  that  knowledgable 
agency  tv  department  heads  are  predicting  that  1 )  advertisers  will  lock  up  their  fall  buys 
earner  than  usual,  and  2)  advance  their  network  renewals. 

The  networks  are  expected  to  have  their  master,  or  "dream,"  schedules  for  the  fall  pretty- 
well  blueprinted  within  the  next  three  weeks. 

Soon  they'll  be  saying  that  old  soap  operas  never  die;  they  are  regroomed  for  tv. 
Screen  Gems  is  putting  Portia  Faces  Life  on  film  for  network  use. 
Portia  was  one  of  the  latter-day  housewife  companions  in  radio. 
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SPONSOR-SCOPE  continued 

Competitive  media  can't  look  for  much  comfort  in  the  network  tv  cost  situa- 
tion:   The  cost-per- 1,000  for  the  leaders  keeps  moving  down. 

These  costs-per-1000-homes-per-commercial-minute  arc  based  <>n  the  December  Nielsen 
and  are  ranked  in  ascending  order: 


PROGRAM                       PER  TIME  &  SHOW  COSTS 

AA  HOMES* 

CPMHPCM 

L.  Welk  (Dodge) 

$  98,000 

9,614,000 

$1.69 

Maverick 

136,300 

12,746,000 

1.78 

Wagon  Train 

160,000 

14,834,000 

1.79 

Gunsmoke 

94,900 

16,617,000 

1.90 

Rifleman 

78,800 

13,137,000 

1.99 

Name  That  Tune 

74,200 

12,398,000 

1.99 

Have  Gun,  Will  Travel 

91,400 

15,008,000 

2.03 

Real  McCoys 

77,700 

12,659,000 

2.04 

Price  Is  Right 

76,000 

12,093,000 

2.09 

Welk  (Plymouth) 

88,600 

7,004,000 

2.10 

I've  Got  a  Secret 

82,800 

13,137,000 

2.10 

Sun.  News  Special 

20,300 

3,176,000 

2.10 

Cheyenne 

153,500 

11,789,000 

2.13 

Wyatt  Earp 

81,000 

12,441,000 

2.17 

Perry  Mason 

162,100 

11,832,000 

2.28 

Sugarfoot 

154,400 

11,049,000 

2.32 

The  Texan 

89,700 

12,572,000 

2.37 

People  Are  Funny 

78,500 

11,006,000 

2.37 

Lucy-Desi  Special 

180,000** 

12,311,000 

2.43 

Zorro 

79,800 

10,571,000 

2.51 

'Average  audience. 

**Talent  cost  here  represents 

average  cost  of  entire 

Westinghouse  series. 

The  present  network  tv  season  still  has  several  months  to  go,  but  there  appears  to  be 
little  dispute  among  Madison  Avenue  showmen  what  shows  rate  as  the  No.  1  hit 
and  No.  1  sleeper  of  the  season. 

Tops  in  the  "hit"  category:    The  Rifleman.    The  No.  1  sleeper:    77  Sunset  Strip. 

The  Brewers  Foundation  is  being  readied  by  JWT  for  a  debut  in  network  tv. 

An  interesting  sidelight  on  the  beer  business,  which  may  or  may  not  have  anything  to 
do  with  the  Foundation's  campaign:  The  volume  from  year  to  year  has  increased  only 
in  relation  to  the  increasing  population. 

In  other  words,  per-capita  consumption  hasn't  been  making  any  headway. 

Last  year's  tax-paid  withdrawals  totaled  84.4  million  barrels,  a  gain  of  but  53,991  bar- 
rels over  1957. 

A  believe-it-or-not:  Wisconsin  consumes  more  beer  than  milk,  despite  it's  renown 
as  "the"  dairy  state.   Last  year  it  accounted  for  845,591  barrels,  or  12.7%  of  the  total. 

(For  complete  roundup  on  the  beer  industry,  see  31  Jan.  and  7  Feb.  issues.) 

Total  daytime  sponsored  hours  on  the  tv  networks  continue  their  upward  trend. 

Here's  how  each  network  stacked  up  in  number  of  such  hours  the  first  week  this  month 
as  compared  to  the  year  before: 

NETWORK  FEBRUARY  1959  FEBRUARY  1958 

ABC  TV  21  hrs. ;   50  mins.  5  hrs.;  35  mins. 

CBS  TV  25  hrs.;     8  mins.  26  hrs.;  33  mins. 

NBC  TV  18  hrs.;  45  mins.  16  hrs.;   30  mins. 

TOTAL  65  hrs.;  43  mins.  48  hrs.;  38  mins. 

Note:  ABC  TV  this  week  suffered  its  first  switch  since  the  inaugural  of  Operations 
Daybreak — Nestle  moved  to  NBC  for  two  quarter-hours  a  week. 
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In  the  tabulation  below,  this  key  fact  stands  out  with  startling  clarity:  Today's  western 
programs  are  accepted  in  viewers'  homes  as  well-balanced  family  fare. 

Indeed,  if  anything  westerns  have  a  slight  edge  among  women,  and  thus  are  as- 
sured a  welcome  in  the  parlor. 

Herewith  is  the  complete  breakdown  of  audience  composition  for  all  major  eve- 
ning program  types. 

These  figures,  culled  from  the  NTI  National  Audience  Composition  Report  covering  the 
9-22  November  and  7-20  December  1958  periods,  are  projected  to  millions  of  homes  per 
average  minute  of  viewing: 


PROGRAM  TYPE 

LENGTH 

HOMES 

MEN 

WOMEN 

TEENS 

CHILDREN 

TOTAL 

f         ■ 

In  millions 

General  Drama 

30  Mins. 

8.6 

6.8 

8.4 

2.3 

3.1 

20.6 

General  Drama 

60  Mins. 

8.3 

6.3 

8.2 

1.7 

2.9 

19.1 

Suspense 

30  Mins. 

9.0 

6.9 

8.7 

2.1 

3.1 

20.8 

Situation  Comedy 

30  Mins. 

9.3 

6.6 

8.9 

2.8 

5.1 

23.4 

Westerns 

30  Mins. 

10.5 

8.4 

9.4 

3.2 

5.2 

26.2 

Westerns 

60  Mins. 

12.0 

9.4 

10.7 

4.6 

7.8 

32.5 

Adventure 

30  Mins. 

7.6 

5.9 

6.8 

2.3 

4.0 

19.0 

Variety 

30  Mins. 

7.1 

5.5 

7.3 

2.1 

2.9 

17.8 

Variety 

60  Mins. 

8.4 

6.5 

8.7 

2.3 

3.6 

21.1 

Quiz-Aud.  Partic. 

30  Mins. 

8.3 

6.6 

8.5 

1.8 

3.0 

19.9 

Other  Programs 

30  Mins. 

5.8 

4.6 

5.9 

1.4 

2.5 

14.4 

All   Shows 

30  Mins. 

8.5 

6.5 

7.9 

2.2 

3.7 

20.3 

AH  Shows 

60  Mins. 

9.4 

7.6 

9.4 

2.4 

4.2 

23.6 

The  high  cost  of  financing  tv-tape — running  into  several  millions  for  an  efficient 
setup — has  made  it  imperative  for  commercials  and  program  producers  to  get  big-league 
backing. 

This  accounts  for  the  spate  of  mergers  now  taking  place,  particularly  in  the  field 
of  commercial  production. 

For  latest  developments  on  this  situation  see  Commercials  in  FILM-SCOPE,  page  73. 

Supermarkets,  in  search  of  new  fields  to  embrace,  are  spreading  out  more  and 
more  into  men's  and  women's  furnishings. 

However,  the  supers  must  depend  on  off -brands,  because  the  manufacturers  of  stand- 
ard brand  goods  won't  take  a  chance  of  antagonizing  other  retailers. 

CBS  TV  is  countering  NBC  TV's  leadership  claims  in  average  daytime  ratings 
with  a  set  of  figures  of  its  own. 

Admitting  that  by  comparing  program  counterparts  through  the  day  NBC  is  in  a  posi- 
tion to  show  an  advantage,  CBS  contends  that  the  true  index  for  daytime  leadership 
is  a  comparison  of  average  ratings  and  audience  from  7  a.m.  to  6  p.m. 

Here  is  how  CBS  has  it  figured  out  on  the  basis  of  the  January  11  Nielsen: 

NETWORK 

ABC  TV 
CBS  TV 
NBC  TV 
Where  NBC  apparently  has  made  its  biggest  daytime  advance:    the  2:30-5:30 
span. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6; 
Spot  Buys,  page  10;  News  and  Idea  Wrap-Up,  page  52;  Washington  Week,  page  71;  sponsor 
Hears,  page  74;  Tv  and  Radio  Newsmakers,  page  80;  and  Film-Scope,  page  72. 
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GE  RATING 

HOMES  PER  AVE.  MIN 

4.6 

1,757,000 

9.0 

3,792,000 

8.7 

3,792,000 

I 


-a*^ 


EDWARD  PETRY  &  CO.,  INC.,    NATIONAL  REPRESENTATIVES 


"THANK  YOU,   JULIETTE   MARGLEN 
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...you  want  KOWH 


9  years  at  or  near  the  top-consistently!  Most  recent  Pulse:  6.2  all 
day  average.  Why?  Personalities  that  get  through  to  people.  Sounds  that  intrigue 
people.  Excitement  that  holds  people.  Adam  Young  can  amplify.  See  him  ...  or 
talk  to  KOWH  General  Manager  Virgil  Sharpe. 

K.U  VV  H      Olllcillci  Good  coverage,  too.  on  (560  kc. 

Represented  by  Adam  Young  Inc. 
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HOW  BIG  IS  THE  SOFT  GOODS  RETAIL  MARKET? 

Women's  and  misses'  apparel    Suits,  coats,  dresses,  blouses,  etc.  20.7% 

Accessories   Cloves,  hats,  lingerie,  scarves,  robes,  etc. 19.9 

Men's  and  boys' wear    Suits,  coats,  shirts,  ties,  slacks,  etc.  14.8 

Piece  goods    Fabrics,  blankets,  towels,  sheets,  etc.  5.6 

Home  furnishings    Rugs,  carpets,  drapes,  etc.        _  4.2 

Small  wares    Laces,  ribbons,  trimmings,  etc.  0.2 

65.4% 


PART  ONE  OF  A  TWO-PART  STORY 

SOFT  GOODS  are  coming  in  strong 


^    Revolutionary    developments    in    $20    billion    soft 
goods  industry  spur  new  hope  of  hypoed  ad  budgets 

^     Public    and    industry    confusion    about    products, 
labels,    and    trends    points     to     more     broadcast     use 


I  here's  a  n«w  industrial  revolution 
taking  place  in  the  giant  soft  goods 
business,  one  which  reveals  exciting- 
ly and  dramatically  a  tremendous  un- 
explored area  of  sales  and  profit  po- 
tential for  marketers,  media  and  ad- 
men alike. 

Running  battles,  which  seem  to  be 


inherent  in  the  soft  goods  industry, 
grew  to  revolution  status  a  decade 
ago  when  synthetic  fibers  entered  the 
competitive  fray  for  consumer  and 
manufacturers  attention.  Fil>ers. 
whether  man-made  or  natural,  are  the 
ba-is  of  all  soft  goods  lines. 

What    are    soft    goods?       They're 


components  and  end  products  which 
are  not  hard  goods  or  packaged  lines. 
Exclude  automotives,  appliances,  fur- 
niture, drugs,  tobaccos,  foods  and 
toiletries  and  you  end  up  with  many 
thousands  of  apparel  items,  rugs,  ac- 
cessories, domestics  and  fabrics  which 
gross  an  estimated  $10  billion  a  year 
at  retail,  probably  another  $10  bil- 
lion  at  the   wholesale  level. 

Soft  goods  traditionally  spend 
much  more  on  publicity  and  promo- 
tion than  on  advertising,  and  more 
on  print  than  on  broadcast  media. 
Rut  as  an  ahead)  complex  industry 
becomes  more  so  and  as  intra-indus- 
tr\    competition   increases,  soft   uoods 
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PART  ONE  OF  TWO  IN  SERIES  SHOWS  MARKET  TRENDS, 
DOLLAR  POTENTIAL  FOR  AD  AND  BROADCAST  BUDGETS 
AS  SOFT  GOODS   FIRMS   BEGIN   TO   EXPAND  AND  MATURE 


operators  are  being  forced  to  think 
about  advertising  and  then  use  it. 
They  are  turning  much  more  fre- 
quently to  broadcast  media  as  they 
seek  a  mass  market  and  new  seg- 
ments of  that  mass  market  which 
ensure  both  survival  and  profits. 

This  potential  of  many  more  ad 
dollars  and  broadcast  dollars  spurred 
SPONSOR  to  outline  some  of  the  di- 
mensions of  soft  goods  in  this  two- 
part  series.  Part  One  attempts  to 
define  the  market,  its  potential,  some 
of  the  stumbling  blocks  which  are 
being  overcome.  Part  Two  discusses 
companies  with  varying  sales  goals 
and  their  application  of  broadcast 
techniques  to  soft  goods  merchan- 
dising requirements. 

Soft  goods  is  a  vast,  sprawling  and 
amorphous  body  difficult  to  give  di- 
mension to  and  complex  to  compre- 


hend in  terms  of  today's  advertising 
and  marketing  patterns. 

Every  element  in  the  soft  goods 
field — and  there  are  many  thousands 
of  them — is  battling  for  attention. 
Each  has  to  influence  the  consumer 
and  the  retailer  and — in  most  cases — 
the  cutter/manufacturer,  too. 

Their  basic  problem  has  almost  as 
many  facets  as  the  revolution  of 
which  these  companies  are  a  part. 
They  need  to  ( 1 )  isolate  their  ob- 
jectives, (2)  select  the  best  methods 
by  which  these  goals  can  be  achieved, 
(3)  and  then  act.  But  as  simple  as 
this  would  seem,  too  many  soft  goods 
people  find  analysis  and  perspective, 
followed  by  action,  hard  to  come  by. 

There  seems  to  be  one  certainty  in 
the  uncertainty  of  the  soft  goods 
world:  the  customer,  the  woman  who 
shops  for  linens  and  yard  goods  and 


clothes,  is  confused — mightily  con- 
fused. 

Size,  alone,  militates  against  any 
easy  answer,  any  simple  advertising 
formula  or  any  clear-cut  line  of  sales 
attack. 

More  than  65  cents  of  every  dollar 
spent  in  the  nation's  2,700  depart- 
ment stores  represents  a  consumer 
investment  in  soft  goods — in  diapers, 
rugs,  sheets,  fabrics,  apparel.  If  you 
add  expenditures  in  non-department 
stores  —  such  as  women's  specialty 
shops,  haberdashers,  piece  goods  out- 
lets, hat  and  shoe  stores — you  begin 
to  fill  in  the  edges  of  this  mammoth 
industry  which  has  dimensions  stag- 
gering to  the  marketing  mind.  Add 
still  more  definition  to  the  soft  goods 
picture  by  including  industrial  sales 
figures  and  you'll  conclude  that  soft 
goods  represent  by  far  the  largest 
profit  potential  for  marketers.  Some, 
however,  ask  if  the  vein  is  worth 
mining. 

Mammoth  as  is  the  potential  of  soft 
goods,  the  actuality  is  miniscule.  The 
soft    goods    industries    with    notable 


FASTEST-GROWING  CONSUMER  AD  BUDGETS  ARE   IN 


Photo  courtesy  of  Blo.imingdale's,  New  York 


Photo  courtesy  of  Gimbel's,  New  York 


MEN'S  AND  BOYS'  APPAREL  is  highest  profit  retail  line,      WOMEN'S,   MISSES'  CLOTHING   needs  advertised  "au- 
gers   heaviest    ad    backing    by    suit-makers,    fabricators      thority"  labels  to  clinch  such  factors  as  color,  style,  texture 
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exceptions  are  conservative,  lacking 
in  perspective,  bird-in-the-hand  mind- 
ed and  completely  oblivious  to  that 
prime  mover  of  merchandise  to  the 
mass  markets  —  advertising.  Some 
elements  in  the  various  soil  goods 
industries  have  emerged  as  adver- 
tising leaders  and,  consequently,  as 
profit  leaders.  But  the  copy-cat  tech- 
nique of  competitors  in  hard  goods 
lines  and  in  package  goods  fields 
hasn't  been  picked  up  by  soft  goods 
people. 

The  most  progressive  of  merchan- 
disers and  marketers  in  the  sundry 
soft  goods  operations — and  there  are 
hundreds  of  offshoots — have  taken 
bold  steps  toward  advertising  and  in 
broadcast  media,  particularly  tele- 
vision. They're  allocating  budgets 
which  compare  favorably  with  ratios 
set  long  ago  by  hard  goods  and  pack- 
aged lines.  They're  experimenting 
with  tv  techniques  and  are  evolving 
formulas  which  fit  the  fuzzy  pattern 
of  soft  goods  merchandising.  Most 
importantly,  these  soft  goods  con- 
cerns— with    their    complex    intra-in- 


dusliv  relationships  —  are  learning 
bow  to  maneuver  advertising  so  it 
serves   their   multiple   purposes. 

Their  advertising  objectives  and 
promotional  aims  are  just  about  as 
difficult  to  frame  as  the  soft  goods 
industry  itself. 

The  biggest  single  industry  in  soft 
goods  is  textiles.  These  companies 
van  from  cutter  to  converter  to  fab- 
ricator to  manufacturer  and  their 
marketing    problem    is   multiple. 

Textile  A  needs  to  reach  I  1  I  the 
manufacturers  to  whom  it  sells  its 
fabrics:  (2)  department  stores  which 
carry  either  the  fabrics  as  piece  goods 
or  the  end  products  which  are  manu- 
factured from  A's  materials;  and  (3) 
the  consumer,  the  retail  store  cus- 
tomer who  is  influenced  in  the  pur- 
chase of  an  item  because  of  its  spe- 
cific fabric  type  and  content. 

How  does  advertising — and  broad- 
cast advertising — serve  all  these  mas- 
ters? 

Take  a  case  in  point  with  Du  Pont, 
which  patents  three  synthetics,  Orion, 
Dacron  and  Nylon.     Du  Pont's  heavy 


i\  schedule,  network  as  well  as  spot, 
pushes  the  concept  ol  these  synthetic 
fibers  to  the  consumer,  prc-scll-  spe- 
cific apparel  manufactured  with  these 
fibers  in  tic-ins  with  department 
stores  all  over  the  country,  backs  up 
Du  Pont  manufacturer-customers  who 
incorporate  these  products  into  their 
apparel. 

So  soft  goods  people  must  balance 
these  intangibles  of  style  with  highly 
tangible  promotional  and  advertising 
efforts  to  get  maximum  return  from 
their  investment  in  labels.  This  label 
is  of  increasing  importance  to  tin' 
woman  ol  the  fainilv  I  who  does  mosl 
of  the  soft  goods  bu\ingl. 

Promotion  has  gone  hand-in-hand 
with  advertising  since  the  advent  of 
soft  goods  merchandising — but  it's  a 
matter  of  promotion  pulling  the 
hand  of  advertising,  which  is  several 
steps  behind.  These  two  functions  of 
merchandising  are  separated  into  two 
distinct  areas  in  all  non-soft  goods 
operations.  But  in  soft  goods  as  in 
retailing — and  retailing  sets  the  pace 
I  Please  turn  to  page  68) 


BRANDED  APPAREL,  RUGS-CARPETS,  DOMESTICS 
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CARPETS,   RUGS  have  greater  brand   identification   than      TOWELS  AND  SHEETS,  unknown   by   brand   name  until 
most   soft   goods   because   of    many    consumer   campaigns      recently,  are  sold  with  labels  of  producer,  fabric  supplier 
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PART  FIVE  OF    A    SPONSOR    SERIES 


SPONSOR'S 

$500  MILLION 

PLAN  FOR 

SPOT  RADIO 


Spot  radio  must  adopt 
1963  sales  tactics  now 


^    Industry  needs  sharper  selling  focus,  stronger  sales 
ideas,  more  competitive  approach  for  $500  Million  goal 

^    SPONSOR  reviews  current  selling  methods,  suggests 
new  tactics  to   give  medium   greater  sales   horsepower 


In  the  first  four  articles  on  its 
$500  Million  Plan  for  spot  radio, 
sponsor  proposed  the  following: 

First,  that  radio  {network  and 
national  spot  combined)  should 
set  as  its  goal  at  least  9%  of  na- 
tional advertising  budgets  by 
1963.  This  would  give  spot  alone 
an  annual  billing  in  excess  of 
$500  million. 

Second,  spot  radio  must  be- 
come more  competitive  with  other 
media.  Spot  radio's  major  com- 
petitors for  national  advertising 
are,  in  order:  newspapers,  spot 
tv,  and  outdoor.  Instead  of  in- 
side-the-industry  fights,  spot  radio 
must  concentrate  on  outdoing 
these  competitors. 

Third,  spot  radio  must  "clean 
house.'"  sponsor  listed  six  major 
types  of  outworn,  old-fashioned 
business  methods  which  are  im- 
peding spot  radio's  progress. 

Fourth,  spot  radio  must  build 
new  prestige  with  sponsors.  The 
quickest,  surest  way  to  create  a 
more  favorable  image  is  for  radio 
to  become  the  No.  1  "community 
medium"  in  every  local  market. 

In  this  fifth  article  sponsor 
discusses  the  weaknesses  in  pres- 
ent spot  radio  sales  practices  and 
suggests  a  review  that  will 
strengthen  the  medium's  selling 
power. 
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f\  few  weeks  ago,  sponsor  editors 
along  with  a  group  of  timebuyers 
and  media  men  from  Bates,  Compton, 
BBDO,  Y&R,  JWT,  Esty,  Mathes,  and 
many  other  top  agencies,  attended  a 
radio  station  presentation  at  a  well 
known  Park  Avenue  hotel. 

The  gathering  was  cheerful  and 
congenial,  the  cocktails  excellent,  and 
the  presentation  itself  took  only  16 
minutes,  a  fact  of  which  the  station 
host,  a  clear-channel  50,000  watter  in 
the  Southwest  seemed  very  proud. 

The   pitch   which   was   expensively 


presented  on  color  film  detailed  the 
usual  facts  about  station  coverage, 
competition,  No.  1  position  in  the 
market,  and  programing  pattern,  to- 
gether with  some  rather  mystical  re- 
marks about  the  station's  unique 
sound. 
When  the  presentation  was  over 
everyone  applauded  politely,  sidled 
up  to  the  bar  for  one  last  drop  for  the 
road,  and  then  scattered  homeward 
to  Westport  and  Bronxville,  Maple- 
wood,  and  Jackson  Heights,  and 
Greenwich  Village. 


SALES  PLAN  FOR  NEWSPAPERS 

Last  month  in  Chicago,  A .  H.  Motley,  publisher  of  Parade, 
outlined  to  executives  representing  1700  newspapers  a 
basic  strategy  for  the  industry's  1959  "Total  Selling" 
campaign,  which  is  backed  by  a  reported  $2  million  fund: 

1.  Never  try  to  sell  space  without  also  trying  to  sell  the  over-all 
power  of  the  newspaper  medium. 

2.  Don't  neglect  the  younger  men  in  agencies  and  in  company 
advertising  posts. 

3.  Simplify  your  rate  cards. 

4.  Give  great  frequency,  volume  and  continuity  discounts. 

5.  Narrow  the  gap  between  local  and  national  rates. 

6.  Know  your  product.   See  a  lot  of  people.   Ask  all  to  buy. 

sponsor  believes  that  these  same  six  rules  apply  with  even 
greater  force  to  spot  radio  in  its  sales  battle  against  news- 
papers,   spot    tv    and    outdoor    for    national    business. 
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No  harm  had  heen  done.  No  feel- 
ings hurt.  No  excessively  stimulating 
ideas  presented.  It  was  all  very  pleas- 
antly social,  and  exactly  like  dozens 
of  other  radio  station  pitches  which 
New  York  admen  hear  every  month 
of  the  year.  A  little  more  expensive- 
ly done,  perhaps.  But  still  the  same 
old  standard  presentation. 

And,  in  the  opinion  of  sponsor's 
editors,  it  suffered  from  all  the  same 
old  tired,  selling  mistakes  which  have 
become  a  commonplace  in  the  spot 
radio  industry: 

1.  It  did  not  promote  the  medium 
of  radio.  Any  radio  presentation — 
whether  it  be  for  network,  spot  or 
local — should  be  concerned  with  the 
over-all  prestige  of  the  medium  it- 
self, and  should  contain  direct  refer- 
ences to  radio's  power,  position,  and 
importance.  (See  advice  to  news- 
papermen in  their  "total  selling" 
campaign,  by  Arthur  H.  Motley  in 
box  at  left.) 

2.  It  was  not  directed  toward  spot 
radio's  real  competition.  Judging 
from  the  presentation,  station  man- 
agement apparently  considers  that  its 
main  competitors  for  advertising  dol- 
lars are  "Station  A,  Station  B,  and 
Station  C."  But,  as  sponsor  has 
pointed  out  in  previous  articles  in 
this  series,  spot  radio's  real  "ene- 
mies" are,  in  order,  newspapers,  spot 
tv  and  outdoor. 

3.  It  was  full  of  pictorial  tricks 
and  gadgets.  In  an  effort  to  brighten 
up  or  enliven  its  pitch,  the  station 
had  employed  the  services  of  an  ani- 
mation firm  who  made  the  titles  and 
charts  bounce,  romp,  jump  through 
hoops,  and  sit  up  and  say  "mother." 
Everything  was  terribly  cute,  but  the 
cuteness  only  emphasized  the  lack  of 
meat  in  the  presentation  itself. 

4.  It  drooled  over  dull  station 
equipment.  Undoubtedly  the  station 
owner  was  proud  of  his  new  pastel- 
tinted  studios,  his  glittering  mobile 
truck,  his  traffic-reporting  helicopter. 
And  undoubtedly  such  appurtenances 
add  to  his  station's  effectiveness. 

But  what  many  radio  men  seem  to 
fail  to  realize  is  that  agencies  and 
advertisers  have  seen  dozens  of  pic- 
tures of  this  type  of  equipment  and 
they  are  no  longer  very  impressed  by 
it.  They  look  for  something  deeper, 
more  significant. 

5.  It  failed  to  present  any  clear 
picture  of  the  community  or  of  the 


TRUE-FALSE  QUIZ  ON   RADIO  VALUES 


True — False?  There  are  twice  as  many 
radios  in  the  United  States  as  there  are 
books   in   all   public   libraries 


True — False?  Six  out  of  every  10  bed- 
rooms in  the  United  States  are  equipped 
with   radio  sets 


True — False?  Secretaries  spend  more 
time  in  listening  to  radios  than  they  do 
in   taking   dictation 


I 


True — False?  There  are  fewer  homes  in 
the  United  States  which  are  equipped  with 
radio   sets  than   with   bathtubs 


True — False?  Nine  out  of  10  new  car 
buyers  are  ordering  radios  for  their  new 
1959    automobiles 


True — False?  More  homes  in  this  coun- 
try have  radios  than  have  such  modern 
conveniences   as    refrigerators 


True — False?  Teenage  girl-  spend  more 
time  in  listening  to  radios  than  they  do 
in   talking   on   the   telephone 


True False?    There   are    more    radios   in 

the  country  today  than   there   were  people 
in  the  United  States  in  1938 


The  answer  in  every  case  is  "True."  Questions  and  pictures  are  part  of  a 
nation-wide  campaign  now  in  use  by  dozens  of  stations  to  sell  the  radio 
medium.  SPONSOR  believes  that  much  more  effort  must  be  made  by  all 
branches    of    the    radio    industry    to   all    the    over-all    values    of    radio    itself. 

(Pictures  arc  courtesy  of  Westinghousc  Broadcasting  Co.,   Inc. > 
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position  of  the  station  in  the  commu- 
nity. As  SPONSOR  pointed  out  in  arti- 
cle four  of  this  series  (14  February), 
the  future  health  of  spot  radio,  and 
in  fact  the  entire  industry,  depends 
on  how  fast  radio  can  establish  itself 
as  the  "community  medium.*"  This 
should  be  part  of  every  spot  radio 
presentation. 

6.  It  contained  no  new  ideas  for 
using  spot  radio.  If  the  medium 
wants  to  reach  the  $500  Million  goal 
li\  1963  which  sponsor  believes  pos- 
sible, then  it  must  learn  to  develop 
imaginative  new  plans  for  using  spot 
radio  and  must  present  such  plans  in 
all  of  its  sales  work. 

Following  the  Park  Avenue  presen- 
tation sponsor  reviewed  with  top 
flight  agency  men  in  both  New  York 
and  Chicago  the  sales  methods  which 
are  current  in  1959's  spot  radio  sell- 
ing. 

The  six  standard  selling  mistakes 
mentioned  above  are  apparently  so 
typical  of  most  spot  radio  sales 
pitches  that  few  agency  media  direc- 
tors cared  to  single  out  any  particular 
stations  or  station  representatives  for 
blame. 

But  here  is  a  comment  on  spot  ra- 
dio selling  from  the  media  v. p.  of  one 
of  the   top   five   agencies:    "If  those 


guys  don't  straighten  themselves  out 
soon,  they'll  be  dead  in  a  couple  of 
years." 

sponsor  believes  that  an  immedi- 
ate revision  of  many  spot  radio  sell- 
ing methods  is  necessary.  1963  meth- 
ods must  replace  1959  mistakes  if  the 
medium  is  going  to  progress. 

To  facilitate  this  revision,  sponsor 
suggests  that  every  station  operator 
and  station  representative  review  his 
present  sales  operation  in  the  light  of 
these  questions: 

Are  you  doing  enough  to  sell  the 
radio  medium?  Does  every  sales  talk, 
presentation,  promotion  piece,  or  ad- 
vertisement contain  a  strong  plug  for 
radio  itself,  as  well  as  for  your  own 
station? 

Are  you  concentrating  on  your  real 
competitors?  Are  your  sales  pitches 
geared  to  take  business  from  news- 
papers, spot  tv,  and  outdoor?  What 
competitive  arguments  against  them 
are  you  using? 

Is  your  selling  too  tricky,  flamboy- 
ant, full  of  gadgets?  Remember  in 
dealing  with  agencies  and  national 
advertisers,  you're  dealing  with  so- 
phisticated media  men  who  are  unim- 
pressed by  wild  claims  or  flamboyant 
treatments.  Are  your  presentations 
full  of  real,  factual  meat? 
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SPONSOR'S  $500  MILLION  PLAN 

sponsor  is  presenting  its  new  5-year,  $500  million  plan 
for  national  spot  radio   in  five  weekly  installments: 

Step  one:  Sales  Goals  for  spot  radio.  Why  SPONSOR  believes 
it    can     reach    $500    million    by     1963.      (24    January) 

Step  two:  Basic  strategy  for  spot  radio.  Why  SPONSOR  believes 
it  must  be  strongly  competitive  against  "Big  Three" 
(31  January) 

Step    three:    Putting   Spot   Radio's  house  in  order.    Mistakes,   errors, 

and   outworn  methods  which  must  be  quickly  corrected.  |j 

(7  February) 

Step  four:  Building  spot  radio's  strength.  How  the  medium  can 
add  to  its  present  stature,  resources  and  importance. 
( 14  February) 

Step  five:  Selling  spot  radio's  image  and  power.  A  discussion  of 
new  types  of  spot  radio  sales  approaches,  (discussed 
in  this  issue)  M 

In  next  week's  issue:  A   complete  summary  of  the  $500  Million  Plan 
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Are  you  equipment-happy?  If  you 
talk  about  your  tower,  studios,  or 
other  facilities,  do  you  relate  these 
things  to  the  agency's  or  advertiser's 
needs  and  interest?  Do  you  show 
your  customers  what  these  things 
mean  to  them,  or  are  you  just  boast- 
ing? 

Are  you  promoting  your  "commu- 
nity image."  See  Part  IV  of  spon- 
sor's $500  Million  Plan  for  an  ex- 
planation of  the  importance  of  the 
community  idea.  Are  you  selling  your 
station  in  community  terms?  Are  you 
talking  up  all  its  community  virtues? 

Have  you  a  new  spot  radio  plan  or 
package  to  propose?  Unless  you  can 
capture  the  buyer's  imagination  and 
interest  with  something  new  and  at- 
tractive, you'll  lag  behind  in  today's 
highly  competitive  sales  market. 

A  complete,  honest,  self-critical  re- 
view of  current  selling  methods  in 
light  of  these  questions  will,  in  near- 
ly every  case,  suggest  ways  to 
strengthen  sales  activities. 

In  making  this  generalization  spon- 
sor is  of  course  aware  that  much  fine 
imaginative  selling  is  now  being  done 
in  the  spot  radio  field  by  individual 
stations,  representatives,  RAB  and 
SRA. 

But.  at  the  risk  of  offending  some 
of  our  very  good  friends  in  the  indus- 
try, we  do  insist  that  nearly  every 
spot  radio  presentation  we  have  seen 
in  1959  could  be  improved  by  a  more 
thorough  examination  of  the  six  ques- 
tions listed  above. 

Similarly,  we  are  aware  that  many 
current  spot  radio  sales  practices  have 
grown  up  as  a  result  of  agency  or  ad- 
vertiser pressure.  A  letter  this  morn- 
ing from  a  station  manager  in  up- 
state New  York  points  out  that  agen- 
cies must  have  a  "more  valid  ap- 
proach to  timebuying"  before  the 
situation  can  be  completely  corrected. 

This  is  undoubtedly  true.  But  we 
believe  that  the  primary  responsibil- 
ity always  lies  with  the  seller,  not  the 
buyer.  It  is  much  too  easy  to  blame 
poor  sales  on  agency  or  advertiser 
stupidity.  The  industry  must  look  to 
its  own  faults  first — not  to  those  of 
the  people  with  whom  it  is  trying  to 
do  business. 

Next  week,  sponsor  summarizes 
the  $500  Million  Plan,  and  presents 
industry   comments  on  it.  ^ 
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Specifications  show  homes  in  $15-20,000  category.   They're  viewed       Nostalgia    is   key   to   luring   mature   homebuyers    to    sites.     Here's 
I    by  Anderson    (1),  Larry  Nelson,  dir.,  Minn.  Home  Builders'  Assn.       jingle  quartet  with  prod.   Swanson  (glasses);  builder,  Anderson  (r) 


Radio  creates  a  high-priced  mood 


^  Minneapolis  homebuilder  creates  interest  in  $15,000 
and  up  units  by  using  saturation  flights  on  six  stations 

"Home-Sweet-Home"  mood  is  evoked  among  more 
mature  prospects  with  soft-sell  jingles  based  on  past  hits 


K3y  all  yardsticks — private  and  gov- 
ernment— 1959  is  going  to  be  a  fine 
year  for  private  Homebuilding.  I  Esti- 
mates have  put  this  year's  new  hous- 
ing starts  at  3-7'  (  above  last  year's 
1,134,000   figure). 

True,  getting  rid  of  that  many 
homes  presents  some  problems,  but 
most  of  them  usually  crop  up  in  the 
higher-priced  units  (selling  for  $15,- 
000  and  up).  Here  the  buyer  tends 
to  be  of  above-average  income,  which 
means  that  he's  mature,  deliberate. 

How  do  you  spark  his  enthusiasm 
enough  to  lure  him  out  to  the  home- 
site  locations? 

A  Minneapolis  builder,  Marvin  H. 
Anderson,  recently  has  come  up  with 
these  tested  tips: 

•  Radio  spots  can  do  an  efficient 
job  in  terms  of  timing,  money,  and 


impact.   You  travel  with  your  market. 

•  But  the  commercials  should  have 
a  wistful  "Home-Sweet-Home"  ap- 
proach with  a  touch  of  nostalgia.  The 
hard  sell  won  t  work. 

Anderson  and  his  sales-ad  manager 
Elmer  Peterson  reasoned  that  hard- 
sell or  even  straight-sell  copy  aren't 
enough  of  an  improvement  over  a 
mere  real  estate  listing.  It  would  also 
overlook  psychological  influences  at 
work  on  the  older  group. 

"Most  of  the  couples  buying  our 
homes,"  says  Peterson,  "were  court- 
ing and  first  starting  to  think  about 
a  home  of  their  own  back  in  the  davs 
w  lien  Glenn  Miller  and  Bennv  Good- 
man played  the  music  they  danced 
to.  Our  hunch  was  that  the  musical 
sounds  that  could  bring  back  those 
memories  would  create  the  right  set 


of  associations  for  a  Marv  Anderson 
home." 

At  the  same  time,  they  reasoned,  it 
would  create  a  relaxed,  warm  atmos- 
phere for  conditioning  younger  peo- 
ple who  might  be  in  the  market  in 
future  years.  Radio  was  indicated, 
and  Bob  Swanson  ( now  head  of  his 
own  firm.  Robert  Swanson  Produc- 
tions) was  hired  to  turn  out  the  com- 
mercial for  which  they  were  looking. 

What  Swanson  deliberately  set  out 
to  do  was  create  a  jingle  that  would 
sound  like  the  Modernaires  doing  a 
tune  that  might  have  been  popular  in 
the  '40s — to  an  accompaniment  like 
the  Benny  Goodman  trio. 

This  gave  Anderson  what  he  want- 
ed, music-wise.  "The  pitch,"  si\> 
Peterson,  "had  to  he  recorded  in  the 
same  relaxed,  friendly  style." 

The  Marv  Anderson  Hume  cam- 
paign went  on  the  air  in  mid-1957. 
Peterson  bought  <S0  minute  spots  over 
each  weekend  during  the  spring. 
From  March  through  July,  the  Miller- 
type  music  was  heard  more  than  a 
thousand  times  on  six  Minneapolis 
stations.  An  occasional  -mall  dis- 
[  Please  turn  to  page   18) 
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Appliance  business  is  important  user  of  radio/tv  co-op  funds.   Keen  competition  and  low  margins,  however,  have  brought  about  situation 
where  co-op  funds  have  been  used  by  manufacturers  to  "buy"  sales.  In   some   cases,   co-op    funds   make   up   big    portion   of   store   profits 


CO-OP  PICKS  UP  SPEED 


^   An  estimated  $260  million  in  co-op  funds  poured 
into    air    media    last    year,    half   to    radio,    half   to    tv 

^    Two  station  problems:     providing  better  proof  of 
performance    and    publishing    their    local    rate    cards 


I  he  problems  of  policing  coopera- 
tive advertising  —  no  junior  head- 
ache— has  not  prevented  an  increas- 
ing flow  of  co-op  dollars  being  poured 
into  radio  and  tv. 

It's  been  estimated  that  $2  billion 
in  co-op  funds  found  their  way  into 
all  media  during  1957 — the  last  time 
any  real  effort  was  made  to  measure 
such  expenditures.  Probably  10  to 
15%  of  this  tremendous  total  (the  $2 
billion  represents  about  40%  of  all 
retail  advertising)  went  to  radio  and 
tv  stations. 

One  educated  guess  put  the  air  me- 
dia total  at  around  $260  million  last 
years  with  roughly  half  going  to  ra- 
dio and  half  to  video. 


The  growth  in  air  media  co-op  has 
been  running  parallel  with  the  growth 
in  all  retail  advertising  on  radio  and 
tv.  It  stands  to  reason  that  as  more 
retailers  embrace  sight-and-sound 
promotion,  both  the  stores  and  manu- 
facturers will  find  opportunities  and 
reasons  to  add  air  media  to  the  al- 
ready heavy  co-op  expenditures  being 
ploughed  into  newspapers.  (About 
65%  of  co-op  expenditures  go  to 
newspapers.) 

If  the  stakes  in  the  total  co-op  pic- 
ture are  huge,  in  some  industries  they 
are  of  transcendent  importance.  An 
ANA  study  of  its  members  in  1956 
found  the  percentage  of  total  adver- 
tising going  to  co-op  running  as  high 


as  70%.  The  average  among  ANA 
members  answering  ran  about  18%, 
compared  with  15%  in  1951. 

Among  the  major  users  are  the 
tire,  shoe  and  appliance  industries. 
The  latter  group  is  particularly  im- 
portant among  radio-tv  co-op  users. 
RAB's  files  alone  contain  data  on 
radio  co-op  plans  for  85  firms  and 
covering  272  brands.  Appliance  man- 
ufacturers, distributors  and  dealers 
will  divide  among  them  an  all-media 
co-op  expenditure  which  could  run 
anywhere  between  $100  and  $200 
million  this  year. 

Co-op  growth  has  been  particularly 
rapid  in  video.  TvB  estimates  that 
from  1957  to  1958,  the  share  of  tv 
time  paid  for  by  co-op  funds  jumped 
from  10  to  15%.  A  happy  sign  to 
the  promotion  outfit,  which  has  been 
aiming  a  three-way  educational  cam- 
paign at  manufacturers,  stores  and 
stations,  is  the  fact  that  soft  goods 
advertisers  are  moving  into  co-op  tv. 
Lisa  Gentry,  manager  of  TvB's  co-op 
department,  sees  evidence  of  activity 
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among  men's  wear  firms.  J.  Wendell 
Sether,  who  took  over  the  Coopera- 
tive Advertising  Newsletter  from  Les- 
ter Krugman,  a  well-known  figure  in 
the  field,  noted  that  one  of  the  more 
recent  groups  adding  tv  to  its  co-op 
media  list  was  the  carpet  industry. 
Soft  goods  people  have  been  active 
for  some  time  in  radio.  RAB's  co- 
op list  for  apparel  alone  totals  53 
companies  and  123  brands. 

One  development  currently  throw- 
ing a  shadow  over  co-op  was  the  re- 
cent decision  by  the  Internal  Reve- 
nue Service  to  apply  the  excise  tax  to 
co-op  funds.  Manufacturers'  excise 
taxes  are  currently  paid  on  a  host  of 
hard  goods,  including  appliances  and 
autos.  Until  the  new  decision,  when 
a  manufacturer  billed  a  distributor 
or  dealer,  he  could  get  a  tax  rebate 
through  his  co-op  allowance. 

As  explained  by  Sether,  here's  how 
the  tax  setup  will  work:  Let's  suppose 
a  manufacturer,  who  has  a  50-50  plan 
for  sharing  co-op  funds  with  his  dis- 
tributors, sells  a  tv  set  for  $100.  And 
let's  assume  he  bills  the  distributor  an 
additional  2%  or  $2  for  the  co-op 
fund  (which  he  would  match  with  $2 
of  his  own). 

Under  the  old  arrangement,  the 
distributor  paid  the  manufacturer 
$112.  This  included  $100  for  the  set, 
a  $10  excise  tax  representing  10% 
of  the  set's  price  and  $2  for  the  co- 
op fund.  Note  that  the  excise  tax  is 
not  applied  to  the  $2.  In  addition, 
by  adding  a  $2  co-op  contribution  of 
his  own,  the  manufacturer  argued 
that  he  was,  in  effect,  reducing  the 
price  of  the  set  by  $2.  He  therefore 
claimed  in  some  cases  a  rebate  of  20^. 

Under  the  new  ruling,  which  took 
effect  1  February,  the  manufacturer's 
invoice  would  come  to  $112.20.  This 
includes  $100  for  the  tv  set,  $2  for 
the  co-op  fund  and  $10.20  for  the  ex- 
cise tax  on  the  set  and  the  fund.  And 
the  manufacturer  gets  no  rebate. 
Thus,  on  every  $100  of  merchandise 
there's  an  added  cost  of  40<£. 

This  is  not  a  great  deal  of  money 
per  set.  But,  for  the  appliance  in- 
dustry as  a  whole,  the  tax  burden 
will  come  to  at  least  $10  million  and 
possibly  $20  million.  Furthermore, 
the  40(?  extra  is  snowballed  into  con- 
siderably more  at  the  consumer  level 
as  the  distributor  and  retailer  add 
their  profit  markups. 

There  is  a  considerable  difference 
of  opinion  about  the  effect  of  the  tax 


ruling.  A  number  of  groups,  includ- 
urging  the  Electronic  Industries  Assn. 
argued  urgently  before  the  ruling  was 
made  that  the  tax  would  have  a  de- 
pressing effect  on  sales.  Most  quarters 
expect  that  the  tax  will  ultimate!)  fall 
on  the  consumer's  shoulders  and  the 
effect  on  co-op  allowances  will  be  nil. 
One  answer  being  sought  is  wheth- 
er the  tax  applies  only  to  compulsory 
contributions,  such  as  described 
above,  or  whether  it  also  includes  so- 
called  "voluntary"  funds.  Another 
question   being   asked   is   what   effect 


the  tax  will  ha\e  on  the  volume  of 
auto  advertising  by  dealers.  \\  liil<- 
the  Big  Three  dropped  co-op  a  couple 
of  years  ago,  there  are  signs  of  a  re- 
turn to  some  kind  of  co-op  practice. 
Dealers  in  Chrysler  and  Dodge  cars, 
for  example,  have  been  sharing  ad 
costs  with  the  factory  in  certain  in- 
stances. If  this  represents  a  trend, 
will  the  tax  discourage  a  return  to 
auto  co-op? 

While  the  new  excise  tax  ruling 
will  undoubtedly  have  some  effect  on 
radio  and  tv  co-op  volume,  two  other 
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RADIO   CO-OP  WINS   MANY   ACCOUNTS 


Category 


No.  of        No.  of 
companies    brands 


Category 


No.  of       No.  of 
companies    brands 


Apparel 53  123 

Appliances   85  272 

Automobile 39  81 

Drugs  &  toiletries  __      54  172 

Grocery  117  332 


Heat-light-plumbing  24 

Home  furnishings  17 

Building   supplies  56 

Radio-tv-phonographs  25 

Miscellaneous  1(> 


61 
41 
148 
56 
25 


TV  CO-OP  GETS  TOP  ADVERTISERS 


Appliances,  major 

Whirlpool  (full  line) 
Automotive 

Firestone  (tires,  etc.) 
Beer 

Miller  Brewing 
Cans 

American  Can  Co.  I  MiraCan) 
Cars 

Volkswagen 
Drugs 

Block  Drug  (Nytol) 
Fabrics 

Waverly  Fabrics 
Floor  Coverings 

Wunda  Weve  Carpet  Co. 
Food 

Kraft 
Hearing  Aids 

Beltone  Hearing  Aid  Co. 
Insurance 

Mutual  of  Omaha 


Oil 

Sinclair  Refining 
Paints 

National  Lead  Co. 
Prefabricated  Houses 

National  Homes 
Sewing  Machines 

Necchi  Sewing  Machine  Sales 
Shoes 

International  Shoe  Co. 
Soft  Drinks 

Pepsi  Cola 
Sportswear 

Palm  Beach  Co. 
Toiletries 

Warner-Lambert 
Washing  Machines 

Maytag  Co. 
\$  atches 

Norman  M.  Morris  Corp. 
Windows 

Republic  Steel 


Lists  of  industry  categories  and  firms  above  are  from  files  of  media  promotion 
groiifis.  Except  for  farm  products,  radio  list  above  contains  complete  summary 
of  RAH  files.    Tv  information  comes  from  TvR.  lists  one  example  in  each  group 
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Advertising  Cheeking  Bureau  checks  station  rates,  copy  line,  other  data  for  manufactur- 
ers.  Above  are,  (1)   Bertram  Isaacs,  vice  president  and  Edward  C.  Crimmins,  sales  director 


problems  loom  even  larger.  They  are 
not  new  but  the  importance  attached 
to  them  by  manufacturers  is  enough 
to  suggest  that  the  key  to  co-op's  fu- 
ture on  the  air  lies  in  their  solution. 

The  two  problems  are:  (1)  getting 
a  more  foolproof  method  of  certify- 
ing that  a  commercial  was  run  on 
the  air  and  (2)  the  publication  of 
local  rate  cards. 

Before  an  advertiser  approves  a  re- 
tailer's or  distributor's  claim  on  co- 
op monies,  he  may  want  to  check  a 
number  of  facts.  The  most  important 
is  that  the  commercial  ran  at  all. 
Proof  of  performance  is  usually  sup- 
plied by  the  station  in  the  form  of  a 
notarized  affidavit.  While  it  is  tempt- 
ing to  say  that  these  affidavits  are 
phoney  in  rare  instances,  the  fact  is 
they  are  phoney  in  more  cases  than 
is  healthy  for  the  air  media.  The 
pressure  for  false  affidavits  usually 
comes  from  the  retailer  who  is  seek- 
ing to  collect  from  the  manufacturer 
more  money  than  is  coming  to  him. 
While  stations  don't  benefit  from  such 
a  practice,  some  go  along  to  keep 
their  retail  accounts  happy. 

Co-op  expert  Krugman,  now  an 
executive  with  NTA,  said  many  man- 
ufacturers do  not  permit  the  use  of 
radio  and  tv  for  co-op  because  of  the 
problem  of  getting  accurate  affidavits. 
While  he  had  no  specific  solution  to 
the   problem,    he    suggested    that,    in 


some  cases,  manufacturers  could  ex- 
ert greater  control  by  buying  local 
programing  themselves  and  sharing 
the  time  with  retail  accounts. 

Another  suggestion  came  from  Ed- 
ward C.  Crimmins,  sales  director  of 
the  Advertising  Checking  Bureau, 
probably  the  only  firm  checking  co- 
op performance,  rates,  copy,  etc.,  for 
manufacturers.  Crimmins,  speaking 
before  the  ANA's  third  annual  Co- 
operative Advertising  Workshop  in 
New  York  on  29  January,  declared, 
"Local  radio  stations  are  even  more 
susceptible  to  pressure  from  retail 
advertisers  than  are  local  newspapers. 
The  result  is  that  the  only  thing  many 
a  station  affidavit  proves  is  that  the 
dealer  and  the  station  manager  share 
a  common  lack  of  business  ethics." 

Crimmins  offered  two  administra- 
tive techniques  for  discouraging 
phoney  affidavits.  One  involves  a  pol- 
icy statement  that  permission  to  place 
radio  advertising  must  be  requested 
in  advance.  The  dealer's  request 
must  indicate  the  time  of  each  com- 
mercial so  the  station  can  be  moni- 
tored. Crimmins  conceded  it  would 
be  impossible  to  monitor  all  the  com- 
mercials run  but  suggested  that  the 
monitoring  of  expensive  time  plus  a 
sampling  of  other  commercials  would 
be  sufficient.  "What  is  important  is 
the  threat  of  monitoring,"  Crimmins 
said    in    his    talk    before    the    ANA. 


Another  version  of  this  type  of  con- 
trol is  the  stipulation  that  the  broad- 
cast advertising  can  be  placed  only 
if  both  the  dealer  and  station  agree 
to  allow  the  manufacturer  to  inspect 
their  records  in  case  any  question 
arises  on  either  performance  or  rate. 
Here,  again,  it  is  the  threat  which 
would  supposedly  keep  dealers  in  line. 

While  manufacturers  find  it  pro- 
hibitively expensive  to  monitor  all 
co-op  commercials,  they  can,  to  an 
extent,  depend  on  their  distributors. 
Lewyt,  for  example,  feels  distributors 
should  bear  the  major  burden  of 
policing  since  they  are  closer  to  the 
scene  and  the  facts.  The  Lewyt  dis- 
tributor has  the  responsibility  of  ap- 
proving the  medium  and  the  cost. 
Currently,  the  factory,  which  reviews 
all  claims,  is  specifying  daytime  tv. 
The  distributor  cannot  approve  radio 
but  he  can  okay  a  nighttime  tv  buy 
if  he  feels  it  is  preferable.  Finally, 
Lewyt  uses  ACB  to  check  station 
rates. 

Just  as  important  as  checking  per- 
formance is  the  headache  of  local 
rates.  Since  many  stations  do  not 
publish  local  rate  cards,  the  dealer 
can  pocket  considerable  sums  by 
claiming  he  paid  more  than  he  did. 
The  ANA,  which  was  active  in  bring- 
ing about  publication  of  local  news- 
paper rates  about  five  years  ago,  is 
quietly  working  on  the  problem  of 
getting  stations  to  do  the  same. 

There  are  many  ways  of  checking 
local  rates  at  present.  A  minimum 
method  is  to  compare  retailer  claims 
with  the  national  spot  rate.  At  least, 
the  advertiser  can  set  a  ceiling  to 
his  reimbursements  with  this  method. 
Another  point  is  that  the  manufactur- 
er or  distributor  can  compare  claims 
of  different  retailers  who  buy  the 
same  station. 

ACB  is  able  to  carry  policing  even 
further  since  it  can  compare  claims 
by  retailers  on  various  manufactur- 
ers. This  is  of  particular  help  to  an 
inexperienced  firm  since  it  may  learn 
what  the  more  hep  manufacturer  is 
paying  a  station. 

The  method  by  which  retailers 
and/or  distributors  ( for  distributors, 
too,  make  money  on  co-op  funds) 
make  inflated  claims  is  called  double- 
billing.  (For  an  earlier  story  on  dou- 
ble-billing, see  "Co-op:  radio's  big- 
gest headache,"  sponsor,  16  June 
1952.)  To  explain  how  it  works,  let's 
take  the  case  of  an  appliance  chain 
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which  shares  co-op  funds  50-50  with 
the  distributor  and  manufacturer. 

Let's  suppose  the  chain  buys  $1,000 
worth  of  time  from  a  station.  The 
station  will  provide  two  bills  (hence, 
the  phrase  "double  billing")  to  the 
retailer.  One  bill  will  be  for  $1,000, 
the  actual  cost  of  the  time.  The  other 
bill  will  be  a  phoney  for  $2,000.  This 
$2,000  bill  will  be  passed  along  to  the 
distributor  and  manufacturer.  The 
latter  will  re-imburse  the  retailer  for 
half  of  the  $2,000  and  so  the  dealer 
gets  his  advertising  for  nothing. 
There  are  even  times  when  the  retail- 
er or  distributor  can  make  money  via 
double  billing. 

One  fact  should  be  made  clear 
about  co-op  finagling.  It  sometimes 
goes  on  with  the  knowledge  and  even 
approval  of  the  manufacturer.  This 
is  particularly  true  in  the  appliance 
field,  where  co-op  has  long  been  a  de- 
vice to  "buy"  sales.  Obviously,  such 
practices  do  not  generate  as  much  ad- 
vertising as  would  otherwise  be  the 
case.  And,  it  should  be  obvious  by 
this  time  that  stations  which  go  along 
with  double-billing  are  actually  hurt- 
ing themselves. 

Bertram  Isaacs,  vice  president  of 
ACB.  explains  wh\  :  "If  a  store  has 
an  allowance  of,  say.  $500  in  the  co- 
op fund,  buys  $500  worth  of  time 
on  a  station  and  gets  a  phoney  bill 
for  $1,000,  the  station  is  losing  the 
opportunity  of  getting  another  $500 
from  the  store.  If  the  buy  was  car- 
ried out  legitimately,  the  store  would 
buv  $500  worth  of  time  and  be  re- 
imbursed with  $250.  This  leaves  the 
store  with  another  $250  in  the  fund 
to  be  applied  against  another  $500 
purchase.  So  the  station  could  take 
in  $1,000,  instead  of  $500." 

It  can  be  argued,  of  course,  that  if 
the  station  doesn't  play  along,  it  won't 
get  any  business.  Certainly,  in  the 
appliance  business,  the  rough  compe- 
tition and  low  margins  make  the  co- 
op fund  an  important  device  to  in- 
crease retailer  profits.  There  are  cases 
where  appliance  retailers  sell  brand- 
ed merchandise  at  slightly  above  their 
cost  and  use  the  co-op  fund  to  make 
up  a  major  portion  of  their  profits. 

The  fact  still  remains  that  if  manu- 
facturers knew  more  about  local 
rates,  they  could  police  co-op  with 
more  confidence  and  more  effective- 
ness. For  this  reason,  the  hullabaloo 
( Please  turn  to  page  46) 


CREATIVITY  A  LA  COAST 

^    Best  Los  Angeles-produced  radio   and  tv  commer- 
cials are  selected   in   Hollywood   Ad   Club   competition 


HOLLYWOOD— The  flood  tide  of 
radio/tv  commercials  creativity  was 
evidenced  again  last  week  when  the 
Hollywood  Ad  Club  presented  its  first 
annual  Broadcast  Producers  Awards 
for  the  best  commercials  of  various 
categories  produced  within  the  Los 
Angeles-Orange  County  area. 

Judges  for  the  competition  were: 
Evelyn  Bigsby,  TV  Guide:  Don  Beld- 
ing,  former  FC&B  vice  president; 
Hale  Sparts,  UCLA,  and  Thomas 
Freebain-Smith,  Tv  Arts  and  Sciences 
Academy.  HAC's  president.  Jack 
Brembeck,  made  the  awards. 

The  awards  were  part  of  a  broad- 
cast clinic  in  observance  of  Advertis- 
ing Week  which  featured  an  address 
by  Howard  Gossage  of  Weiner  & 
Gossage,  San  Francisco,  along  with  a 
panel  session  on  broadcast  advertis- 
ing creativity  and  techniques. 

Advertising,  said  Gossage.  "is 
probably  the  most  electric  and  com- 
prehensive art  form  the  world  has 
ever  seen,"  being  a  composite  of  such 
art   forms   as   writing,   acting,   music 
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ami  art.  "The  function  of  a  living 
art  form,"  Gossage  pointed  out.  "i-  to 
involve  its  audience,  to  make  it  re- 
spond. Some  advertising,  of  course, 
isn't  advertising  at  all.  It  is  adver- 
tising  for  advertisings  sake  and  no 
more  effective  than  art  for  art's  sake. 
The  most  important  contribution  to 
an)  advertising,"  he  concluded,  "is 
the  innate  confidence  that  there's 
somebody  out  there  who  is  terribly 
interested." 

Taking  part  in  the  panel  discus- 
sions were:  Maxell  Arnold,  creathe 
director  of  Guild.  Bascom  &  Bonfigli: 
Alan  Alch,  Alan  Alch  Inc.:  Selig 
Seligman,  v. p.  and  general  manager 
K ABC-TV;  Earl  Klein,  president  Ani- 
mation Inc.:  Al  Flanagan,  v. p.  and 
general  manager  KCOP;  Ed  Rich. 
EWR&R  I  formerly  its  London  tv  di- 
rector) ;  Gene  Duckwell.  v. p.  of 
FC&B;  Dave  Fenwick.  v. p.  Robinson. 
Jensen.  Fenwick  &  Havnes:  John 
Vrba,  v.p.  KTTV;  Bob  Hull,  tv  edi- 
tor L.A.  Herald  Express:  Leonard 
Freedman.  UCLA.  *& 


THESE  COMMERCIALS  WON 
HOLLYWOOD  AD  CLUB  AWARDS 

TV  COMMERCIALS  PRODUCED  IN  LOS  ANGELES 


TYPE 

CLIENT 

AGENCY 

PRODUCER 

Live  action 

Dodge 

Grant 

Universal-lnt'l 

Animation 

Butternut  Coffee 

B-T* 

Freberg  &  Fine  Arts 

I.D. 

Burgemeister   Beer 

BBDO 

Playhouse 

Program  title 

Tennesse  Ernie 

JWT 

Playhouse 

Institutional 

Kaiser    Aluminum 

Y&R 

Warner  Bros. 

Honorable  mentions:  Live  action — Bayer  Aspirin;  I>FS;  Roland  Rood.  Friskios; 
EWR&R;  Harris-Tuchman.  Animation — Marlboro;  Burnett;  Quartet  Films.  Calo 
('.it    Pood  ,    FC&B;   Cascade. 

RADIO   COMMERCIALS   PRODUCED  IN  LOS   ANGELES 


TYPE 

CLIENT 

ACENCY 

PRODUCER 

Straight 

Tillamook  Cheese 

BC&Gt 

CBS   Pacific   Net 

Humorous 

Zee  Tissue 

c&w 

Freberg 

Jingle 

Chicken  of  The  Sea 

EWR&R 

EWR&R 

"Buchanan  Tnomaa 

tBotsfordi  Constance  &  Gar* 

IlU'l 
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GREEN  BAY  AREA  SALES  SCORE 


Before  tv  During  tv 

(cases)  (cases) 

City  15-day  average  1 5-day  average 

Manitowoc    0  21.4 

Oshkosh                         12  31.4 

Appleton   114  362.8 

Cillett                            16  75.7 

Green  Bay  8  360.0 

Menominee   5  27.1 

Fond  du  Lac  ... .              0  23.5 

Stevens  Point 30  42.8 

Wausau  0  8.5 

Norway   ....                    27  17.1 

Sheboygan   50  85.0 

TOTALS  262      ~1 ,055.3 


Total   sold 
(cases) 


150 
220 

2,540 
530 

2,520 
190 
165 
300 
60 
120 
595 


7,390 


Green  Bay's  7390  cases  sets  pace 


^    Wisconsin  tv  test  area  with   10  minute  spots  per 
week  outselling  far  bigger  markets,  says  v.p.  Partridge 

^    Parti-Day  executive  calls  test  results  "beyond  our 
wildest   dreams,"    hails    proper   use    of   tv    advertising 


l^etailed  analyses  of  sales  results 
obtained  in  the  Green  Bay,  Wiscon- 
sin, tv  test  of  Parti-Day  toppings, 
were  made  this  week  by  officials  of 
Parti-Day  Inc.  and  the  Chicago  office 
of  the  D'Arcy  agency. 

After  15  weeks  of  the  day  tv  sched- 
ule of  10  one-minute  live  spots  week- 
ly over  WBAY-TV,  Green  Bay,  sales 
results  in  the  80-mile  Wisconsin  area 
are  "beyond  our  wildest  dreams," 
says  Parti-Day  sales  v.p.  Richard 
Partridge. 

With  shipments  to  wholesalers 
showing  a  whopping  7,390  cases  since 
15  October  when  the  test  started,  the 
Green  Bay  area  is  running  far  ahead 
of  other  Parti-Day  markets  which  do 
not  have  this  type  of  advertising  sup- 
port. In  fact,  says  Partridge,  Green 
Bay  is  outperforming  markets  many- 
times   its   size — and   on   the   basis   of 


cases-per-1,000  homes  is  easily  Parti- 
Day's  No.  1  territory. 

Robert  J.  Curry,  Parti-Day  account 
executive  at  the  D'Arcy'  agency's  Chi- 
cago office,  confirmed  to  SPONSOR  that 
the  Green  Bay  test  had  demonstrated 
more  effectively  than  any  other  pre- 
vious Parti-Day  marketing  plan — 1) 
the  proven  public  acceptance  of  the 
new  Parti-Day  line,  and  2)  the  over- 
whelming power  of  the  right  kind  of 
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TH  WEEK 

OF  A 
26-WEEK  :         | 
TEST 


£■ 

0 

f 

television  advertising  used  properly. 

With  sales  in  the  Green  Bay  area 
zooming  toward  record  heights  as 
Parti-Day  heads  toward  the  final  two 
months  of  the  test,  both  Parti-Day 
and  D'Arcy  concede  that  future  Parti- 
Day  marketing  will  be  replanned 
around  information  gathered  in  the 
Wisconsin  market. 

A  major  factor  in  the  elation 
among  company  and  agency  people 
is  the  latest  Green  Bay  sales  figures. 
Up  until  the  second  half  of  January 
sales  had  hit  alternate  peaks  and  val- 
leys. The  last  sales  report  indicated 
this  had  ended,  apparent  proof  of 
better  products  acceptance  among  the 
wholesalers. 

Preliminary  reports  reaching  spon- 
sor indicate  a  healthy  sales  picture 
for  the  first  half  of  February.  Full 
details  next  week.  ^ 


The  test  in  a  nutshell:   Product: 

Parti-Day  Toppings.  Market:  80-mile 
area  around  Green  Bay,  Wis.  Media: 
Day  tv  spots  only.  Schedule:  10 
spots  weekly.  Length :  26  weeks  from 
15  Oct.  Commercials:  Live,  one-min- 
ute.   Budget:  $9,980  complete. 
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Full  net  sponsorship  still  reigns 


^    A  three-season  study  by  Nielsen  on  nighttime  network 
sponsorship  patterns  shows  advertisers  are  standing  pat 

^    About  half  of  the  sponsored  evening  shows  are  held 
by  a  single  company.  Alternate-week  client  is  next  on  list 


%bout  half  of  the  prime  time 
sponsored  on  the  tv  networks  still 
represents  programs  with  a  single 
sponsor. 

Of  the  remaining  nighttime  hours 
sold,  approximately  one-third  is  held 
by  alternate-week  clients,  and  20'^ 
by  participators  (  or  co-sponsors) . 

This  is  the  general  picture  revealed 
in  a  three-season  study  by  Nielsen  on 
sponsorship  patterns. 

A    comparison     of    those     figures 


points  up  this  fact:  network  advertis- 
ers' buying  habits  are  about  the  same 
this  season  as  thev  were  in  the  spring 


of  '58  and 

'5' 

";  web  sponsorship  pat- 

terns  are  just 
Here's  the 

about  standing 
Nielsen  study: 

pat. 

TYPE  OF 
SPONSORSHIP 

%  P.M.  HOURS  MONTHLY 

Winter            Spring             Spring 

'58                 '58                 '57 

Full 

Alternating 
Participating'* 
and  co-sponsor 

Note:  This  does 
TV'). 

nol 

51.1                48.7 
27.9               30.5 

21.0               20.8 

include  the  .Tack  Paar 

52.8 
27.3 

19.9 

show   (NBC 

Turning  to  the  Comparagraph  of 
network  tv  shows  on  the  following 
pages,  these  changes  have  taken 
place: 

Lorillard  has  replaced  Keep  Talk- 
ing with  Richard  Diamond  (Sun., 
CBS  l  while  the  former  moves  to  Wed. 
night  for  Mutual  of  Omaha.  Meet 
McGraw  returns  to  tv  (ABC,  Sun.) 
for  Alberto  Culver  and  Wade. 

New  clients  this  month  include: 
Mermen,  for  NBC's  Cimarron  City 
and  Dragnet;  Sunbeam  to  alternate 
with  Kellogg  on  What's  My  Line 
I  CBS  I  and  Mars  replaces  Kellogg  on 
Walt  Disney  Presents  (ABC). 

New  daytime  clients:  On  ABC  TV, 
International  Shoe  and  Block  Drug; 
CBS  TV,  Supp-hose  on  Godfrey, 
Dean;  Carter  on  Pro  Hockey  Contest; 
NBC  TV,  Kleinerts.  ^ 


1.  THIS   MONTH    IN    NETWORK   TV 


Network  Sales  Status  Week  Ending  14  February 


Daytime 

liiiiHiiiniiiiiniiiiiiiiiiiiiiiiiiiii 
SPONSORED  HOURS 


ABCf 
CBSf 
NBC 


123:5 

■27:1 5 


125:55 


ABCt 
CBSf 
NBC 


Nighttime 

iiiiiiiiiiffliiiiiiiiiiiiiiiiiiiiiiiiiiiiiini 

SPONSORED  HOURS 
18:30 


124:12 
124:27 


aiii(iiiHiiiiiiiiiiiiiii;iiiiiiiiiiiiiiiiiiiiiiiii!iiiiiiiiiiiiiii 

t  Excluding  participation  show* 


Average  cost  of   network  sponsored    programing 


Cost 


Number 


Half-hour  comedy-var. 
$51,250  4 

Half-hour  mystery 
$36,500  8 


Cost 


Number 


Half-hour  drama 
$40,333  6 


Half-hour  adventure 
$30,188  8 


Cost 


Number 


Situation  comedyr 
$39,643  14 

Quiz-Panel 
$27,250  9 


Cost 


Number 


Hour  music-variety 
$111,875  4 


Half-hour  western 
$38,165  17 


Averages  are  as  of  February.     All  programs  are  once  weekly  and   all   are  nighttime  shows 


For  comparagraph  of  network  tv  shows,  turn  page 
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2.  NIGHTTIME 


C  O 


P  A  F 


SUNDAY 

ABC  CBS  NBC 


MONDAY 

ABC  CBS  NBC 


TUESDAY 

ABC  CBS  NBC 


A 


Small  World 

O.    Mathieson 

(D'Arcy) 

Sp-L  $28,000 


Meet  The   Press 

sust 


Twentieth 
Century 

Prudential 
(R-McC) 


Chet   Huntley 
Reporting 


Createst    Show 
on   Earth 

Edsel    (K&E  I 
(3/9;    7:30-8:30) 
V-L  $300,0(10 


No  net  service 


D    Edwards 

Amer  Home 

(Bates) 

N-L  $9.500tt 


News 

Carter  alt  Than 
N-L  $6,500tt 


D    Edwa-ds 

B&H   (DDB) 

DuPont    (BBDO) 

S'-L  $9,500tt 


News 


$6.500tt 


|  You  Asked  for  It 

Skippy  Peanut 
Butter  (GBB) 
|  M-F  $24,000 


Lassie 

Campbell   Soup 

(BBDO) 

A-F  $37,000 


No  net  service 


No  net  service 


Mark  Saber 
Sterling    (DFS) 
A-F  $14,000 


ABC    News 

sust 


0  Edwards 
Amer  Home 
(repeat  feed) 


News 

Carter  alt  Than 
(repeat  feed) 


ABC  News 

sust 


D   Edwards 

Benson  &  Hedges 

(repeat  feed 


News 

sust 
(repeat  feed) 


ABC 


Maverick 

(7:30-8:30) 
I  Kaiser  Co  (Y&R) 
Drackett     (Y&R) 
[  W-F  $70,000 


Bachelor    Father 

Am  Tob   (Gumb 

Sc-F  $42,000 

alt  wks 

Jack  Benny 

Am  Tob    (BBDO 
C-L  $05,000 


The  Music  Shop 

Starring 
Buddy    Bregmar 

sust 


Tales  of  The 
Texas  Rangers 

(7:30-8:30) 

Sweets  Co. 

(H.  Eisen) 

W-F  $11,000 


Name  That 
Tune 

Amer   Home 

(Bates) 

Q-L  $23,000 


Buckskin 

P&G  (B&B) 

W-F  $24.00( 


Cheyenne 

(alt  wks 

7:30-8:30) 

Harold  Ritchie 

(A&C) 

Johnson  &  .Tohnson 

(Y&R) 
Armour    (FC&B) 

2L£ iiv.QOQ 


Stars    in    Action 

sust 


Dragnet 

Mennen    (N&L) 

alt 

P&G    (B&B) 

My-F         $35,000 


The  PI 

Sh 
Stal 
Lawrenl 

Plymoutll 

(7:30  I 

Mu-L      ] 


Maverick 


Ed  Sullivan 

(8-9) 

Mercury  (K&E) 
alt  Kodak  (.!\VT) 
V-L  $79,500 


Steve    Allen 

(8-9) 

Greyhound  (Grey) 

DuPont    (BBDO) 

Hazel    Bishop 

(R.    Spector) 

V-L  $108,000 


Shirley  Temple's 
Storybook 

(7:30-8:30  every 

third  week) 

J.    H     Breck 

(Ayer) 

Dr-F  $65,000 


The   Texan 

Brown  &  Wmsn 

(Bates) 

W-F  $37,000 


Restless   Cun 

Sterling  Drug 

(DFS)    alt 

P&G  (Compton) 

W-F  $37.50( 


Sugarfoot 

(alt  wks 

7:30-8:30) 

Am  Chicle 

(Bates) 

Luden's 

(Mathes) 

2L2 S78.000 


Invisible   Man 
sust 


''Eddie  Fisher 

L&M   (Mc-E) 

(alt   weeks;   8-9' 

*Ceorge   Cobel 

RCA    (K&E) 

Whirlpool  (K&E) 

V-L  $98,00( 


Plymou  I 
Law  i 
W 


Law  Man 

R.   .1     Reynolds 

(Bsty) 

General  Mills 

(DFS) 

W-F  $41,000 


Ed  Sullivan 


Steve  Allen 

Zenith    (FC&B) 

Mutual  of  Omah; 

(Bozell   & 

Jacobs) 

Norelco 

(LaRoche) 


Bold  Journey 

Ralston-Purina 

(GBB) 

A-F  $9,500 


Father   Knows 

Best 

Lever    (JWT)    alt 

Scott   (JWT) 
Sc-F  $38,000 


Wells  Fargo 

Amer  Tobacco 

(SSC&B) 

alt  Buick 

(Mc-E) 

W-F  $43.80( 


Wyatt   Earp 

Gen  Mills   (DFS) 

alt  P&G 

(Compton) 

W-F  $38,000 


To  Tell  the 
Truth 

Carter    (Bates) 

Marlboro 

(Burnett) 

Q-L  $22,000 


Fisher 

alt 
Cobel 


Ozzie  C 

Kodak 

Quake 

(W 

Sc-F 


Colt  .45 
Boyle-Midway 

(JWT  I 

Beech-Nut 

(Y&R) 


C.  E.  Theatre 

Gen   Electric 

(BBDO) 

Dr-F  $51,000 


''Dinah    Shore 
Chevy  Show 

(9-10) 

Chevrolet 

(Camp-E) 

V-L  $150, 0OC 


Voice   of 
Firestone 

Firestone 

( Sweeney   & 

James) 

Mu-L         $32,000 


Danny  Thomas 

Gen  Foods 

(B&B) 

Sc-F  $47,500 


Peter  Cunn 

Bristol-Myers 

(DCS&S) 

My-F         $38,00( 


The  Rifleman 

Miles  Lab 

(Wade) 

P&G  (B&B) 

Ralston 

(Gardner) 

W-F  $36,000 


Arthur    Godfrey 

Toni   (North) 
Pharmaceuticals 

(Parkson) 
V-L  $31,000 


Ceorge    Burns 
Show 

Colgate   (Bates) 
Sc-F  $40,000 


Donn, 

Sh 

Campb' 

(BI 

Shulton 

Sc-F 


Deadline  For 
Action 

(9:30-10:30) 

sust 


Hitchcock 
Theatre 

Bristol-Myers 

(Y&R) 

My-F         $39,000 


Dinah  Shore 
Chevy   Show 


Dr.    I.Q. 

sust 
Bing  Crosby 

Oldsmobile 

(Brother) 

(9:30-10:30:3/2 

MuV-L     $200,000 


Ann  Sothern 

Gen   Foods 

(B&B) 

Sc-F  $40,000 


Alcoa-Coodyear 
Theater 

Alcoa  (FSR)  at 
Goodyear  (Y&R) 
Dr-F  $39.00( 


Naked  City 
Brown  &  Wmsn 

(Bates) 
My-F         $37,000 


'Red  Skelton 

Pet  Milk 

(Gardner) 

S.  C.  Johnson 

(NL&B) 

C-F  $.12,000 


Bob  Cummings 

Reynolds    (Esty) 
Sc-F  $36,000 


Acc^ 


Deadline  For 
Action 


Richard 

Diamond 

P.    Lorillard 

(L&N) 

A-F  $36,000 


Loretta    Young 

P&G  (B&B 
Dr-F  $42,50( 


Patti  Page 
Show 

Oldsmobile 

(Brother) 

V-L  $40,000 


Desilu 

Playhouse 

(10-11) 

Westinghouse 

(Mc-E) 

Dr-F  $82,000 

(average) 


Arthur    Murray 

Party 

P.    Lorillard 

(L&N)   alt 

Pharmaceutical 

(Parkson) 

V-L  $30,00( 


Alcoa  Presents 

Alcoa  (FSR) 
Dr-F  $35,000 


Carry  Moore 

(10-11) 
Revlon  (LaRoehe) 
Kellogg     (Burn.) 
Pit.   Plate 
(Maxon) 
V-L  $59,000 

(Vi  hr  ) 


The 
Californians 

Singer  (Y&R) 
Lipton  (Y&R) 
W-F  $37,500 


Wed 
Fil 

Brown 
(Bj 
Miles 
(10- 
Sp-L 


Meet    McCraw 

Alberto  Culver 

(Wade) 

A-F  $9,50 


What's  My  Line 

Kellogg 

(Burnett) 

alt   Sunbeam 

(Perrin-Paus) 

Q-L  $32,000 


No  net  service 


John   Daly  News 

Lorillard    (L&N) 
N-L  $6,000 


No  net  service 


Desilu 
Playhouse 


No  net  service 


Show  of  the 

Month 

Dupont     (BBDO) 

(9:30-11;   2/24) 

No  net  service  iDr-L        $275,000 


|ohn  Daly  News 

Lorillard    (L&N) 
N-L  $6,000 


No  net  service 


*Color  show,  TtCost  is  per  segment.  Prices  do  not  include  sustaining,  par- 
ticipating or  co-op  programs.  Costs  refer  to  average  show  costs  including 
talent  and  production.    They  are  gross   (include  15%   agency  commission). 


They  do  not  include  commercials  or  time  charges.  This  chart  covers  period 
14  Feb. -13  Mar.  Program  types  are  indicated  as  follows:  (A)  Adventure 
(Au)     Audience    Participation,     (C)     Comedy,     (D)     Documentary,     (Dr) 
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14   FEB.  -  13    MAR. 


INESDAY 

NBC 


THURSDAY 

ABC  CBS  NBC 


FRIDAY 

ABC  CBS  NBC 


T 


SATURDAY 

ABC  CBS  NBC 


ds 

ates) 
ids 


News 


D  Edwards 

Whitehall 

(Bates) 

«-L  $9.500tt 


News 
R.  J.   Reynolds 

(Esty) 
terling  in  F  si 
L         $6.500tt 


D    Edwards 

Equitable  Life 

(FC&B) 

Fla.   Citrus 

N-L  $9.500tt 


News 


No  net  service 


No  net  service 


No  net  service 


ds 


ids 
;ed) 


News 

sust 
(repeat  feed) 


ABC  News 

sust 


D  Edwards 

Whitehall 


News 

Reynolds 

alt   Sterling 

(repeat  feed) 


ABC  News 

sust 


D    Edwards 
Equitable  Lift 

Fla.   Citrus 
(repeat  feed) 


News 
(repeat  feed) 


It 


Wagon   Train 

(7:30-8:30) 
ord    (var.    hour) 

(JWT) 

national  Biscuit 

(var.   %  hr.) 

(Mc-E) 

V-F  $35,500 

'V-hr.) 


Leave   It  To 

Beaver 

Miles   Lab 

(Wade) 

Ralston 

(Gardner) 

3c-F  $36,000 


I   Love   Lucy 

Pillsbury 

(Burnett) 

alt 

lairol    (FC&B) 

;-F  $25,000 


Jefferson     Drum 

Sweets  Co. 
(Henry   Eisen) 

alt    sust 
*-F  $18,500 


Rin   Tin   Tin 

Nabisco   (K&E) 
4-F  $30,000 


Your  Hit  Parade 

Amer   Tobacco 

(BBDO) 

Mu-L  $12,500 


Northwest 
Passage 

sust 
He'.ene  Curtis 

(Weiss) 
ii'  27  only) 


Dick  Clark 

Show 

Beech-Nut 

Life  Savers 

(Y&R) 

Mu-L         $14,500 


Perry  Mason 
(7:30-8:30) 
Fla     Citrus 

:      B 

Parliament 

(B&B) 

(Iy-F  $25,700 

(20  mill.) 


People  Are 

Funny 

Toni    (North)    alt 

II.  J.   Reynolds 

I  Esty  I 
Au-F  $21,000 


king 

tataha 

acobs) 

IS. I 


Wagon   Train 
R.  J.   Reynolds 

(Esty) 
various    lA    hrs) 


Zorro 

AC    Spark 

(Brother) 

7-Up    (JWT) 

\-F  $37,000 


Ic 


December 
Bride 

General   Foods 
(B&B) 
F  $32,000 


Steve   Canyon 
L&M    (Mc-E) 

alt   Bust 
-F  $44,000 


Walt   Disney 
Presents 

(8-9) 
U-F  $57,000 

(M  hr.) 


Rawhide 

(8-9) 

Lever    (JWT) 

Pharmaceuticals 

(Parkson) 

W-F  $90,000 

(1    hour) 


urther  Advent, 
f   Ellery  Queen 

(8-9) 

Absorbine  Jr. 

JWT)    2/20&3/6 

Helene    Curtis 

(Weiss)    3  27 

:  Iy-F  $27,500 

P/g  hr.) 


lubilee,   U.S.A. 
(8-9) 
Williamson- 
Dickie    (Evans   & 
Assoc.) 
Hill   Bros. 
(Ayer) 
Mu-L         $12,500 
1 14  in  I 


Perry  Mason 

Sterling    (DFS) 

Gulf    (Y&R) 

Hamm     > 

Colgate 


Perry  Como 

(8-9) 

Kimberley-Clark, 

(FC&B] 
OCA  A  Whirlpool 

(K&E) 
V  L  $120,000 

linnilnlliil    ILII.1U) 


33.500 


Price    Is    Right 

Lever   (JWT) 

peidel    (NC&K) 

!-L  $21,500 


The  Real 
McCoys 
Sylvania    (JWT) 
P&G     (Compton) 
5c-F  $36,000 


Derringer 
S.    C.    Johnson 

(NL&B) 
r-P  $40,000 


It  Could    Be 
You 

Pharmaceuticals 
(Parkson) 
L  $26,000 


Walt    Disney 

Hill  Bros.  (Ayer) 

Mars 

I  Knox   Reeves) 

Reynolds  Metal 

(Buchan.  & 

Frank) 


Rawhide 

Gulf-East  Coast 

(T&R) 

HA.    Sail 

Arrangei  Wesl 


ob  Hope  Show 
Buick    (Mi   Ei 

(8-9;    3/13) 
-L  $320,000 


lubilee,    U.S.A. 

Massev-Fercuson 
(NL&B) 


Wanted    Dead 

or  Alive 
Bin.  &  Wmson 

(Bin* 
Bristol-Myers 
(DCS&S) 
.V-F  $39,000 


■     DDB) 

Sunbeam 

(Perrin-Paus) 

Noxzema 

Mil 

\m   Daiiv    i     \l 

Knomark) 

(Mogul) 


jnaire 

ates) 
37.000 


Milton    Berle 

Kraft   (JWT) 

?-L  $50,000 

Music   Show 

imer   Tel   &  Tel 

(Ayer) 


Pat    Boone 

Chevy 
Showroom 

Chevrolet 
(Camp-E) 
L  $15,000 


Zane  Cray 
S.    C.   Johnson 

(NL&B)  alt 
General   Foods 

(B&B) 
/-F  $45,000 


Behind  Closed 
Doors 

],&M  (Mc-E)   alt 
Amer   Home 

(Bates) 
F  $38,000 


Man  With  A 

Camera 
G.E     (BBDO) 
alt    sust 
i-F  $26,000 

Tombstone  Terr. 
Llpton  (T&R)  alt 
l*.Murris(3/13  S) 


Phil   Silvers 
R.  J.  Reynods 

(Esty) 
Schick    (B&B) 

Sc-F  $42,000 


M   Squad 

Amer.    Tobac. 

(SSC&B) 
fy-F  $31,000 


Lawrence  Welk 

Dodge   (Grant) 

(9   in 
Mu-L         $17,500 

I';   hi'   I 


Cale  Storm 
estle    (Houston) 

alt 

Lever  (JWT) 

5c-F  $.19.  .'.00 


Black  Saddle 

L&M    Mc-E) 

alt   sust 

p\    F  $37,000 

A    New    Look 

At    Love 

Mai .   .1   &    A  i 


li, 


(9-10;    3/4) 
L       $250,000 


Esty) 
27.000 


Bat    Mastcrson 
Kraft   (JWT) 
Sealtest    (JWT) 
F  $38,000 


Rough    Riders 

P.    Lorillard 

(L&N) 

vV-F        $47.000t 


Playhouse    90 

(9:30-11) 

Amer   Gas 

(L&N)    alt 

Kimberly-Clark 

(FC&B) 
r-L&F    $45,000 
C/2    hr.) 


Ford  Show 
Ford  (JWT) 
7-1.         $38,000 


77    Sunset   Strip 

(9:30-10:30) 

Amer.   Chicle 

(Bates) 

My-F         $72,000 


Playhouse 

Lux  (JWT)   alt 

SchliU    (JWT) 

Dr-F  $38,000 


The  Thin   Man 

Colgate 

(Bates) 
Iy-F         $40,080 


Lawrence  Welk 


■lave   Cun,   Will 
Travel 
Whitehall 
(Bate- 1 
lit   Lever    (JWT) 
iV-F  $38,000 


9   in 

MnV     I.        -J' 

Cimarron  City 

(9:30-10:30) 
Mennen       u.m, 

P&G   (B&B) 
W  F  $30,000 


I   Hr 
0-11) 
eel 
)) 

eo.ooo 


This  Is  Your 

Life 
P&G  (B&B) 
-L  $52,000 


Sammy  Kaye 
Show 


Playhouse   90 

Allstate 

(Burnett) 

alt 

Helene  Curtis 

(Mc-E) 


You   Bet  Your 

Life 
Tonl    (North) 
Lever   (JWT) 
-L  $51,750 


77    Sunset   Strip 

Carter  Prod. 

(Bates) 

Whitehall 

(Bates) 

Harold  Ritchie 

(A&C) 


The  Line  Up 

P&G   (Y&R) 

My-F         $34,000 


■i 


Cavalcade   of 

Sports 
illette    (Mason) 

(10-concl) 

L  $45,000 


Billy   Craham 
Crusade 

tin  in 
Graham  I'a  uige 
[Walt! 

lirllllftl   I 


Cunsmoke 

I. .01      DFS)    alt 

Sperry-Rand 

(T&R) 

IV  F  $10,000 


Cimarron  City 

ne  .ir 

to  i         a 

(Weis 


ting 

eatre 
9-11) 
Cork 
D) 
48.000 


ohn  Daly  News 

Lorillard    (L&N) 
N-L  $6,000 


Playhouse  90 
sust 


No  net  service 


Masquerade 

Party 

P.    Lorillard 

(L&N) 

i  !-L  $18,000 


John  Daly  News 
Lorillard  (L&N) 
N-L  $6,000 


No  net  service 


Person    to 

Person 

P.    Lorillard 

(L&N) 

alt   Revlon 

(War&L) 

I-L  $38,000 


* 


Fight  Beat 
Bayuk  Cigars 
i  Felgenbaum  & 

Wcrnu'ii  i 
-I.  $3,000 


Billy   Craham 
Crusade 


DA's  Man 
L&M   (Mc  l 

A    F  $3S.00O 


Drama,     (F)    Film,     (I)    Interview,     (J)    Juvenile,     (L)     Live,     (M)    Misc, 

(Mu)    Music,    (My)    Mystery,    (N)    News,    (Q)    Quiz-Panel,    (Sc)    Situation 

[  Comedy,  (Sp)   Sports,   (V)  Variety,   (W)  Western.  tNo  charge  for  repeats. 


SPONSOR 


21    FEBRUARY    1959 


L  preceding  date  means  last  date  on  air.    S  following  date  means  starting 
date  for  new  show  or  sponsor  in  time  slot. 
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bridge  is  a  faster  way  to  cross  a  river.    When  you  take 
it — you  buy  time. 

Actually,  to  get  our  work  week  done,  all  of  us  purchase 
this  commodity  from  one  another.    When  you  hail  a  cab, 
board  a  plane,  or  just  pick  up  your  phone  you 
buy  time.    We  could  go  on. 


When  you  buy  SPONSOR  you  buy  time,   too, 

and  you  ought  to  know  just  how  much  you're  buying  for 

how  little. 


You  buy  informative  time: — a  staff  of  the  best  reporters 
in  the  field  deliver  up  to  the  minute  news  every  week,  52 
weeks  in  the  year.     You  buy  analytical  time: — 
the  keenest  minds  in  the  broadcast  industry  give  you 
studies   in   penetration  of  the   important   trends  of   the 
day.     You  buy  digested  time: — assembled  and  assimilated  by 
experienced  hands  to  bring  you  the  most  comprehensive 
picture  of  the  broadcast  field. 

You're  buying  thousands  of  hours  of  this  sort  of  time  for 
just  6^  per  issue — 52  issues  for  $3  a  year.*    Can  you  afford 
to  be  without  it? 


SPONSOR 


THE  WEEKLY  MAGAZINE  TV/RADIO  ADVERTISERS  USE 


*  Until  March  1 


X4 


3.       DAYTIME 


C  O 


PAR 


SUNDAY 

ABC CBS NBC 


MONDAY 

ABC  CBS NBC 


TUESDAY 

ABC CBS  NBC 


AB' 


Lamp    Unto    M) 
Feet 


For  Love  or 
Money 

sust 


Dough   Re   Mi 
sust 


For    Love    or 
Money 

sust 


Dough   Re   Mi 

sust 


Look  Up  &  Liv< 
sust 


Arthur  Godfrey 

Standard    Brand 


Treasure    Hunt 

Ponds 
alt  Lever 


P&G  alt 
■UtnthelnHini 


Arthur  Godfrey 
Hover  a!t 
Gen   Mills 


Treasure    Hunt 
Cuiver   alt 
Gold  Seal 


Libhv    alt    sust 


Frigidaire    alt 

nia'-'ii'i,  il  m\ 


Eye  On 
New  York 

sust 


I   Love   Lucy 

sust 


Price    Is   Right 

Lever 
alt  Ponds 


I  Love  Lucy 

Lever    alt    sust 


Sterling 
Jit  W1I1UHIUH 

Concentration 

Pharm.    (L  ::  9) 

Lever 


Price    Is   Right 
Lever  alt 
Sunshine 


Stinrl  Brnnrin 


Johns  Hopkins 
File   7 

sust 


Camera    Three 

sust 


Peter    Lind 
Hayes 

Shulton 


Top   Dollar 
Colgate 


Armour 

Ml     CUlllKI 


Peter    Lind 
Hayes 

Arnana  Refrig. 


Top   Dollar 

Colgate 


Concentration 

Frigidaire    alt 
Pharma.    (L  3/3: 

Lever  alt 
Aluulu  Culiti 


Peter 
Hayri 
Reynold* 
Xttlj 


Bishop  Pike 

sust 


Peter    Lind 
Hayes 

Gen  Foods 
Sunshine 
ait  Lmcip 


Love  of  Life 

sust 


Amer  Home  Pro< 
alt  Block  Drug 


Tic  Tac  Dough 

Ponds  alt 
Goldseal 


1'ivG 


Peter   Lind 

Hayes 

Armour   &    Co. 

Gen  Foods 


Love    of    Life 


Amer    Home 


Tic    Tac    Dough 

Stand  Brands 

P&G 


Peter  1 

Hay] 

Brack] 

tiai  a. 


College   News 
Conference 

sust 


Play  Your 
Hunch 

Minn.    Mining 

Johnson  & 
Johnson 


Search  for 

Tomorrow 

P&G 


Guiding  Light 

p.t-r. 


Could  Be  You 

Whitehall  alt 
Menthol 


Ponds   alt  P&G 


Play  Your 
Hunch 

Beech-Nut 
Lever 


Search    For 

Tomorrow 

P&G 


Guiding  Light 


It    Could    Be 
You 

Al.  Culver  alt 
Pharma.  (L  3/10) 


Play  J 

Hun 
Amer  }M 

fifln  ill 


Liberace 

Armour  &  Co. 

Gen  Foods 


No  net  service 


News 

(1:25-1:30) 


No  net  service 


Liberace 

Gen  Foods 
Minn.    Mining 


No  net  service 


News 

(1:25-1:30)   sust 


No  net  service 


Liber 

Drad 

Gen  F 


Frontiers 

of    Faith 

sust 


World  Turns 
P&G 


Sterling  alt 
Carnation 


No  net  service 


World  Turns 
P&Q 

Sterling    alt 
Miles 


No  net  service 


Wisdom 

sust 


Day   In  Court 

Gen  Foods 
Amer    Home 


jimmy   Dean 

S.C.  Johnson 

alt   sust 


Truth    or 
Consequences 


Day   In   Court 

Gen  Foods 
Bris-Myers 


limmy  Dean 

Libby   alt  sust 

Miles 

alt    sust 


Truth  or 
Consequences 

sust 


Day   In 

Gen  F 
Dracl 


The    Creat 
Challenge 

sust 
2  '22  only 


NBA— Pro 
Basketball 

Bayuk  Cigars 
( V2     sponsorship) 


Music   Bingo 

Gen   Mills 
Minn.    Mining 


Art    Linkletter 

Stand  Brands 
alt    Lever 


Standard    Brand 
Van  Camp 


Haggis  Baggis 

sust 
Menthol    alt    sust 


Music  Bingo 

Beech-Nut 


Art    Linkletter 

Swift 
alt    Toni 


Haggis  Baggis 
sust 


Kellogg 


Music 

Bris.-! 
Beech 


Open  Hearing 

sust 


The    Last   Wore 

sust 


General  Mills 
( %     sponsorship 


Beat  The  Clock 

Gen  Foods 
Lever 


Big    Payoff 

Colgate 


Young 
Dr.   Malone 

sust 


Beat  The  Clock 

Beech-Nut 
Nestle 


Big    Payoff 

sust 


Young 
Dr.   Malone 

P&G  alt  sust 


Beat  Thifl 
Dracl 


filial 


Roller  Derby 

sust 


The  World 
of  Ideas 

sust 


Who    Do   You 

Trust? 
Bristol-Myers 

Gillette 


Verdict  Is  Yours 

Stand  Brands 

Amer    Home 

;ilt     Lever  ■ 


From  These 
Roots 
P&G 


Who    Do   You 

Trust? 

Johnson   & 

Johnson 

Minn.    Mining 


Verdict  Is  Yours 

Gen  Mills 

alt  Carnation 

Swift 

alt    Tbni 


From   These 
Roots 
P&G 


Who    DA 

Tru 
Campbell 


Roller  Derby 


Face  The 
Nation 

sust 


American 

Bandstand 

Lever 


Brighter  Day 
P&G 


Secret  Storm 

Amer  Home  Prod 


Queen    Day 

Ponds 
alt    Sterling 

P&G 


American 

Bandstand 

Lever,    Ca.ter 


Brighter  Day 
P&G 


Secret   Storm 
Gen   Mills 
alt   Quaker 


Queen  for  a 
Day 

Standard    Brands 


Amei  H 
Band<4 


Bowling  Stars 

Amer  Machine 


Behind  The 
News 

sust 


Ivmr — 

International! 

Smith,    Kline    & 

French 

(Doremus-E) 

(2/22;    5-6) 


American 
Bandstand 

Hollywood    Candy 

Eastco 

Gaylord  Prod 


Edge  of  Night 
P&Q 

S.   C    Johnson 
alt    sust 


County   Fair 

sust 

Sterling 

alt    Lever 


American 
Bandstand 
Block  Drug 

Gillette 


Edge  of   Night 

P&G 

Sterling 

alt    Miles 


County   Fair 

Kleiner!    alt   sust 


sust   alt 
Lever 


Ame 
Band 
Gen 
Block 


• 


Paul    Winchell 

Hartz 
Gen  Mills 


Came  of 
Politics 

sust 


Omnibus 

(5-6    alt    wks) 

Aluminium  Ltd. 


American 

Bandstadn 

co-op 


American 
Bandstand 

co-op 


A  met 
Band' 


Lone  Ranger 

Gen   Mills 

Cracker  Jack 

FTitos  Co. 


Amateur    Hour 

Pharmaceuticals 


NBC 
Kaleidoscope 

(5-6  alt  wks) 
sust 


Mickey    Mouse 
Club 

Sweets    Co. 
Bristol-Myers 


Walt  Disney's 
Adventure  Time 

co-op 


Mickey  Iw 
CI 

Sweet  "' 
Gen  H 


tTalent  cost:    M.l).   International,  $140,000 

HOW  TO  USE  SPONSORS 
NETWORK  TELEVISION 
COMPARAGRAPH  &  INDEX 


The  network  schedule  on  this  and  preceding  pages  (38,  391 
includes  regularly  scheduled  programing  14  Feb. 
13  Mar.,  inclusive  (with  possible  exception  of  changl 
made  by  the  networks  after  presstimel  Irregularly  sche: 
uled  programs  to  appear  during  this  period  are  list! 
as  well,  with  air  dates.    The  only  regularly  scheduled  pr| 


G  R  A  P 


14    FEB.  -  13    MAR, 


IDNESDAY] 

CS  NBC 


THURSDAY 

ABC  CBS  NBC 


FRIDAY 

ABC  CBS NBC 


SATURDAY 

ABC  CBS  NfiC. 


Dough   Re   M 
BUSt 


For  Love  or 
Money 


Dough   Re   Mi 

sust 

Mentholatum 

Bit   SUSl 


For  Love  or 
Money 


Lover   alt   sust 


Dough    Re   Mi 


Armour 
.mi    Nablsi 


Captain 
Kangaroo 


Howdy   Doody 
Continental 

Baking 
Sweet   Co. 


odfrc 
alt 
Tine 

IS.'      ,ll 

t 


Treasure    Hun 
Heinz  alt  Brill 


Corn   Prod 
alt  P&G 


Arthur  Godfrey 

sust 
Standard    BranBs 


Treasure    Hun 

Pillsbury  alt 
FrlBidaire 

I'&O 
alt    Heinz 


Arthur  Codfre 

is.   steel 
alt   sust 


Treasure    Hun 

Gen   Mills 

alt   Ponds 

Whitehall    alt 

Sterling 


Mighty    Mous< 

"is    all 
Colgate 


Ruff  &  Reddy 
Gen   Foods 
alt  Mars 


Lucy 

It  sust 

.it   sus 


Price   Is   Righ 

Frigidaire 

Sterling 
Mentho  alt 
Pillsbury 


I   Love   Lucy 

Lever  alt  sust 


Price    Is    Righ 

Al.    Culver 
alt   Lever  Bros 


Miles  alt 
E  E  I 


I    Love   Lucy 

Level   all 
s    C    Johnson 


Price    Is   Righ 

Lever  alt 

Corn  Prod 

Star!  i   Brand 

Gen   Mills 


Uncle    Al    Show 

(11-12) 
National     Blscu 


Heckle  &  jeckl 

Swift  alt  sust 


Fury 

Borden 

alt  Gen    Mills 


lollar 
ato 


Concentratior 
Heinz  alt  Mile 


Nabisco  alt 
Armour 


Peter   Lind 
Hayes 
Nestle 
Armour 


Top    Dollar 

Colgate 


Concentration 

Pillsbury   alt 
Lever 


Heinz  alt 
Whitehall 


Peter  Lind 

Hayes 

Minn.    Minin 

Gillette 


Top    Dollar 
Colgate 


Concentration 
Ponds    alt 

Bauer    &   Blacl 
Level    .ill 
Gold   Seal 


Uncle    Al    Show 


Adventures    o 

Robin    Hood 

sust 

Colgate  an   bus 


Circus    Boy 
Mars  alt 

sust 


Life 
ter 
■  ml 


Tic  Tac  Doug 
Heinz 

alt  Pillsbury 


me 

ever 


Pro! 


Peter   Lind 

Hayes 
Gen  Foods 


Love  of  Life 

Scott  alt  sust 
Amer  Home 


Tic  Tac  Dougl 
Al.    Culver 
alt    Heinz 
P&G~ 


Peter  Lind 

Hayes 
Gen  Mills 
Beech-Nut 


Love  of  Life 

Atlantis 
alt   sust 


Lever  alt 
Gen   Mills 


Tic    Tac    Doug 

Gen    Mills    alt 

Sunshine 

P&G 


True    Story 
sust 


Sterling   Drug 


It  Could   Be 
You 

Miles    alt 
Pillsbury 

P&G 


For 

rrow 


Could  Be  Yoi 

Whitehall  alt 
Pharma.  (L3/1: 


Light 


Corn    Prod 
alt    Brlllo 


Play  Your 
Hunch 
Armour 

Reynolds  Metal  i 


Search  for 

Tomorrow 

P&G 


Guiding  Light 
P&G 


Play  Your 

Hunch 

Bristol-Myers 

Beech-Nut 


Search    for 

Tomorrow 

P&G 

Guiding  Light 

P&G 


Could  Be  You 

Stand  Brands 

alt  Ponds 

P&G    alt 

Corn   Prod 


Young  People' 
Concert 

sust 
(2/28 


Detective    Diar 
Sterling   Drug 


No  net  servici 


Liberace 

Reynolds  Metal 

Gen  Foods 


No    net    service  No  net  servici 


10)  sus 


News 
(1:25-1:30)  susfc 


Liberace 
Beech-Nut 


No  net  service 


News 

(1:25-1:30)   susi 


No  net  service 


No  net  service 


Turns 
:G_ 

rg   alt 
Oats 


No  net  servio 


As  the  Worlc 
Turns 
P&G 


No  net  servici 


World  Turns 
P&G 

Swift 

alt  Sterling 


No  net  service 


No  net  service 


Dean 

alt 
Hose 
>ng  alt 


Truth    or 
Consequences 

sust 


Kbinert   alt    su 


Day   In  Courl 

Minn.    Mining 

Johnson  & 

Johnson 


Jimmy  Dean 
Lever  alt 
Van   Camp 

Brn  &  Wmsn 
alt    Lever 


Truth   or 
Consequences 


Day  In  Court 
Gen  Foods 


Jimmy   Dean 


I'uluT    alt    sus 


Gerber 
alt    Gen    Mills 


Truth   or 

Consequences 

sust 

Nabisco    alt    >ih 


Pro  Hockey 

Contest 

Carter   all    sust 


No  net  service 


iklerrei 
Bros 

lantli 

it  ion 


Haggis  Baggis 

sust 


Music   Bingo 
Johnson   & 

Johnson 
Amer   Home 


Art  Linklettei 
Kellogg 

Pillsbury 


Haggis  Baggi 

sust 


Music   Bingo 

Gen  Foods 

Armour 


Art  Linkletter 
Lever  Bros 


Swift  alt 
Staley 


Haggis  Baggis 
Lever  alt  sust 


Pro  Hockey 

.    sponso) 
(2  to  concl.) 


Wheaties  Sport 

Page 

Gen  Mills 


ayoff 
sate 


Young 

Dr.   Malone 

P&G 


Beat  The  C 
Gen  Foods 


lock 


Big   Payoff 

sust 


Young 

Dr.   Malone 

P&G  alt  Armot 

sust   alt   E.E.I. 


Beat  The  Clock 

Gen  Foods 
Lever 


Big    Payoff 
Colgate 


Young 

Dr.    Malone 

P&G 

sust 


Verdict  Is  Yours 

Gen    Mills    alt 

Atlantis 

Gen    Mills 

alt  Lever 


s  Your 

ker 
hnson 
alT 
ling 


From  These 
Roots 

P&G  alt  sust 
Frigid   alt   sust 


Who    Do   You 
Trust? 

Amana  Refrlg 


Verdict  Is  You  s 

Sterling  alt  Soo 


Libby 

alt  Scott 


Who  Do  You 
Trust? 

Gen  Foods 
Beech-Nut 


er   Day 


Storm 

me  Proc 


Queen  for  a 
Day 

Corn  Prod  alt 

Pillsbury 

P&G 


American 
Bandstand 

5th   Ave  Candy 
Welch 


Brighter  Day 
P&G 


Secret   Storm 

Scott   alt 
Amer    Home 


Queen  for  a 
Day 

Al.    Culver 

alt  Miles 

P&G 


American 
Bandstand 


Brighter  Uay 
P&G 

Secret  Storm 

Amer  Home  Prop" 

alt  Gen  Mills 


From  These 

Roots 

P&G 

alt   sust 

sust 


Queen    Day 

Whitehall  alt 

Corn    Prod 


T3I 


of   Nigh- 

P&O 

Amer    Home 

alt 

Sterling 


If  Night 
to 


County   Fair 

Frigidaire 
all    Gen   Mills 


illk  alt 

iritis; 


Heinz    alt 
Sterling 


American 
Bandstand 

Gillette 


Edge  of  Nigh 

P&G 

Pillsbury 


County   Fair 

Heinz    alt 
E.E.I. 

Nabisco  alt  Lev< 


American 
Bandstand 

Gen    Mills 


County    Fair 
sust 


Lever     alt 
Gold    Seal 


American 

Bandstand 

co-op 


American 

Bandstand 

co-op 


All-Star   Golf 

Miller  Brew 

Reynolds     Metal 


Walt  Disney's 
Adventure  Tim 

Miles 
Inter  nat.     Sh 


Mickey    Moust 

Club 

Gen   Mills 

Sweets.  P&G 


All-Star    Golf 


Lone   Ranger 
Nestle   alt 
Gen   Mills 


Urns  not  listed  are:  Tonight,  NBC,  11:15  p.m.-l:00 
in.,  Monday-Friday,  participating  sponsorship;  Sunday 
Vws  Special,  CBS,  Sunday,  11-11:15  p.m.  (Carter  and 
Bbitehall);  Today,  NBC.  7:00-9:00  a.m.,  Monday-Friday, 
Jrticipating;  News  CBS,  7:45-8:00  a.m.  and  8:45-9:00 
jn.,  Monday-Friday.    All  times  are  Eastern  Standard. 


Sponsors,  co-sponsors  and  alternate-week  sponsors  are 
shown  along  with  names  of  programs.  Alphabetical  index 
of  nighttime  programs  ha?  been  discontinued.  Show  costs, 
descriptions  and  agencies  I  in  parenthesis)  are  included  in 
the  charts  on  pages  38  and  39. 


With  the  rate  problem  a  major  issue,  SPONSOR  ASKS: 

Are  you  friend  or  foe 


of  the  single  rate? 


As  local  vs.  national  rates  come 
under  fire  by  agencies  and  ad- 
vertisers, five  broadcast  men  tell 
how  they  feel  about  this  problem. 

Frank   E.    Pellagrin,   vice  president, 

H-R  Television,  Inc.,  New  York 
It  was  back  in  1940  when  the 
Broadcast  Advertising  Department 
was  first  being  organized  as  a  part  of 
the  National  Association  of  Broad- 
casters,  that   the   multiple-rate   prob- 


A  creeping 
malignancy 
threatening 
the  industry 


lem  was  presented  as  a  creeping  can- 
cer in  the  broadcasting  industry. 

It  was  one  of  the  first  national 
projects  undertaken  by  the  fledgling 
Broadcast  Advertising  Department 
(which  has  since  mushroomed  into 
the  RAB  and  TvB)  and  none  has  ever 
been  greeted  with  greater  enthusiasm 
(among  stations  and  advertising 
agencies),  as  being  sorely  needed  and 
coming  just  in  the  nick  of  time! 

Now  we  are  back  again  with  the 
same  creeping  malignancy  once  more 
threatening  the  health  of  our  indus- 
try, with  the  added  problem  that  to- 
day, television  is  just  as  vitally  in- 
fected as  radio! 

The  abuses  that  fester  and  grow 
when  stations  have  multiple  rates  for 
unscrupulous  (and  even  scrupulous!) 
agencies  and  advertisers  to  shoot  for, 
and  for  some  commission-blinded 
salesmen  to  twist  to  personal  advan- 
tage are  heightened  by  the  fiercely 
competitive  animosities  that  some- 
times arise  in  markets. 

We  found  stations  with  as  many  as 
four  or  five  different  rate  cards, 
called  by  such  devious  titles  as  "Re- 
gional -  Retail,"  "Regional  -  General," 
"Local  -  General,"  etc.  —  designations 
which  undoubtedly  meant  something 
when    first    adopted — but   which,   by 


the  time  our  NAB  committee  got 
around  to  inquiring  about  them,  had 
lost  all  meaning  and  were  so  loosely 
applied  by  salesmen  to  fit  self-serving 
requirements  that  they  were  a  com- 
plete farce. 

A  year's  hard  work  developed  these 
recommendations : 

1.  If  at  all  possible,  adopt  a  single 
rate.   This  solves  all  problems! 

2.  If,  for  competitive  or  other  rea- 
sons, it  is  literally  impossible  to 
adopt  one  rate,  then  have  no  more 
than  two. 

3.  Drop  the  terms  "national"  and 
"local"  —  completely  eradicate  them 
from  all  salesmen's  vocabulary.  Adopt 
the  terms  "general"  and  "retail." 

4.  Adopt  and  enforce  this  defini- 
tion: "All  advertisers  shall  pay  the 
general  rate,  except  those  who  sell  a 
product  or  service  direct  to  consumer, 
at    retail,    from    a    single    location." 

In  the  following  year  this  was  dis- 
cussed at  17  NAB  district  meetings 
held  from  coast  to  coast.  Nowhere  in 
my  seven  years'  experience  with  the 
NAB  was  any  project  more  warmly 
considered,  hotly  discussed,  and  then 
enthusiastically  endorsed  and  adopt- 
ed. There  were  some  hold-out  mar- 
kets, to  be  sure,  but  the  majority 
liked  the  plan  and  put  it  into  effect. 

But  time  takes  its  toll;  there  is  a 
constant  turn  over  of  ownership,  man- 
agement and  salesmanship  in  broad- 
casting as  in  advertising,  and  grad- 
ually the  situation  deteriorated  until 
again  we  are  faced  with  this  critical 
problem. 

Let's  all  work  together,  earnestly 
and  honestly,  for  the  solution  that 
will  be  in  the  best  interests  of  all — 
advertisers,  agencies  and  broadcast- 
ers alike. 

Jules  Dundes,  V-P-  in  charge  of  station 
administration,  CBS  Radio  Div.,  New  York 
Duality  of  rates  has  never  been  an 
immediate  problem  for  the  CBS- 
Owned  Radio  Stations,  since  we  have 
never  considered  wavering  from  a 
policy  of  one  rate  to  all  advertisers. 
If  we  have  been  concerned  with  the 


practice  of  local-national  rates,  it  has 
been  mostly  with  the  harm  it  does  to  | 
the   local   practitioner    and   the   ulti- 
mate harm  it  does  to  the  entire  radio 
industry. 

As  far  as  we're  concerned,  there  is 
no  justification  for  dual  rates.  We 
feel  that  both  the  local  and  national 
advertiser  are  buying  the  same  facil- 
ity. Since  we  do  not  provide  differ- 
ent services,  we  can  see  no  reason  to 
exact   different   charges. 

To  contrive  a  dual-rate  system,  we 
think,  would  actually  be  a  disservice 
to  our  stations.  After  all,  the  rela- 
tionship between  broadcaster  and  ad- 
vertising agency  is  an  important  one. 
What  could  justify  upsetting  that  re- 
lationship? Much  of  our  business 
comes  from  the  national  agency,  and 
to  grant  a  lower  rate  to  a  local  ad- 
vertiser (even  through  a  local  agen- 
cy) would  surely  alienate  a  steady, 
increasing  source  of  revenue. 

Since  so  much  of  our  prosperity 
depends  on  our  good  will  among  all 
businesses,  it  would  be  foolhardy  to 
make  geographical  distinctions. 
There  must  be  many  instances  when 
such  discrimination  is  not  only  hard 
for  the  station  to  make  but  even 
harder  for  the  advertiser  to  take.  One 
universal  rate  puts  you  in  the  impreg- 
nable position  of  being  fair  to  all. 


There  is  no 
justification 
for  dual  rates 


Should  the  practice  of  dual  rates 
continue,  we  could  readily  see  why 
certain  national  advertisers  might  be 
distressed  that  their  competition  was 
getting  special  treatment  at  the  local 
level.  The  over-all  effect  on  national 
clients  might  be  one  of  suspicion 
about  (and  possibly  withdrawal 
from)  radio  as  a  whole. 

The  CBS-Owned  Radio  Stations 
(Please  turn  to  page  64) 
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Vi  HATS  UP  FRONT  COUNTS 
and  Goldie's  GOT  IT  THERE! 

FRONT  LINE  PERSONALITIES 
FRONT  LINE  POWER  .3,6.000  watts, 
FRONT  LINE  PROGRAMS 

THE    LARGEST   VIEWING   AND 
BUYING  AUDIENCE  IN    NO.  CALIF. 


KHSLTV 

CHANNEL  12 

THE    GOLDEN    EMPIRE    STATION 


CHICO,  CALIFORNIA 

CBS  and  ABC  Affiliate 

Represented  nationally  by  Avery-Knodel,  Inc. 

San  Francisco  Representative 

George  Ross,  National  Sales  Manager 

Central  Tower 


WROV 


ROANOKE,  VA. 


n^5?^ 


represented  nationally  by 

JACK  MASLA  and  CO., 
INC, 


CO-OP 

{Cont'd  from  page  35 J 

about  single  rates  is  bound  to  have 
some  effect  on  co-op  advertising. 
Since  the  single  rate  is  invariably  a 
published  rate,  its  spread  should  at- 
tract more  money  into  radio. 

Rates  and  performance,  of  course, 
are  not  the  only  co-op  sectors  manu- 
facturers are  interested  in  policing. 
The  manufacturer  often  seeks  to  keep 
copy  lines  under  control.  While 
there  is  generally  no  problem  in  get- 
ting a  retailer  to  follow  in  the  wake 
of  national  ad  themes  (he  usually 
ivants  to  cash  in  on  network  tv's  ef- 
fectiveness, for  example)  some  recent 
co-op  moves  show  firms  have  pricing 
on  their  minds. 

Sether  reported  more  concern  with 
bait  advertising.  Both  Sunbeam  and 
General  Electric  use  co-op  to  discour- 
age such  advertising;  that  is,  they 
will  not  permit  use  of  co-op  funds  if 
the  commercial  or  ad  lures  the  cus- 
tomer with  phoney  prices  or  price 
comparisons.  There  are  also  in- 
stances of  manufacturers  who  won't 
permit  co-op  use  unless  the  manufac- 
turer's suggested  list  is  used. 

There  are  other  kinds  of  co-op 
being  used  for  special  purposes.  Po- 
laroid, for  example,  will  pay  100% 
of  a  retailer's  advertising  if  he  pushes 
the  "800"  Land  camera. 

The  greater  variety  of  uses  for  co- 
op is  interpreted  in  some  quarters  as 
one  result  of  modern  marketing  con- 
cepts. When  the  sales  manager  was 
in  the  driver's  seat,  wholesale  volume 
was  the  overriding  concern  and  the 
emphasis  was  in  cultivating  strong 
markets  and  strong  distributors. 
Nowadays,  specific  marketing  tactics 
are  taking  hold. 

Note  that  in  all  this  discussion 
there's  been  no  mention  of  the  adver- 
tising agency.  This  is  partly  because 
much  of  co-op  advertising  is  not  cora- 
missionable.  But  it  is  not  the  only 
reason.  The  fact  is  that  there  aren't 
many  agencies  who  know  their  way 
around  the  co-op  maze. 

That  there  is  a  place  for  the  agency 
in  co-op  is  proved  by  the  experience 
of  Keyes,  Madden  &  Jones.  The 
agency  is  one  of  the  few,  if  not  the 
only,  commission  house  with  a  fully- 
staffed  co-op  department.  Outsiders 
estimate  KM&J  bills  about  a  $1.5  mil- 
lion in  co-op.  The  agency  collects  its 
billings  in  the  form  of  a  markup  on 
retail  rates.   It  works  as  follows: 


The  retailer  buys  time  or  space  at 
the  local  rate.  It  then  bills  the  agen- 
cy, which  reimburses  the  retailer  un- 
der the  terms  of  the  particular  co-op 
plan.  The  agency,  in  turn,  bills  the 
client  for  its  outlay  to  the  retailer  and 
adds  17.65% — which  is  equivalent  to 
15%  on  the  gross  figure. 

KM&J  started  with  co-op  some 
years  ago  when  it  was  known  as  Rus- 
sel  Seeds  and  had  the  Schaeffer  pen 
account.  Among  its  accounts  cur- 
rently using  radio  and/or  tv  co-op 
are  Congoleum-Nairn  for  its  floor 
coverings,  Weco  Products  for  Dr. 
West's  pushbutton  toothpaste  and 
Pinex  Co.  for  Dexyl. 

Fred  Willson,  who  superintends  co-1 
op  activity  and  is  KM&J's  marketing 
chief  says  the  agency  is  growing  more  J 
interested  in  radio/tv  co-op.  It  is  nowff 
embarked  on  campaign  briefing  dis- 
trict managers  for  one  of  its  clients 
on  how  to  buy  air  media. 

The  pair  picks  a  market,  contact- 
ing not  only  the  district  manager  but 
station  people  and  salesmen  for  the 
distributor,  who  actuallv  buys  the 
time.  They  show  how  to  make  up  a 
package  of  announcements  and  give 
a  short  course  in  timebuying  in  the 
process.  Willson  covers  such  subjects 
as  how  to  use  ratings,  the  differences 
in  time  classifications,  cost-per-1,000 
and  audience  composition. 

The  agency  watches  the  use  of  co- 
op carefully  for  all  its  clients.  It 
controls  the  dates  of  advertising  and 
the  copy  story  and  usually  provides 
copy  suggestions.  The  date  commer- 
cials will  run  must  be  supplied  to  the 
agency  in  advance.  Rates  are  also 
checked.  The  agency  is  able  to  get 
maximum  mileage  out  of  its  co-op 
dollar  by  setting  up  announcement 
plans  in  advance.  This  is  made  easier 
since  agency  people  are  on  a  first- 
name  basis  with  many  retailers. 

It  is  this  kind  of  care  that  makes 
co-op  work  for  KM&J  for  co-op  can 
be  ineffectual  if  not  professionally 
supervised.  This  is  not  to  imply, 
however,  that  co-op  is  a  supplemen- 
tary medium,  to  be  used  only  when 
proper  policing  will  be  carried  on. 
Co-op  is  a  necessity  to  many  national 
advertisers.  It  spurs  and  keeps  the 
loyalty  of  the  retailer.  National  ad- 
vertising can  create  demand  but  only 
local  advertising  can  tell  the  consum- 
er where  to  buy.  ^ 
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2  in  a  Series  -  Radio  Renaissance 


Advertisement 


ADAM  YOUNG  ASKS: 


What's  missing 
from  the  new-style 
Nielsen  radio  reports? 


i  <»^™ 


Answer?  Radio  ...  as  it  is  today!  Nielsen  does 
justice  neither  to  radio  as  a  medium  .  .  .  nor 
to  all  stations  equally.    To  elaborate: 


m 


How  floes  Nielsen  compare  stations?  Nielsen 
t^^^^M  gives  onl)    one  "homes"   figure:   "Total    Audience" 

Wk      «■      -.'.-*  Bui   Nielsen  does  no)   define  where  this  audience 

Adam  Young  exists.    Often  it  can  represent  scattered  numbers  of 

people  outside  of  the  trading  area  and  spread  over 
many  thousands  of  square  miles. 

On  the  other  hand,  total  audience  for  a  regional  station  may  actually  be 
effective  entirely  within  the  market-merchandising  area.  Result:  we  can't 
compare  two  stations  on  the  basis  of  one  area  common  to  both — and  most 
vital  to  today's  advertiser. 

This  is  particularly  frustrating  today,  when  in  practically  every  trading 
area  a  "regional"  station  is  doing  the  number  one  job. 

Which  is  better?  "Homes"  or  "Ratings?"  Nielsen  has  replaced  "NSI 
AREA"  homes  with  "METRO  AREA"  percentage  ratings. 

Want  Metro  cost-per-thousand?  You  must  convert  rating  to  homes.  Suppose 
a  buyer  bases  cost-per-thousand  on  readily-available  "Total  Audience,"  in- 
stead of  first  computing  metro  homes  from  ratings?  In  our  opinion,  "homes" 
are  less  confusing,  less  subject  to  error,  more  useful. 

Thus  old-line  thinking  and  buying  are  perpetuated,  at  the  expense 
of  modern  radio  stations  whose  ability  to  serve  well  in  their  trading  areas 
is  practically  ignored.  But  the  recent  change  is  not  all  that  disturbs  us. 

We  have  long  believed  that:  1.  Measurements  are  preferable  to  data  which 
is  largely  projected.  2.  All  radios  in  the  home  must  be  measured,  including 
portables,  which  in  many  instances  cannot  be  metered.  3.  Diary  sampling, 
predominantly  the  technique  of  much  of  Nielsen's  sample,  is  not  suited  to 
radio.  4.  Unlike  Pulse,  Nielsen  does  not  show  out-of-home  audience  (some- 
times bigger  than  m-home). 

For  these  reasons  we  cannot  recommend  Nielsen  radio  reports  to  the 
stations  we  represent  nor  to  advertisers.  Radio  must  be  kept  easy  to  buy. 

Reports  which  confuse  buyers  hurl  radio.  And  when  an  advertiser  buys  on 
erroneous  bases,  disappointment  may  cost  him  a  good  medium,  and  cost 
radio  a  friend. 

Feel  free  to  talk  to  us  about  the  Nielsen  reports — or  any  aspect  of  modern 
radio. 

ADAM  YOUNG  INC. 


NEW  YORK  (3  E.  54TH  ST. 
LOS  ANGELES   « 


•  ATLANTA 
ST.  LOUIS  • 


•  CHICAGO  •  DETROIT 
SAN   FRANCISCO 


ANDERSON 

{Cont'd  from  page  31) 

play  ad  was  used  in  newspaper  real 
estate  sections. 

Did  the  soft  sell  plus  association 
approach  pay  off?  Anderson  claims 
his  homesite  sales  were  26.3%  ol 
the  Minneapolis  total  in  1956.  In 
1958  he  says  it  was  55.8%,  a  jump 
of  over  100% — and  one  that  put1 
Anderson   out  in  front. 

In  sampling  of  forms  filled  in  by 
prospective  customers  at  homesites, 
a  high  percentage  of  buyers  indicat- 
ed their  first  interest  was  stimulated 
by  the  commercial.  And  all  pros- 
pects indicated  they  knew  about  the 
homes  from  the  radio  campaign. 

One  man  who  purchased  an  $1 
000  home  said,  "Anyone  who  puts 
commercials  like  that  on  the  air 
must  have   a   good  house." 

Last  year,  the  campaign  copped 
first  prize  in  the  largest  homes  cate- 
gory of  the  Practical  Builders  Ad- 
vertising Contest. 

Ajiderson  used  the  same  radio 
campaign  in  the  spring  of  1958  and 
is  now  readying  a  1959  campaign 
which  will  use  even  more  radio  than 
in  the  past.  But  the  same  image  will 
be  applied — nostalgia  to  get  the  me- 
dium-priced home  buyer  to  "come  to 
the  fair." 

One  of  the  factors  contributing  to 
the  demand  for  more  and  larger 
homes  is  the  new  concentration  of 
kids  in  larger  metropolitan  families. 
As  sponsor  noted  in  its  census  analy- 
sis (14  February),  there  has  been  a 
60%  increase  in  families  of  four  oi 
more  over  the  last  10  years. 

With  homebuilding  prospects  up 
for  1959,  here  is  a  rundown  of  the 
fluctuations  in  private  housing  start; 
since  the  peak  year  of  1950: 

1950  —  1,352,000 

1951  —  1,020,000 

1952  — 1,069,000 

1953  —  1,068,000 

1954  —  1,202,000 

1955  — 1,310,000 

1956  —  1,094,000 

1957  —  993,000 
1958—1.134,000 
1959  —  1.200,000   (estimated) 

The  3-7%  estimated  rise  for  thi 
year  over  1958  should  place  home 
building  at  about  equal  to  the  195' 
figure.  Sources:  U.S.  Department  o 
Commerce,  Engineering  News-Recori 
'McGraw-Hill) .  < 
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Capsule  case  histories  of  successful 
local  and  regional  television  campaign* 


TV  RESULTS 


LOAN    COMPANY 

SPONSOR:    City  Finance  AGENCY:    Direct 

Capsule  case  history:  City  Finance  loans,  a  medium  size 
personal  loan  operation  in  Memphis,  Tenn.,  has  long  used 
various  media  to  advertise  its  service,  but  never  particularly 
concentrated  on  television.  Recently,  City  Finance  decided 
to  give  television  a  real  test,  and  purchased  a  solid  sched- 
ule of  minutes  and  IDs,  most  of  it  on  WHBQ-TV,  the  ABC 
affiliate  for  Memphis.  W.  A.  Woodmansee,  president  of  the 
loan  company,  was  delighted  with  the  results  of  the  cam- 
paign. "I  thought  you  would  be  interested  in  knowing  that 
our  loan  business  for  the  past  three  months  has  increased 
some  30  per  cent  over  the  same  period  in  1957,"  he  wrote  to 
WHBQ-TV.  '"We  feel  that  a  good  share  of  this  increase  is 
due  to  our  television  advertising,  all  of  which  was  con- 
centrated on  your  station."  City  Finance  is  now  thoroughly 
sold  on  the  medium,  and  intends  to  regularly  advertise.  The 
sponsor  has  now  come  to  realize  that  only  a  thorough  test 
can  determine  the  effectiveness  of  a  medium  in  a  market. 


WHBQ-TV,  Memphis 


Announcements 


BOTTLING    COMPANY 

SPONSOR:  Canady  Dry  AGENCY:  Gerth,  Brown,  Clark  and  Elku 
Capsule  case  history:  The  Canada  Dry  Bottling  Compam 
of  Sacramento  is  now  a  confirmed  television  advertiser.  Ro] 
G.  Deary,  an  executive  of  the  bottling  company  is  convincec 
that  advertising  on  KBET-TV  has  resulted  in  a  sharp  rise  ii 
sales  of  the  Canada  Dry  beverages  handled  by  the  licensei 
of  Canada  Dry  Ginger  Ale  Incorporated:  Canada  Dry  Ginge 
Ale,  Club  Soda,  Spur  and  Hi  Spot.  "We  have  shown  an  ex 
cellent  increase  on  Canada  Dry,"  stated  Mr.  Deary,  "and 
sincerely  think  that  use  of  the  television  medium  an( 
station  KBET-TV  has  played  a  very  important  part  in  ou 
sharp  sales  increase."  The  bottler  places  its  advertisin 
through  a  local  agency,  Gerth,  Brown,  Clark  and  Elkus,  an< 
believes  that  a  portion  of  the  credit  for  the  success  of  th 
campaign  is  due  the  agency  for  its  "excellent"  commercial 
which  were  "well  placed  between  good  shows."  The  Canad 
Dry  Bottling  Company  has  extensive  plans  for  television  fo 
the  future:  use  of  the  medium  is  prominent  in  all  the  com 
pany's  marketing  plans. 
KBET-TV,  Sacramento  Announcement 


TOY    STORE 

SPONSOR:   Johney's  Hobby  House  AGENCY:    Direct 

Capsule  case  history:  Johney's  Hobby  House,  a  large 
Charlotte  toy  and  hobby  store,  achieved  its  most  memorable 
Christmas  sales  season  in  history  as  result  of  an  intensive 
television  advertising  schedule  on  WSOC-TV.  Stewart  Pres- 
ton, manager  of  the  toy  store,  was  utterly  astounded  by  the 
results  of  a  single  demonstration.  In  a  letter  to  WSOC-TV, 
Mr.  Preston  stated:  "You  will  be  interested  in  the  volume 
sale  of  one  of  our  items  called  'The  Magic  Designer.'  After 
one  demonstration  of  this  clever  toy  on  our  show,  we  experi- 
enced an  immediate  sell-out.  We  ordered  several  additional 
gross  and  still  didn't  have  enough  to  supply  the  demand." 
The  entire  campaign  was  equally  rewarding  to  Johney's 
Hobby  House.  The  advertiser  noted  that  not  a  single  one  of 
the  toys  mentioned  in  the  commercials  was  among  the  "left- 
over" inventory.  "The  strength  of  WSOC-TV  advertising  in 
our  toy  business  has  played  a  major  role  in  our  growth." 

WSOC-TV,  Charlotte  Sponsorship 


INSURANCE 

SPONSOR:  The  State  Farm  Insurance  Companies  AGENCY:  Direc 
Capsule  case  history:  The  State  Farm  Insurance  Con; 
panies  of  California  has  contracted  for  20-second  and  minut 
spots  in  all  major  televised  sports  activities  on  KSBW-TV 
including  Baseball  Game  of  the  Week,  pro  football,  bou 
games,  pro  basketball  and  ice  hockey.  The  insurance  corr 
pany  polled  its  agents  in  three  counties  (Monterey,  Sant 
Cruz  and  San  Benito)  and  discovered:  About  15%  of  nei 
business  can  be  directly  traced  to  the  KSBW-TV  campaigr 
Since  33%  of  new  business  each  year  derives  from  preser 
policyholder  referrals,  15%  is  highly  significant.  Furthei 
more,  every  agent  reported  improvement  in  conservation 
old  business.  "Our  tv  advertising  has  been  the  most  er 
thusiastically  accepted  and  approved  (100%)  advertisin 
medium  we  have  utilized,"  reported  a  State  Farm  executiv< 
"We  believe  continued  advertising  will  tend  to  give  adde 
emphasis  to  agency  teamwork  and  stability  here  at  State. 
KSBW-TV,  Salinas  Participatior 
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WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


©os/VIa"  GREGG  TIR 


Operation  beep-beep  could  lead  to  straight  jacket  says  d.j.  Al  Knight  of  KJAY,  Topeka 
at  conclusion  of  day-long  broadcast  of  Louie  Prima  beep  record.  D.j.  George  Walton 
holds  net  as  station's  gen.  mgr.  Ed  Schulz  and  ambulance  attendants  stand  by  for  assist 


Come  to  the  Fair!  Perry  Cross,  entertains  some  of  the  over  1,000  buyers  and  mdse. 
mgrs.  who  turned  out  for  annual  Kleinert  notions  breakfast  at  Hotel  Astor.  Tv  com- 
mercials  soon   to  be   aired   on   NBC's   County  Fair.    Truth    or   Consequences   were   shown 


ADVERTISERS 


Red  Heart  Dog  Food  will  joir 
the  National  Heart  Fund  Drivi; 
for  1959  by  contributing  to  i 
the  firm's  profit  over  a  thre«' 
week  period. 

The  campaign's  theme,  "Every  timi 
you  buy  Red  Heart  Dog  Food  y<§ 
help  the  Heart  Fund,"  will  be  heart 
via  a  spot  radio  schedule  in  approxi 
mately  115  cities. 

The  size  of  the  donation:  profit  oi 
every  can  of  dog  food  sold  startin; 
this  week  and  continuing  through  9 
March.  Agency:  John  W.  Shaw: 
Chicago. 

Disregard  the  report  (page  58,  ' 
February  sponsor)  that  Southern 
Bell  of  La.  plans  to  sponsor  th< 
LSU  football  games  next  season 

The  repercussions  from  the  repor 
have  deep  political  import.  Broad 
casters  waxed  angry,  accusing  LSI 
of  not  first  opening  the  schedule  ti 
bidding.  The  NCAA  is  now  probin: 
the  LSU  athletic  department  becaus 


Hypnotic  sound  is  latest  at  WLCS,  Bate 
Rouge  as  d.j.'s  (1-r)  Ron  Lundy,  Bill  Co 
Ken  Wallace,  David  Nebel  and  Get 
Nelson   respond   to   hypnotist   C.   H.   Rys 


Muzak's  on  way  via  WFBM,  Indianapol 
At  take-off  (1-r)  seated:  J.  R.  Kiel,  form 
co-owner;  S.  K.  Evans,  WFBM-Muz; 
mgr.;  (standing)  :  W.  C.  Pullen,  Jr.,  pr< 
Twin  State  Bdcstg.,  K.  J.  Hovey,  co-owm 
E.  Campbell,  v.p.,  gen.  mgr.  WFBM  radio/ 
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:  might   have  disregarded  the   rules 
bout  clearing  tv   games   far   in   ad- 
lance. 

I  Last  year  the  highest  bid  for  the 
■aines  was  $12,600;  this  year  it's  ex- 
erted   to    be    much    higher    because 
If  LSU's  top   rating  in   footballdom. 

Campaigns: 

I  •  Diplomat  Cigarettes  launched 
Its  new  popular  price,  king  size,  soil 
jiackage  in  New  York  last  week  via 
■titration  radio  spots  and  print.  A 
ladio  campaign  in  Baltimore,  Phila- 
delphia and  Washington  will  follow 
•  his  week.  Agency:  Robert  M.  Marks 
I.  Co.,  New  York. 

I  •  The  National  Paint  and  Var- 
i  lish  Co.  will  introduce  its  new  pro- 
Inotion   idea   via   a   spot   radio   cam- 

taign  in  the  Los  Angeles  area  on 
IvMPC,   KFWB   and   KBIG   and   60- 

econd  film  commercials  on  KNXT, 
IvABC-TV  and  KHJ-TV.  The  idea: 
lo  provide  homeowners  with  free 
L-olor  schemes  selected  by  interior  de- 

igners  as  an  inexpensive  decorating 

lid.     Agency:    Tilds    &    Cantz,    Los 

bieeles. 


•  Also  on  the  West  Coast:  Merti- 
plan  Insurance  Co.,  to  announce 
its  rale  reduction  has  purchased  a 
radio  saturation  campaign  in  Los  \n- 
geles,  San  Francisco,  Sacramento, 
Fresno  and  Salinas,  in  addition  to  il- 
segment  on  KABC's  Air  Watch  and 
KFRC's  Dick  Templeton  Sports  Show. 
Quentin  Reynolds  will  introduce  the 
initial  radio  spots.  Agency:  Lennen 
&  Newell,  Los  Angeles. 

Expanding:  VGA  Laboratories,  a 

subsidiary  of  the  Rexall  Drug  Co.  has 
been  purchased  by  Lanolin  Plus. 
\inong  the  principal  vitimin  prod- 
ucts distributed  b\    VCA:   Rybutol, 

big  air  media  spenders. 

Thisa  'n'  data:  Lever  Bros,  has 
signed  Eleanor  Roosevelt  to  en- 
dorse and  appear  in  its  filmed  com- 
mercials for  Good  Luck  oleomargar- 
ine. Her  20-second  spots  will  be  seen 
on  the  networks,  while  the  60-second 
films  will  run  on  independent  stations 
.  .  .  The  Oklahoma  Tire  and  Sup- 
ply Co.  was  awarded  last  week,  by 
the  Oklahoma   Broadcasters  Associa- 


tion for  it-  successful  and  consistent 
radio  advertising  campaign. 

Strictly  personnel:  Robert  Tay- 
lor, appointed  general  manager-mar- 
keting for  II.  J.  Heinz  Co.  .  .  . 
Charles  Rupert,  to  advertising  and 
merchandising  manager,  Karl  Din- 
nauer,  appointed  marketing  directoi 
and  John  Wise  named  sales  man- 
ager for  W.  A.  Sheaffer  Pen  Co. 


AGENCIES 


C.  James  Proud,  speaking  before 
the  Madison,  Wis.  Advertising 
Club  last  week,  noted  that  adver- 
tising is  becoming  aware  of  three 
mutual  dangers  threatening  all 
economic  interests  of  the  nation. 

These    dangers,    according    to    the 
AFA  president: 
1  I    run-away  inflation 
2)    government    interference    by    bu- 
reaucratic fiat,  and 
3  i    the  power  of  censorship  through 
tax  penalty. 

Proud    added    that    the   Federation 


Line  of  Dimes  was  joint  promotion  of 
KAKC,  Tulsa,  and  Jr.  Chamber  of  Com- 
merce for  March  of  Dimes  drive.  Nearly 
11.000  was  collected  in  "1959  Radiothon" 


Free  Ride  for  riders  of  WHK.  Cleveland 
bus.  Station  chartered  one  for  week. 
Here  Chas.  Budd  of  Cleveland  Transit 
System   greets   fir-t   rider.  Sharri   Milner 


Sweel  buns  from  a  sweet  thing.  Here 
Bill  McKinney  (1)  and  Al  Davies  of 
Davies  &  McKinne)  Agency  enjoy  cof- 
fee from  WILL-TV  mugs.  Prettj  wait- 
ress is   model    Barbara    Lynn   of   Erie,   Pa. 
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Equipping  a 
Radio  Station  ? 


New  RCA 

5  KW  FM  Transmitter 

Designed  for 

Multiplexing 

A  "Direct  FM"  system  plus  many 
other  outstanding  performance 
features  such  as  built-in  remote 
control  provisions  and  screen  volt- 
age power  output  control,  make  the 
BTF-5B  today's  best  FM  transmit- 
ter buy.  Its  5000-watt  power  out- 
put provides  adequate  coverage  of 
a  multiplex  channel  and  improved 
coverage  for  conventional  opera- 
tion. New  Exciter,  Type  BTE-10B, 
uses  "Direct  FM"  modulator  cir- 
cuits, thus  fewer  tubes  are  re- 
quired. Whatever  your  equipment 
needs-SEE  RCA  FIRST! 


Or  write  for  descriptive  litera- 
ture to  RCA,  Dept.  P-264, 
Building    15-1,    Camden,    N.    |. 


RADIO  CORPORATION 
Of  AMERICA 


intended  to  "operate  a  full-fledged 
Washington  office.  It  would  not  be  a 
lobby  office  at  this  time,  although  it 
is  well  within  reason  that  it  could  be- 
come a  lobby  activity  within  the  fore- 
seeable future." 

Agency  apointments:  The  Bissell 
Carpet  Sweeper  Co.,  which  left  Leo 
Burnett  a  month  ago  because  of  its 
conflicting  accounts,  goes  to  Clinton 
E.  Frank,  Chicago,  with  its  $1.5 
million  account  .  .  .  Jantzen,  Inc.,  for 
its  women's  sportswear  division,  bill- 
ing $1  million,  to  Hockaday  Asso- 
ciates, Inc.  Botsford,  Constantine  & 
Gardner  continues  to  handle  other 
Jantzen  divisions  .  .  .  American  Mo- 
tors for  their  Erie  dealers  and  the 
Italian  French  Wine  Co.  to  Corn- 
stock  &  Co.,  Buffalo  .  .  .  The  Gen- 
eral Preserve  Co.,  Brooklyn,  N.  Y., 
for  its  Honeydew  brand,  to  L.  H. 
Hartman  Co.,  New  York  .  .  .  Swiss- 
air North  America,  to  Campbell- 
Ewald,  Detroit  .  .  .  Magikitch'n 
Corp.,  Quakertown,  Pa.  manufactur- 
ers of  cooking  appliances,  to  Lee 
Keeler,  .Inc.,  Philadelphia. 

New  agency  name:  With  the  ap- 
pointment of  Max  Fetty  to  the  firm, 
Gillis  &  Hundemer,  Inc.  of  Baton 
Rouge,  will  be  known  as  Gillis  & 
Hundemer  &  Fetty. 

Thisa  'n'  data:  Reach  McClinton 

reports  further  expansion  by  leasing 
for  additional  space  at  505  Park  Ave- 
nue .  .  .  Winners  of  the  KPOA, 
Honolulu     slogan     contest:     Lyn 

Salzberg,  D-F-S,  New  York  and  Jean 
Sullivan,  Lessing  Adv.,  Des  Moines. 
They  get  trips  to  Hawaii  for  winning 
slogan,  "King-Pin  of  Alohaland"  .  .  . 
David  J.  Sullivan  is  reopening  his 
Negro  Market  Organization  at  545 
Fifth  Avenue,  with  new  emphasis  on 
marketing  and  public  relations  coun- 
seling. 

People  on  the  move:  Merlin  Car- 
lock  joins  Compton  Adv.  as  a  v. p. 
.  .  Sylvan  Taplinger,  director  of 
the  radio/tv  department  at  Doner  & 
Peck,  elected  v. p.  .  .  .  Marlin 
Kreighhaum  and  William  Har- 
kins,  named  v.p.'s  at  Ross,  Flink  & 
Livengood,  Peoria  .  .  .  William 
Geoghegan,  to  v.p.  of  James  B.  Rog- 
ers Associates,  Baltimore  .  .  .  George 
Zachery  to  the  newly  created  post 
of  director  of  tv  production  for  Gen- 
eral  Artists   Corp.,   New   York   .   .    . 


James  Burton,  to  the  broadcast  de- 
partment as  commercial  producer  at 
Ogilvy,  Benson  &  Mather. 

Add  personnel  news:  Richard 
Art,  named  director  of  media  in  the 
Chicago  office  of  Western  Advertis- 
ing .  .  .  John  Coleman,  to  associate 
creative  director  of  the  tv/radio  de- 
partment of  Campbell-Ewald  .  .  .  Les- 
ter Harmon,  to  director  of  radio/tv 
at  Wermen  &  Schorr,  Philadelphia 
.  .  .  Roy  May,  to  the  staff  of  Gardner 
Adv.  as  a  radio-tv  production  super- 
visor .  .  .  William  Brittain,  to  copy 
chief  of  Krupnick  &  Associates,  St. 
Louis  .  .  .  Vincent  Skelton  to  re- 
search director  in  the  Bloomfield 
Hills  office  and  John  Caldwell  to 
director  of  marketing  for  MacManus. 
John  &  Adams  .  .  .  John  Clement. 
appointed  radio/tv  director  foi 
Houck  &  Co.,  Roanoke,  Va.  .  .  .  Mel 
O'Neil,  to  account  executive  foi 
Beckman-Koblitz  Adv.,  Los  Angeles 
.  .  .  Paul  Hanson,  transferred  to  th< 
Chicago  office  of  Campbell-Mithun  a; 
a  media  planner  .  .  .  Marshall  Nel 
son  Jr.,  to  director  of  marketing 
and  media  for  Perrin-Paus  Co..  Chi 
cago  .  .  .  Blanche  Cosgrave,  t( 
budget  coordinator  for  Whitehal 
Labs  products  at  Bryan  Houston  .  . 
George  Mendoza,  to  the  public  re 
lations  staff  at  Mogul  Lewin  William 
&  Saylor  .  .  .  E.  P.  H.  James  namei 
director  of  the  Nielsen  TV  Index  ii 
Great  Britain. 


FILM 


More  documentation  is  on  th 
swing  by  national  advertisers  ir 
to  syndication,  according  to 
study  provided  by  Ziv  last  weel 

The  following  points  were  brougl 
out  in  the  evaluation: 

•  In  1950-60,  22%  of  Ziv's  synd 
cation  will  be  supported  by  nation, 
advertisers. 

•  This  compares  to  only  12% 
1957  and  just  5%  in  1953. 

Production   notes:     ITC   will  pr 

duce  Emergency  in  New  York 
Screen  Gems  in  association  with  S 
Caesar  will  film  the  comedy  It's 
Living  .  .  .  Galaxy  Attractions  w 
make  Skinny  and  Me,  a  family  com 
dy  .  .  .  Official  Films  will  offer  thr 
series  for  syndication  and  plans  thr 
pilots  for  network  offering  .  .  .  Coi 
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modore  Productions  had  its  rights  to 
make  a  tv  series  on  Tarzan  upheld  in 
a  California  decision  involving  Edgar 
Rice  Burroughs.  Inc. 

Unions:  NAB  last  week  asked  the 
NLRB  to  exclude  station  employees 
from  consideration  in  a  tv  perform- 
ers consideration  petitioned  by  the 
AFL-CIO  and  AFTRA  on  tape  com- 
mercials. 

Sales:  Screen  Gems'  Three  Stooges 
reported  sold  to  75  stations,  latest 
being   WNAC-TV.    Boston:    WEWS- 


TV,  Cleveland;  WTVR.  Richmond; 
WSJV,  Elkhart;  WKJG-TV,  Spring- 
field. 111.;  WMT-TV,  Cedar  Rapids; 
KMID-TV,  Midland;  WTTG,  Wash- 
ington, D.  C;  KHVH-TV,  Honolulu 
and  WHYB-TV,  Springfield,  Mass. 
.  .  .  MCA's  Paramount  package  sold 
to  KFJZ-TV,  Ft.  Worth-Dallas  .  .  . 
Ziv  reports  international  sales  in 
1958  to  be  42%  above  1957  in  nine 
countries  .  .  .  Official  Films'  financial 
statement  shows  a  profit  for  the  first 
six  months  of  1958-59  .  .  .  Tropicana 
Orange  Juice  bought  NTA's  William 
Tell  on  WPIX,  New  York. 


Henri's  dollar  buys 
more  on  WKOW 


Our  thanks  to  Margaret  Flood  of  the 
Maulner  Agency  for  the  opportunity 
to  prove  that  a  dollar  buys  more  on 
WKOW  .  .  .  and  it  sells  more  too! 

Ben   Hovel 

General  Manager 


".  .  .  Personal  calls  on 
the  grocery  trade  by 
WKOW's  merchan- 
dising director  gave 
added  strength  to  a 
strong  spot  campaign. 
Displays  went  up, 
and  STAYED  UP 
LONGER  when  store 
and  department  man- 
agers in  the  seventeen 
counties  we  service 
were  detailed  on  the 
selling  impact  they 
could  expect  from 
'Wisconsin's  Most 
Powerful  Radio  Sta- 
tion.' ' 

Wm.  J.  Lazarz 
L  &  L  Food 
Distributors 
HENRI'S 


Represented  Nationally  by  Headley-Rced 


WKOW 

MADISON,  WISCONSIN 


TV-® 


RADIO- 10  KW- 1070 


Free  Film:  A  new  series  of  13  quar- 
ter hour  films  on  Great  Britain  called 
Topic  is  now  available  without 
charge  to  stations  through  British  In- 
formation Services  offices. 

Promotion:  The  Civil  Air  Patrol 
will  support  promotions  of  CNP's 
Flight  .  .  .  Bernard  L.  Schubert's 
Your  Musical  Jamboree  will  install 
juke  boxes  as  a  promotion  for  the 
series  .  .  .  KTTV  hypoed  Citizen  Sol- 
dier with  special  exhibits  .  .  .  Spot- 
light News  of  Los  Angeles  mailed  out  ! 
news  film  directories  of  New  York- 
Washington  and  California  areas. 

Commercials:  Boston  screenings  of, 
the  Venice  prize  commercials  were 
conducted  by  Jay  Berry  of  Alexander 
Film  Co.  .  .  .  Robert  Lawrence 
Productions  won  awards  from  the 
Brewers'  Association  and  from  the 
Springfield  (Mass.)  Advertising  Club 
.  .  .  S.  O.  S.  Cinema  Supply  Co. 
reports  availability  of  a  new  line  of 
Magniola  film  editors. 

Strictly  personnel:  Harry  B.  Sim- 
mons appointed  midwestern  account 
executive  for  ABC  Films  .  .  .  Jack 
Wrather  named  Don  Castle  is  per- 
sonal production  assistant  .  .  .  NTA 
appointments  include  Vernon 
Burns  as  v. p.  of  NTA  International 
and  H.  I.  Bucher  as  NTA  secretary. 


NETWORKS 


CBS  Radio  has  reshuffled  its  top 
echelon  in  sales. 

George  Arkadis,  WBBM,  Chica- 
go, sales  manager,  is  coming  into 
New  York  as  v.p.  in  charge  of  net- 
work sales. 

John  Karol,  who  formerly  had 
that  title,  will  take  over  development 
and  planning  of  special  projects  and 
continue  with  his  sales  contacts  on  a 
top  level. 

ABC  TV's  Ollie  Treyz  answered 
Fortune's  "The  Light  That 
Failed"  article  in  a  talk  before 
the  Broadcast  Advertising  Club 
in  Chicago  last  week. 

A  main  point  in  his  address:  "The 
facilities  on  all  three  networks  are 
now — for  the  first  time  in  the  history 
of  broadcasting — close  to  compara- 
ble. And,  for  the  first  time,  anyone 
of  the  three  may  emerge  number  one 
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in  audience  and  anyone  may  emerge 
as  number  three. 

"Because,"  Treyz  added,  "for  the 
first  time  in  the  history  of  this  busi- 
ness, the  one  muscle  which  will  be 
decisive  will  be  programing." 

Network  business:    At  NBC  TV, 

for  Today  and  the  Jack  Paw  Show, 
business  totaling  $800,000  gross. 
Among  them:  Drug  Research  Corp.. 
for  its  Regimen  reducing  tablets; 
Barclay   Manufacturing  Co.   and  the 

Weather  Proof  Co At  ABC  TV, 

for  its  daytime  schedule:  Honesdale 
Mfg.  Co.,  Rolley  Co.,  Greyhound, 
Mennen  and  Stern's  Nurseries. 

Network  affiliations:  Two  Missis- 
sippi radio  stations,  WABG,  Green- 
wood and  WKOZ,  Kosciusko,  to 
ABC  .  .  .  KGW-TV,  Portland,  Ore., 
to  NBC  TV  effective  26  April. 

Thisa'n' data:  The  Mutual  Affili- 
ates   Advisory    Committee  —  14 

membered  station  group — will  hold 
its  major  annual  meeting  in  Chicago, 
15  March  .  .  .  Some  1,600  women 
cast  their  votes  on  the  primary  fea- 
ture during  the  first  week  search  for 
the  "Ideal  Man"  being  conducted  on 

KOBY  is 

the   No.   1    Record 

IN  SAN   FRANCISCO 


There's  a  great  new  record  in  San 
Francisco — and  it's  KOBY!  This  record 
gives  KOBY  the  highest  average  all 
daytime  rating — 14.5  (from  November- 
December  Pulse)  .  That's  why  KOBY 
is  the  top  San  Francisco  seller,  with 
an  audience  that  buys  and  buys!  No 
double  spotting! 

10%  discount  when  buying  KOBY — 
and  KOS1,  Denver! 


KOBY 


/    10,000  Watts 

/    in 
J    San  Francisco 


See    Pe:ry    aid    make    your    own 
sales   records    with    KOBY! 

For  Greenville,  Miss—  WGVM 
tid-American   Broadcasting  Company 


the  Jimmy  Dean  Show  (CBS  TV). 
Each  week,  women  will  be  asked  to 
vote  upon  a  particular  physical  char- 
acteristic, until  a  dream  man  is  com- 
pleted. 

Net    personnel    moves:     Richard 

Low,  to  director  of  contracts-facili- 
ties and  program  sales,  CBS  TV  .  .  . 
William  Trevarthen,  elected  v.p.  in 
charge  of  product  services,  ABC  .  .  . 
Thomas  Ryan,  named  a  general  ex- 
ecutive in  the  CBS  TV  network  pro- 
gram department  .  .  .  G.  Edward 
Hamilton,  to  director  of  engineer- 
ing operations  for  ABC. 


RADIO  STATIONS 


Westinghouse  is  setting  up  a 
European  news  bureau  to  pro- 
vide its  radio  stations  with  inter- 
national coverage  and  ''studies 
in  depth." 

The  bureau,  which  starts  opera- 
tions this  spring,  will  be  headed  by 
WBC's  chief  of  Washington  news, 
Rod  MacLeish. 

This  is  how  the  WBC  stations  will 
use  the  bureau:  In  addition  to  daily 
reports  by  shortwave  and  trans- 
Atlantic  telephone  lines,  the  Euro- 
pean staff  will  provide  a  nightly 
commentary  for  Program  PM,  a  lo- 
cally produced,  two-hours  nightly  se- 
ries, and  a  weekly  half-hour  forum 
program  featuring  European  news- 
makers. 

St.  Louis  stations  generally  did 
an  all-out  job  of  covering  the 
toronado  that  struck  the  city  last 
week. 

Stations  cut  into  their  regular  pro- 
graming schedules  with  on-the-scene 
reports  of  the  disaster  and  interviews- 
appeals  for  funds  for  the  tornado- 
struck  victims.  Affiliates  also  fed  the 
networks  with  up-to-the-minute  re- 
ports and  films  of  the  area. 

Ideas  at  work: 

•  Broadcasting  on  wheels :  WABC, 
New  York,  last  week  had  its  mobile 
unit  stationed  in  front  of  the  Para- 
mount Theatre  on  Times  Square  for  a 
full  day  of  broadcasting,  backed  by 
promotions  telling  folks  they  could 
see  station  personalities  in  action 
there.  This  mobile  will  be  in  daily 
operation,  with  one  or  more  shows 
originating  from  it  as  the  unit  stops 
at  various  spots  in  the  city. 


•  Going,  going,  gone:  KWYP 
Wynne,  Ark.,  held  its  annual  fou 
day  "Polio  Auction"  last  week.  Ho 
they  worked  it:  A  week  prior  to  a 
time,  publicity  began,  inviting  listei 
ers  to  bring  items  to  the  studios  1 
be  auctioned  off.  Then  for  three  hou; 
nightly,  four  days  in  a  row,  profe 
sional  auctioneers  sell  off  these  item 
with  listeners  phoning  in  their  bi( 
and  the  audience  participating  als 
Results:  $1,600  was  raised  for  tl 
Foundation. 

•  To  put  it  on  tape:  KOMA,  0 
lahoma  City,  is  in  the  process  of  taj 
recording  the  new  NBC  series  Ima{ 
Russia.  Station's  purpose:  to  mal 
these  transcriptions  available  to  tl 
principle  educational  institutions 
the  state,  plus  civic  organizations  ai 
libraries  .  .  .  WSM,  Nashville,  w 
also  donate  72  tapes  of  NBC's  seri 
to  the  public  library. 

•  "Snake  Eyes  Mean  You  Lose 
is  the  theme  of  a  three-dimension 
mailer  WJR,  Detroit,  is  sending 
advertisers  and  agencies  to  illustra 
its  policy  of  no  double  or  triple  spc 
ting.  The  promotion  piece:  a  pa 
of  dice  with  the  six  sides  of  eai 
single-spotted. 

•  Among  the  daffodils:  D.j.Hari 
Harrison  of  WPEO,  Peoria,  call 
the  station  30  miles  from  the  city 
say  that  he'd  walk  a  mile  for  ea^ 
$100  donation  to  the  March 
Dimes.  This  he  did,  but  here  w 
the  catch:  Harrison  braved  ze 
temperatures,  40-mile  per  hour  win 
and  the  worst  snow-sleet  blizzard 
Peoria  in  the  past  32  years. 

Add  another  daffodil  stunt:  T 
same  gimmick,  with  the  temperatu 
at  seven  degrees  below  zero,  w 
pulled  by  d.j.  Frosty  Mitchell 
KIOA,  Des  Moines.  He  walked  i 
miles  for  the  March  of  Dimes, 
$100  per  mile,  raising  $4,000. 

•  Another  novel  way  of  raisii 
money  for  the  March  of  Dime 
Some  20  residents  of  Port  Huro 
Mich.,  were  arrested  and  jailed  wi 
bail  set  at  $100  each — to  be  turn 
over  to  the  foundation.  WTT 
aired  the  entire  proceedings,  frq 
court  to  the  cell.  This  jail-bail  pi 
motion  raised  $3,000. 

Unusual  public  service  serie 
WLS,  Chicago,  began  airing,  la! 
week,  its  new  weekly  featu, 
Unto  Her  A  Child  Is  Born.    T 

documented  series  will  trace,  for 
weeks,  an  expectant  mother's  expe 
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ences — focusing  around  the  physical 
and  psychological  adjustments  she 
goes  through.  It  will  conclude  with 
the  birth  of  the  child,  via  a  tape  re- 
corder at  the  hospital. 

The  series  has  been  prepared  with 
the  approval  and  assistance  of  the 
American  College  of  Obstetrics  and 
Gynecology,  with  15  of  their  mem- 
bers to  appear  on  the  program  /rom 
time  to  time. 

Thisa  V  data:  WABC,  New  York, 
is   celebrating   d.j.   Martin   Block's 

25th  anniversary  on  the  air  via  a 
year  'round  promotion,  including 
prizes  for  listeners  born  on  the  day 
of  his  first  program  —  3  February, 
1935  .  .  .  Broadcast  Music,  Inc., 
will  present  65  writers  and  46  pub- 
lishers from  13  states  with  citations 
for  outstanding  success  in  the  field 
of  rhythm  and  blues  at  a  luncheon 
in  New  York,  this  Wednesday   (25). 

Station  staffers:  Harvey  Glas- 
cock, appointed  general  manager  of 
WHK,  Cleveland  .  .  .  Arthur  Swift, 
to  manager  of  WTCN,  Minneapolis- 
St.  Paul  .  .  .  Bob  Fox,  named  gen- 
eral sales  manager  of  KRKD,  Los 
Angeles  .  .  .  Glenn  Kensinger,  to 
director  of  operations  for  KPRC. 
Houston  .  .  .  Don  Loughnane,  to 
operations  manager.  WHB.  Kansas 
City  .  .  .  Victor  Williams,  named 
general  sales  manager  of  KWK,  St. 
Louis  .  .  .  John  Hierlihy,  promoted 
to  program  manager  of  WAMP, 
Pittsburgh  .  .  .  Wayne  Smith,  to 
manager  of  station  operations  at 
WFMQ,  Chicago  .  .  .  John  Bayliss, 
manager,  KOMY,  Watsonville,  Cal. 

Add  station  staffers:  Max  Sher- 
man, elected  v.p.  of  WWDC,  Inc., 
Washington,  D.  C.  .  .  .  Philip  Wy- 

gant,  to  promotion  director,  WBAP, 
Ft.  Worth  .  .  .  Frank  Lawrence, 
appointed  sales  manager,  KAKC,  Tul- 
sa ...  J.  Russel  Power,  named  news 
director  of  WAKE.  Atlanta  .  .  .  Wil- 
liam Meyer,  to  regional  account  ex- 
ecutive in  the  Denver  office  of  the  In- 
termountain  Network  .  .  .  Bill  Clark, 
named  program  director,  KING,  Seat- 
tle ..  .  Harold  Herthum,  to  sales 
manager  and  Lucky  Starr,  program 
director,  WAIL,  Baton  Rouge  .  .  .  Hy 
Finkels'ein,  Tiamed  general  man- 
ager; Harry  Greenberg,  sales  man- 
ager and  Frank  Costa,  to  program 
director,  of  WKIT.  Garden  City,  Long 
Island  .  .  .  Hal  Hughes,  to  manager 
of  KIWW.  San  Antonio  .  .  .  Henry 


6C 


Franz,  to  local  sales  manager  for 
WFBM,  Indianapolis  .  .  .  George 
Lasker  and  Thomas  Brown,  new 
account  executives  at  WMBR,  Jack- 
sonville .  .  .  Archie  Fabretti,  to 
commercial  manager  for  WSEN, 
Baldwinsville,  to  hit  the  air  at  the 
end  of  this  month  .  .  .  Vernon  Ste- 
phens, to  account  executive,  WCAE, 
Pittsburgh  .  .  .  Phil  Wygant,  named 
promotion  director  for  WBAP,  Ft. 
Worth. 


REPRESENTATIVES 


Lloyd  Griffin,  v.p.  and  director  of 
tv  at  PGW,  and  Frank  Silvernail, 
consultant,  covered  the  represen- 
tatives' role  in  broadcasting  at 
the  RTES  Seminar  Luncheon  last 
week  in  New  York. 

Their  topic:  Does  The  Represen- 
tative Know  Something? 

Griffin's  reply:  The  successful 
rep  knows  the  agency  business,  in- 
cluding its  (1)  media  values,  (2) 
media  research,  (3)  merchandising, 
(4)  store  audits,  (5)  publicity  and 
promotion  and  (6)  copy  and  the  pro- 
duction of  commercials. 

He  also  must  know  the  broadcast 
station  business,"  continued  Griffin, 
"and  advise  the  stations  on  (1)  pro- 
graming, (2)  rates,  (3)  audience  re- 
search and  coverage  studies  and  (4) 
merchandising,  sales  promotion  and 
trade  advertising." 

Silvernail  had  this  to  add:  The 
rep's  knowledge  of  his  market;  what 
kind  of  people  make  up  the  audience; 
local  industries  and  such — helps  to 
provide  timebuyers  with  "Tactful  sug- 
gestions, if  you  will  take  the  time 
from  the  study  of  ratings  to  listen  to 
them.  The  reps  can  make  it  possible 
for  you  to  get  away  from  formula 
buying." 

NBC  Spot  Sales  is  polling  agency 
timebuyers  on  local  tv  program- 
ing. 

The  questionnaire,  a  timebuyer 
opinion  panel  sheet,  covers  these 
topics: 

a)  Whether  timebuyers  prefer  to  buy 
half-hour  syndicated  films  or  lo- 
cal  live  programs. 

b)  Compatability  of  the  program  to 
a  client's  product  a  factor  in  the 
buying  decision. 

c)  The  importance  of  a  host  person- 
ality in  a  feature  film  program  or 
a  children's  cartoon. 


d)  Acceptable  c-p-t-f-p-c-m  in  a  half, 
hour  local  program  purchase. 

Expanding  news:  John  Blair  <S 
Co.  will  open  its  11th  sales  office 
next  month,  in  Philadelphia,  witl 
Henry  G.  Chadwick  as  manager 
He  conies  to  Blair  after  spending 
three  years  as  sales  representative  al 
WIP,  Philadelphia. 

Said  Blair  about  the  new  office 
"Spot  radio  billings  in  the  Philadelj 
phia  area  have  grown  to  the  poin 
where  on-the-ground  service  to  aged 
cies  and  their  clients  is  clearly  essed 
tial." 

Rep   appoint  men 's:    KAKC,  Tula 
and  KUDL,  Kansas  City,  to  Adai 
Young  .    .   .   KGFJ,   Hollywood, 
Ayres,  Allen  &  Smith  of  San  Frat 
cisco  and  the  Pacific  Northwest  . 
WTMA,   Charleston.    S.    C,   to   Thi 
Branham  Co.  .  .  .  WBRY,  WateJ 
bury,   Conn,   and   WLAD,   Danburjl 
to  Foster  and  Creed,  for  New  Eng. 
land  representation   .  .  .  KMSO-TVl 
Missoula,  Mont.,  to  Forjoe-TV. 


Thisa  4n'  data:  The  Los  Angeles 
office  of  The  Petry  Co.  has  move<j 
to  the  new  IBM  Building  at  342 
Wilshire  Blvd.  .  .  .  Changini 
hands:  Mid-America  Spot  Salei 
radio  stations  reps  sold  to  Ralp 
Meader,  who  will  actively  manag 
the  Kansas  City  organization. 


Personnel-ly  speaking:  Georg 
Lindsay,  elected  v.p.  in  charge  o 
sales  for  Chicago  and  station  rela 
tions  for  the  mid- West  territory  fo 
Weed  TV  .  .  .  Ray  Kremer,  ap 
pointed  Eastern  sales  manager  fo 
CBS  Radio  Spot  Sales  .  .  .  Thoma 
C.  Harrison,  formerly  v.p.  and  nel 
work  sales  manager  of  ABC  rejoin 
the  sales  staff  of  John  Blair  &  Co 
Joseph  Hogan,  to  the  Chicago  t 
sales  staff  of  The  Katz  Agency 
Calvin  Copsey,  to  account  execi; 
tive  in  the  San  Francisco  office  q 
NBC  Radio  Spot  Sales  .  .  .  Hug 
Wallace  to  the  Los  Angeles  office  ( 
Harlan  G.  Oaks  &  Associates. 


TV  STATIONS 


Transcontinent     Tv     Corp.     a 
Marietta    Broadcasting    Inc.    a* 
now  in  the  process  of  combinin 
their  radio  and  tv  stations  und« 
Transcontinent  o&o. 


SPONSOR 


21    FEBRUARY    195 


8  in  a  Series  -  Radio  Renaissance  In  Dallas 


Buy  the  whole 

TEXAS 

MONEY 

BELT 

and    SELL    it  from 


CENTER 


KVKM 


AM 
TV 


Channel  9        abc 
MONAHANS,  TEXAS 


Everett    McKinney,    Inc. 
Clyde  Melville,  Southwest 
Ross    Rucker,    Pres. 
Hillman  Taylor,  TV  Manager 
Ken  Welch,  Radio  Manager 

High  income,  rapid  growth,  make  this  a 
market  to  watch  and  to  buy.  You  can  sell  it 
■from  the    center,   with 


KVKM 

MONAHANS,  TEXAS 


AM 
TV 


Jack  Wrather's  Marietta  stations. 
KFMB-AM  &  TV,  San  Diego,  and 
KERO-TV,  Bakersfield,  Cal.,  will 
bring  Transcontinent's  total  to  six  tv 
and  three  radio  stations. 

The  brief  strike  in  Cleveland 
between  KYW-AM  &  TV  and 
AFTRA   has   been    settled.      ( See 

sponsor,  14  February,  page  76.) 
These  are  the  new  terms: 

1)  A  three-year  contract. 

2 )  A  $5  weekly  pay  increase  in  the 
base  salaries  of  newsmen  and  an- 
nouncers, with  newsmen  receiving 
the  same  basic  salary  as  announc- 
ers. 

3)  A  local  videotape  rate  of  $85  per 
announcement,  with  a  program 
spot  rate  for  videotape  at  $130 
(AFTRA  wanted  $93  and  $145 
respectively) . 

4)  No  change  in  the  $5  live  spot  fee. 

Ideas  at  work: 

•  As  part  of  a  pre-debut  promo- 
tion blast  for  Rescue  8,  which  includ- 
ed hand  bills,  direct  mail  pieces,  spe- 
cial program  bulletins,  etc.,  KTVH, 
Wichita,  Kans.,  staged  a  special  pre- 
view of  the  syndicated  film  for  the 
show's  sponsor  I  Steffen's  Dairy 
Foods)  and  its  employees. 

Another  promotion  at  KTVH  last 
week :  A  Hi  Fi  Hop  dance  contest  for 
teenagers  to  boost  participation  in  its 
Sunday  afternoon  dance  show. 

•  Golden  days  are  here:  That  s 
the  theme  used  by  WTVT,  Tampa, 
in  a  promotion  for  its  show  line-up. 
The  theme  is  featured  in  a  saturation 
on-the-air  campaign,  slide-transcrip- 
tion spots  using  a  variation  of  the 
"Golden  Days"  song,  and  a  special 
viewer  contest. 

•  WIS-TV,  Columbia.  S.  C,  is 
mailing  a  promotion  piece  in  the 
shape  of  a  passport  book,  to  adver- 
tisers and  agencies,  announcing  its 
new  tower. 

•  KVTV,  Sioux  City,  held  its  an- 
nual farm  workshop  last  week  for 
county  agents  and  their  staff  of  home 
demonstration  agents  and  youth  as- 
sistants. These  workshops,  conduct- 
ed by  the  station  since  1953,  are 
held  to  improve  the  participants' 
work  on  the  program,  and  to  bone 
up  on  promotion  and  merchandising 
techniques. 

Thisa  'n'  data:    KLZ-TV,  Denver, 
issued    a    progress    report    on    1958, 


covering    the    various    facets    of    the  j 
station's   activities,   with   special   em- 
phasis   on    local    needs    accomplish- 
ments . . .  Construction  note:  Chan- 
nel 11   in  St.  Louis  had  its  ground- 
breaking ceremonies  last  week,   and 
construction    of   the   new    tv    station.    ' 
owned  by  220  Tv,  Inc.,  is  now  un- 
derway .  .  .  Business  note:    P&G    : 
(Compton)    through   Peters,    Griffin, 
Woodward   in   New   York,   has   pur- 
chased  $250,000   worth   of  sponsor-    I 
ship   on    Telecopter,   a   nightly   news] 
strip     on     KTLA,     Hollywood  .  . 
KMTV,  Omaha,  has  inaugurated  an 
annual  tv  award   for  the  most  effec- 
tive use  of  tv  to  promote  important 
public  service  projects.    Station  held 
a  tv  awards  dinner  saluting  the  civic 
leaders    with    guest    speaker    Harry 
Bannister,   v. p.   in   charge   of   NBC 
station  relations. 

Add  random  notes:   WFMY-TV, 

Greensboro,  sponsored  a  high  school 
art  contest  last  week  with  some  225 
oils  submitted  to  the  station,  and 
after  putting  the  winning  pieces  on 
exhibition  they  will  be  forwarded  to 
New  York  for  national  judging  . 
WVEC-TV,  Norfolk,  is  expanding 
its  educational  telecasts  to  three  hours 
daily. 

On  the  personnel  front :  John 
Sinclair,  Jr.,  promoted  to  general 
manager  of  WSAZ-TV  and  WKAZ, 
Charleston-Huntington  .  .  .  Robert 
Moody,  elected  executive  v.p.  of  the 
Miami  Valley  Broadcasting  Corp.  . 
Norman  Bagwell,  named  a  v.p.  of 
the  WKY  Tv  System,  Inc.,  Oklahoma 
City  .  .  .  Fred  Heywood,  former 
manager  of  sales  promotion  for  CBS 
Radio  Spot  Sales,  moves  to  St.  Louis 
as  director  of  information  services 
for  KMOX-TV  .  .  .  Thomas  Car- 
roll,  to  business  manager  of  WFMB- 
AM  &  TV,  Indianapolis  .  .  .  Amos 
Eastridge,  to  merchandising  di- 
rector for  KMTV,  Omaha:  Bill 
Hughes,  to  national  sales  and  serv- 
ice representative  and  Galen  Lille- 
thorup,  to  promotion  manager  of 
the  station  .  .  .  George  Paradis,  to 
sales  promotion  director.  Maine  Ra- 
dio and  Tv  Co.  .  .  .  Dan  Verbest,  to 
director  of  merchandising  and  sales 
service  of  WXIX-TV,  Milwaukee  .  . . 
Marjorie  Scanlan,  to  WSUN-TV, 
St.  Petersburg,  as  supervisor  of  salea 
development  .  .  .  James  Matthews. 
to  assistant  and  promotion  manager! 
of  KYW-TV.  Cleveland.  ^ 
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One  hundred 

eleven* 

national 

and 

regional 

spot 

advertisers 

know 

Terre  Haute 
is  not  covered 
effectively 
by  outside 
TV 

*  Basis:  1958 


WTHI-TV— 10 


CBS 
ABC 


TERRE  HAUTE,  INDIANA 

Represented  Nationally  by  Boiling  Co., 
los  Angeles  -San  Francisco- Boston   New  York  ■  Chicago   Dallas 


IT'S  A  FACT! 


1859— John  H.Gregory  discovered  the  first 
gold  lode  in  Gilpin  County,  Colorado . . . 
The  population  of  Denver  was  4,726! 

1959— Population  of  the  Denver  TV  cover- 
age area  served  by  Channel  9  is 
1,479,500  people  who  have  a  spend- 
able income  of  $2,803,077,000! 

IT'S  ALSO  SFACT! 

One  day  spot  saturation  on  Channel  9 
for  Denver  Car  dealer  resulted  in 
42  new  car  sales  in  one  day.  A 
new  record! 

Channel  9  personalities  promoted  kids 
theatre  party  and  outpulled  com- 
petition's identical  promotion  . . . 
same  day,  same  time— two  to  one! 

THE  FACT  IS... 

For  the  best  buy  in  Denver 


KBTV 


CHANNEL 


THE  FAMILY  STATION 


Join  the  "Rush  To  The  Rockies' 
Come  to  Colorado  in  '59  .  .  . 


SPONSOR  ASKS 

{Cont'd  from  page  44) 

have  long  been  among  the  most  pros- 
perous in  the  country.  Their  attrac- 
tiveness to  both  national  and  local 
enterprise  has  certainly  accounted  for 
much  of  their  success.  The  single- 
rate  system  has  assured  all  advertis- 
ers that  they  were  not  only  buying 
the  best  service  we  could  provide 
them  with,  but  at  a  fair  and  un- 
prejudiced price. 

Duncan  Mounsey,  exec,  vice  presi- 
dent &  gen.  mgr.,  WPTR,  Albany,  N.  Y. 
dual  rate  is  outdated,  outmoded  and 
out  of  line,  but  we  have  done  some- 
thing about  it.  We  have  just  estab- 
lished a  single  rate  structure  for  na- 
tional and  local  advertisers  alike. 

Our  market  has  been   one  of  the 
most  ridiculous  dual-rate  areas  in  the 


Dual  rates 
are  a 

soak-the-rich 
policy 


country,  but  we  have  faced  up  to  the 
realities  of  the  new  role  of  radio  to- 
day and  have  decided  a  single  rate  is 
the  only  honest  and  practical  way  to 
do  business. 

The  dual  rate  came  to  radio  as  a 
heritage  of  the  newspapers,  the  new 
medium  adopting  the  practices  of  the 
old  one.  And  in  the  days  when  the 
stations  were  living  off  the  networks 
and  nothing  much  in  the  way  of 
community  programing  was  done, 
they  picked  up  local  advertisers  for 
whatever  they  could  get  as  extra 
gravy. 

True  radio  today,  however,  net- 
work affiliate  or  independent,  has  be- 
come a  community  service  operation 
with  an  established  community  per- 
sonalis and  community  audience 
loyalties.  Good  community  radio  de- 
livers a  total  market  impact.  It  must 
be  considered  as  product  and  have  a 
standard  market  value  commensurate 
with  the  results  it  is  able  to  produce. 

The  theory  that  the  local  advertis- 
er doesn't  need  as  much  from  a  sta- 
tion as  the  national  advertiser  doesn't 
hold  water.  The  local  advertiser,  with 
the  tremendous  increase  in  automo- 
bile travel,  communication  and  su- 
burbia, today  gets  as  much  from  to- 


tal community  radio  sell  as  the  na- 
tional buyer.  And  he  is  perfectly 
willing  to  pay  for  value  received. 
Local  advertisers  many  miles  beyond 
our  metro  market  also  buy  our  sta- 
tion at  our  rates  because  they  get 
what  they  want  from  it  in  their  own 
bailiwicks. 

Dual  rates  are  simply  a  soak-the- 
rich  policy  to  recoup  from  the  na- 
tional advertiser  on  false  catch-as- 
catch-can  local  rates.  A  station  that 
can  deliver  the  goods  must  have  con- 
fidence in  itself  and  charge  one  rate 
to  all.  "What  the  traffic  will  bear" 
tactics  must  go. 

Anthony  J.  Koelker,  manager,  KMA, 

Shenandoah,  Iowa 

Radio  KMA  operates  with  two 
rate  cards  and  a  one-rate  policy.  We 
have  a  "general"  rate  card  and  a 
"retail"  rate  card.  The  general  rate 
applies  to  all  buyers  of  national  time. 
The  "retail,"  not  local,  applies  strict- 
ly to  retailers,  or,  more  specifically, 
one-door  establishments. 

I  believe  terminology  is  important. 
Hence  we  call  it  the  retail  rate.  I 
also  believe  the  ground  rules  should 
be  spelled  out.  Thus,  by  applying  the 
one-door  retail  establishment  yard- 
stick, the  question  of  who  qualifies  is 
readily  answered. 

With  the  coverage  KMA  provides, 
our  general  rates  are  fair  and  realis- 
tic for  the  national  advertiser.  For 
the   average   retailer   they   are   much 


We  have  a 
clearly  defined 


two-rate  policy 


too  high.  He  isn't  interested  in  a 
good  portion  of  our  circulation  and 
we  don't  want  to  close  the  door  to 
the  retail  merchant  who  sells  only  to 
a  limited  area.  We  believe  he  is  en- 
titled to  a  special  rate.  We  also  be- 
lieve merely  billing  to  a  local  source 
has  nothing  to  do  with  the  problem. 

Furthermore,  our  general  weekly 
package  plans  add  up  to  discounts 
approaching  the  one-time  retail  rate 
in  cost.  And,  our  retail  is  net. 

A  single  rate  system  is  probably 
fine  for  Bob  Jones'  station  in  Balti- 
more, and  for  Ben  Sanders  in  Spen- 
cer, Iowa.  I  can  subscribe  to  the  one- 
( Please  turn  to  page  66) 
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My  Mommy  Listens 
to  KFWB 

Your  clients'  sales  messages  are  de- 
livered to  more  mommies,  more  daddies, 
more  everybodies  .  .  .  when  you  buy 
KFWB  .  .  .  first  in  Los  Angeles. 
Check  Pulse  and  Hooper-(November- 
December  1958). 


6419  Hollywood  Blvd  .  Hollywood  28  /  HO  3  5151 

ROBERT  M.  PURCEU.  President  and  Gen.  Manager 
MILTON  H   KLEIN,  Sales  Manager 
Represented  nationally  by  JOHN  BLAIR  t  CO. 


by  more  people! 

Nielsen  (Spring  '58)  shows  12.5% 
more  TV  homes.  Refigure  your  cost 
per  thousand!  Base  it  on  ratings  x 
Nielsen! 

KTBS-TV  is  seen  by  more  than  a 
million  people  with  more  than  1.5 
billion  dollars  to  spend  in  this  oil- 
rich  four-state  market. 
Channel  3  is  the  only  sin- 
gle TV  buy  that  can  give 
you  full  coverage  of  this 
rich  four-state  market. 
Ask  your  Petry  man  for  details 


E.  Newton  Wray.  Pres.  &  Gen.  Mgr. 


SPONSOR  ASKS 

[Cont'd  from  page  64) 

rate  policy  in  the  very  large  and  the 
very  small  population  centers.  But 
not  for  an  area  station  such  as  KMA 
(67  counties,  NCS  #2 1. 

We  like  the  small  retailer  and  he 
likes  the  job  we  do  for  him.  We  want 
to  remain  flexible  enough  to  serve 
him  effectively. 

There  is  ample  justification  for  a 
station  rate  differential.  But  there  is 
no  valid  and  ethical  reason  for  an 
elastic  yardstick  to  be  used  in  deter- 
mining who  qualifies  for  which  rate. 

So  we  have  two  rate  cards  and  one 
rate  policy  which  outlaws  bargaining. 
By  spelling  out  and  firming  up  the 
ground  rules  we  have  avoided  much 
confusion  and  accusations  of  chi- 
canery. 

Ceorge    Armstrong,    executive    vice 

pres.,  Storz  stations 
Perhaps  the  critics  of  radio  rate 
policies  are  laying  too  much  empha- 
sis on  the  "two-rate  system"  itself  as 
the  culprit  in  the  current  local-nation- 
al rate  struggle.  The  real  problem, 
rather    than    multi-rate    cards    is    the 


Real  problem 
is  way  in 
which  dual 
rate  is  sold 


manner  in  which  stations  sell  on 
them,  and  the  intent  of  the  station  in 
having  local  and  national  cards. 

While  the  one-rate  concept  is  ideal 
in  protecting  commissions  to  nation- 
al agencies  and  representatives,  it  is 
not  entirely  practical  for  all  stations. 
In  many  major  markets,  significant 
stations  with  two  cards  would  be 
hurt  immeasurably  by  an  abrupt 
change  to  one  rate.  Obviously,  such 
a  transition  would  be  in  the  direction 
of  raising  local  rates.  In  turn,  large 
and  abrupt  raises  might  well  force 
stations  into  a  competitive  disadvan- 
tage at  the  local  sales  level. 

There  is  no  question  but  that  ra- 
dio stations,  no  matter  what  the  ulti- 
mate solution  may  be,  must  immedi- 
ately take  steps  to  prevent  competi- 
tive advertisers  from  being  charged 
different  rates  for  like  services. 

This  is  the  area  where  criticism  of 
stations'  local  vs.  national  rate  poli- 


cies have  been  most  vocal,  and  cer- 
tainly most  justified.  Few  agency  or 
representative  spokesmen  are  unduly 
critical  of  a  truly  "retail"  rate  card, 
designed  for  local  consumption,  and 
administrated  as  such  by  the  station. 
Thus,  in  view  of  economic  and 
competitive  factors,  plus  the  real  need 
to  face  facts  on  rate  equity  for  ad- 
vertisers, the  best  immediate  solution 
to  the  problem  for  two-rate  stations  is 
the  establishment  of  stringent  qualifi- 
cation policies  for  local  or  retail  ad- 
vertisers. The  Storz  Broadcasting  Co. 
put  such  a  plan  into  effect  last  April. 
Many  other  stations  throughout  the 
country  have  followed  suit. 

In  essence,  such  a  plan  embodies 
the  definition  of  Product  advertising 
as  taking  the  national  rate,  while  Re- 
tail accounts  get  the  local  rate.  This 
definition  applies  whether  business 
originates  with  the  national  agency, 
through  the  representative,  or  wheth- 
er placed  by  distributors,  brokers, 
dealers,  or  factory  representatives. 

Accounts  that  get  the  local  rate 
must  advertise  as  retailers  to  quali- 
fy. This  means  that  copy  content 
must  be  confined  to  "store  hours," 
"parking  facilities,"  "easy  terms," 
"free  balloons  for  the  kiddies,"  etc. 
Whenever  the  intent  of  a  commercial 
or  the  effect  of  the  copy  approach 
becomes  essentially  "product"  then 
the  spot  must  be  paid  for  at  the  na- 
tional rate. 

This  system,  when  rigidly  en- 
forced accomplishes  two  important 
things.  First,  it  insures  the  national 
advertiser  and  his  agency  that  his 
competitors  are  not  getting  special 
rates  or  favored  treatment  because 
of  location,  or  aggressive  pursuit  of 
local  rates.  The  system  also  makes  it 
clear  to  every  category  of  account 
what  rate  he  may  expect,  and  the 
conditions  for  its  use. 

Ultimately,  the  key  to  success  with 
this  formula  lies  in  the  "Rate  In- 
tegrity" of  the  station,  Un-enforced, 
un-policed,  it  will  break  down.  But 
this  is  also  true  of  a  one-rate  system. 
Station  management  that  is  inclined 
to  "wheel-and-deal"  can  find  it  just 
as  easy  to  cheat  from  one  card  or  five 
cards.  Advertisers  whose  policy  it  is 
to  beat  the  rate  card  will  continue  to 
place  pressure  for  a  "deal"  regard- 
less of  the  station's  published  rates 
or  qualifications  policies.  Thus  the 
stations,  themselves,  are  the  answer. 
Honest  management  will  hold  the  line 
and  to  their  own  definitions.  ^ 
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11  in  a  Series  -  Radio  Renaissance  in  Dallas 


WREX-TV 

new,  wide  range 


HIGH  POWER 

229  KW  VIDEO    115  KW  AUDIO 

SPANS  A  BILLION  DOLLAR 
ROCKFORD  PRIMARY  MARKET 

COVERS  ALL  OF  14  COUNTIES  AND 
MARKET  PORTIONS  OF  14  OTHERS 

The  new,  wide-range  of  WREX-TV,  now 
increased  to  229,000  watts  video  effective 
power  (five  times  the  former  ratings),  ex 
tends  the  primary  limits  of  the  Rockford 
TV  market  to  encompass  $l.l-bilbon  poten- 
tial .  .  .  widens  the  "secondary"  range  of 
influence  to  include  a  total  $2.5-billion. 

ROCKFORD  MARKET 

WREX-TV's  new  power  spans  a  primary 
area  of  four  counties  and  market  portions 
of  11  others  .  .  $1,163,973,000  consumer 
spendable  income  —  555,462  people  —  and 
markets  that  record  total  retail  sales  of 
$762,124,000  annually. 


TOTAL  MARKET: 
Population 
Households 
Spendable  Income 
Retail  Sales 


1,343,651 

413,099 

$2,502,773,000 

$1,768,295,000 


WREX-TV  COVERAGE 

WREX-TV    spans   audience    interest 

comparative  rankings  of  top  programs,  ARB 

area  survey,  shows  33  of  top  37   programs 

Me  all  on  WREX-TV.  WREX-TV  leadership 

is   strong    throughout    the    telecasting    day 

Rockford  Metropolitan  Area — station  share 

of  sets-in-use  summary — for  4  weeks 

Source  ARB  Oct.  21  -  Nnv.  19  —  1058 


WREX-TV 

Station  B 

Mon.  —  Fri. 

Sign-on  to  Noon 

56.3* 

48  4 

Noon  to  6:00  PM 

70.3 

28.7 

6:00  PM  to  Midnight 

55.1 

43.8 

All  Week  —  Sign- 

On 

to  Sign-Off 

59.2 

40.7 

♦Shares  —  station  on  less  than  the  station  tele- 
casting the  most  quarter  hours  during  par- 
ticular period. 


a  wider  market/coverage 

range  in  the  Rockford 
BILLION  DOLLAR  market 


WREX-TV 

CHANNEL   1  3   ROCKFORD 

J.  M.  Boisch     Gen.  Mgr. 
ABC  -  CBS  AFFILIATION 
Represented  By 
H-R  TELEVISION,  INC 


SOFT  GOODS 

{Cont'd  from  page  27) 

for  soft  goods  producers — the  generic 
term  for  customer  persuasion  is  sales 
promotion.  And  sales  promotion 
budgets  minimize  advertising. 

Advertising,  fundamentally,  is  the 
projection  of  an  idea  from  one  place 
to  another  in  paid  commercial  media. 
This  is  the  definition  of  Jock  Elliott 
of  BBD0.  vice  president,  client  con- 
tact and  account  supervisor  on  the 
massive  Du  Pont  activity  there.  The 
paid  commercial  media  which  soft 
goods  companies  use  predominantly 
are  the  trade  papers — Women's  Wear 
Daily  and  Retailing  Daily.  But  even 
these — at  $1,000  for  a  black-and- 
white  page — are  beyond  the  dollar 
realm  of  most  companies. 

This  is  another  major  reason  why 
only  the  giants  or  the  highly  progres- 
sive middle-weights  are  throwing 
much  money  into  advertising.  But 
even  these  companies  spend  a  far 
lower  percentage  of  their  gross  sales 
than  their  opposite  numbers  in  pack- 
aged or  hard  goods.  Van  Heusen 
shirts  (Phillips-Jones  Corp.)  is  one 
of  these.  In  1942,  it  spent  some 
$43,000  on  advertising.  This  year  it 
will  invest  about  $21/t  million,  most 
of  which  will  be  directed  to  consum- 
ers. But  two  companies — Van  Heu- 
sen shirts  and  Arrow  shirts — indi- 
vidually are  spending  more  on  ad- 
vertising than  all  branded  clothing 
items  combined. 

Their  sales  have  grown;  total  shirt 
purchase  and  use  have  climbed.  Yet 
despite  their  successful  advance  ahead 
of  competition  (largely  due  to  broad- 
cast media),  competing  companies 
still  decline  to  follow  suit. 

They  continue  to  rely  on  store  pro- 
motions and  the  accompanying  hoop- 
la —  in-store  demonstration,  sales 
training  for  clerks,  counter  displays, 
product  displays,  item  tags,  tie-ins 
with  promotional  events,  window  dis- 
plavs.  fashion  shows,  field  men. 

The  professional  adman,  whether 
he  be  in  an  agency  or  at  the  client 
company,  knows  cooperation  with 
retail  stores  is  a  vital  link  and  one 
which  can  never  be  underestimated  or 
underplayed.  But  he  savs  such  local- 
level  promotion  can  be  made  more 
effective  by  national  and/or  consumer 
advertising  so  the  solicitation  takes 
place  before  the  customer  gets  to  the 
counter. 


Big  companies  spending  heavily  in 
television  say  the  best  solicitation 
comes  from  tv,  which  makes  the  pitch 
in  the  living  room  and  gets  an  after- 
effect reaction  at  the  sales  counter. 

Cigarettes,  soaps  and  drugs  need 
little  follow-up  merchandising  at  the 
local  level.  Many  are  impulse  items, 
they  represent  a  small  investment, 
they  call  for  a  high  turnover  rate  in 
actual  use,  they're  all  branded  and 
have  long  since  instilled  those  brands 
into  the  public  consciousness.  Who 
buys  a  tablecloth  by  brand  name? 
askes  the  soft  goods  skeptic  (yet 
Scranton  Lace  is  selling  its  brand 
with  radio  in  several  markets).  Five 
years  ago  the  same  skeptic  was  ask- 
ing "Who  buys  a  towel  by  brand 
name?"  Today,  he  knows  that  Can- 
non is  ahead  in  many  markets  be- 
cause customers  insist  on  its  brand — 
and  the  quality  and  integrity  it  sym- 
bolizes— and  if  he's  looked  closely  in- 
to the  whys  of  this  he's  learned  tele- 
vision in  a  saturation  campaign  mar- 
ket by  market  has  helped  do  the  job. 

The  key  to  successful  local-level 
promotion,  says  Victor  Seydel,  vice 
president  for  tv  and  radio  at  Ander- 
son &  Cairns  agency,  is  the  retail 
store.  "They  know  their  community, 
its  moods,  its  buying  habits.  They 
are  masters  of  selling  soft  goods  and 
anything  you  can  do  to  help  them 
helps  you  as  a  merchandiser  of  soft 
goods  products  or  components." 

Therefore,  problems  inherent  in  the 
retailing  operation  are  reflected  in  the 
conservatism  of  soft  goods. 

What  are  some  of  these  stumbling 
blocks  to  advertising?  The  one  credo 
of  any  retailer  is  his  insistence  on 
measuring  the  week's  sales  with  those 
of  the  same  week  last  year.  This  en- 
courages the  idea  of  working  for  the 
bird  in  hand  rather  than  the  two — or 
200— in  the  bush.  As  BBDO's  Jock 
Elliott  comments,  "If  your  success  is 
approached  in  this  way  you  can't  get 
very  statesmanlike!" 

Another  obstacle:  an  outside  com- 
pany gets  nowhere  without  depart- 
ment or  retail  store  cooperation  lo- 
cally. Yet  there  are  only  six  and  a 
half  months  when  a  retailer  will  work 
on  such  a  cooperative  campaign.  Oc- 
tober, November,  December,  March, 
April,  May  and  a  portion  of  June  are 
the  only  periods  in  which  he  is  not 
liquidating   inventory. 

One   of  the  biggest   blocks   to   na- 

( Please  turn  to  page  76) 
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Sells  To  Dallas 


Twenty-Four  Hours 


A  Day 


YOUR 

MONEY  BUYS 

WASHINGTON'S 

BIGGEST 

AUDIENCES 

ON  WRC-TV! 


WRC-TV  IS  WATCHED  EVERY  WEEK  IN  90%  OF  ALL  WASHINGTON 
HOMES MORE  HOMES  THAN  ANY  OTHER  STATION  ! 

NBC  LEADERSHIP  STATION  IN  WASHINGTON,  D.  C.  SOLD  BY  NBC  SPOT  SALES  S'SJiJKy.a 
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What's  happening  in  U.  S.  Government 
that  affects  sponsors,  agencies,  stations 


WASHINGTON  WEEK 


21   FEBRUARY   1959 

Copyright  1959 

SPONSOR 

PUBLICATIONS  INC. 


Advertisers  were  told  point-blank  that  if  they  want  to  use  the  airwaves  they  had 
better  practice  restraint  in  their  commercials. 

Doing  the  telling  was  no  less  a  person  than  FCC  chairman  Doerfer.  He  spoke  at  an 
Advertising  Federation  of  America  government  symposium,  in  which  FTC  chairman  Gwynne 
also  participated. 

Doerfer  said  the  NAB  broadcasting  codes  had  unprecedented  backing  from  the  govern- 
ment, and  indicated  it  behooved  all  stations  and  advertisers  to  live  up  to  the  dictates  of  the 
codes. 

He  acknowledged  that  only  two  stations  licenses  had  ever  been  cancelled,  but  the  clear 
implication  of  his  remarks  was  that  the  number  could  grow.  He  said  he  regretted  the  fact 
that  only  one  in  four  broadcasting  stations  adheres  to  the  code  formally,  but  added 
that  most  observe  its  spirit. 

At  one  stage,  the  FCC  chairman  described  the  Commission's  procedure  in  this  respect  as 
"regulation  by  lifted  eyebrow,"  meaning  that  expressions  of  disapproval  scare  stations.  But 
he  added  later  that  the  FCC  would  keep  its  files  for  use  at  license  renewal  time,  and  when  a  sta- 
tion operator  applies  for  new  facilities,  records  of  improper  practices. 

His  remarks  to  advertisers  directly  were  pointed,  to  the  effect  that  it  is  a  privilege  for 
them  to  be  allowed  to  use  the  nation's  airwaves  for  sales  of  their  client's  products.  He 
seemed  to  infer  that  it  is  a  privilege  which  can  be  withdrawn. 

The  Gwynne  presentation  was  much  less  disturbing.  He  seemed  to  wish  to  reassure  the 
advertisers  about  the  much-heralded  FTC-FCC  liaison. 


Odds  strengthen  that  fire-breathing  probes  of  the  FCC  and  channel  awards  will 
resume,  and  more  quickly  than  expected. 

First,  the  Schwartz  book  applies  the  feather  to  Rep.  Oren  Harris  (D.,  Ark.)  with  accusa- 
tions that  he  and  his  House  Commerce  Legislative  Oversight  subcommittee  have  whitewashed 
many  scandals  uncovered  by  Dr.  Bernard  Schwartz  before  he  was  fired  as  subcommittee 
counsel. 

Second,  the  Senate  Judiciary  Committee  gives  birth  to  a  subcommittee  under  Sen.  John 
Carroll  (D.,  Colo.)  empowered  to  go  over  much  of  the  same  ground  explored  by  the  House 
group  last  year. 

Carroll  immediately  issued  a  statement  to  the  effect  that  his  group  will  not  seek  for  in- 
stances of  individual  wrongdoing.  It  will,  he  says,  look  at  overall  administration  of  the  laws 
under  their  jurisdiction  by  the  regulatory  agencies.  But  this  was  the  story  of  the  Harris 
group  when  they  were  getting  started. 

Whatever  trail  the  Carroll  subcommittee  takes,  the  Harris  group  may  well  be  goaded  into 
action,  unwilling  to  be  beaten  to  the  punch,  or  even  to  risk  it. 


All  FCC  opposition  to  legalizing  and  licensing  vhf  boosters  seems  to  have  col- 
lapsed. 

Under  fire,  the  FCC  first  put  off  its  deadline  for  the  tv  boosters  to  get  off  the  air  or  ap- 
ply for  conversion  to  uhf  translator  operation.  Now  it  has  told  its  staff  to  write  up  rules 
and  regulations  for  licensing. 
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Marketing  tools,  trends,  news, 
in  syndication  and  commercials 


FILM-SCOPE 


21  FEBRUARY  1959  Stations  are  still  able  to  draw  unusually  big  ratings  with  feature   films  when 

copyright  1959  they  play  the  cream  of  new  feature  packages. 

sponsor  Thematic  promotions,  such  as  those  done  by  stations  with  MCA's  Paramount  features, 

publications  inc.  earned  many  dominant  shares  on  individual  evenings  even  in  hotly  contested  markets. 

However,  some  timebuyers  are  still  dubious  about  the  significance  of  these  spe- 
cial efforts  and  rating  week  promotions. 

The  first  of  the  production  companies  formed  explicitly  for  tape  is  Intercon- 
tinental Television,  which  will  use  tape  remote  units  in  seven  European  capitals. 

Head  of  the  new  firm  is  David  Lown,  ex-director  of  NBC  TeleSales.  Production,  although 
in  Europe,  will  be  specifically  for  American  broadcast  standards. 


Because  stations  keep  a  larger  share  of  syndication  than  network  revenues,  an 
increasing  number  are  willing  to  clear  time  for  syndication  even  when  it  means 
turning  down  network  programing. 

According  to  a  Ziv  study  for  Sea  Hunt,  network  programs  were  declined  and  this  show 
was  scheduled  in  83  of  its  130  cities. 

In  Columbus,  Ohio,  for  example,  when  WBNS-TV  cleared  time  for  the  show,  the  regu- 
larly scheduled  CBS  network  program  had  to  be  diverted  to  an  ABC  affiliate. 


The  importance  of  network  sales  to  the  syndicators  was  underlined  last  week 
by  CNP's  deal  with  NBC  TV  on  The  Lawless  Years. 

While  the  show  is  still  without  a  client  it  has  a  time  period  and  marks  the  first  network 
sale  ever  made  by  the  NBC  film  arm. 

There's  often  a  tendency  for  ARB  and  Telepulse  ratings  of  syndicated  shows 
to  average  out  fairly  closely  to  each  other,  despite  variations  that  crop  up  from  time 
to  time  in  individual  markets. 

In  a  CBS  Films  study  of  nine  programs,  for  example,  the  two  services  give  ratings  that 
average  in  most  cases  to  within  one  or  two  points  of  each  other. 

Here  are  straight  averages  and  markets  rated  in  November  1958  reports: 


ARB 

TELEPULSE 

TITLE 

RATING 

MARKETS 

RATING 

MARKETS 

Colonel  Flack 

13.2 

34 

15.2 

18 

Gray  Ghost 

16.4 

40 

21.8 

26 

Whirlybirds 

23.6 

67 

21.8 

39 

Amos  V  Andy* 

12.5 

40 

11.8 

27 

Annie  Oakley* 

16.3 

57 

14.9 

35 

Honeymooners* 

14.0 

31 

17.2 

17 

Mama* 

8.1 

29 

10.7 

16 

Our  Miss  Brooks* 

8.9 

40 

8.1 

27 

San  Francisco  Beat* 

14.0 

37 

15.6 

19 

*re-run;  market  count  based  on  116  ARB  reports  and  65  Telepulse  reports. 
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FILM-SCOPE  continued 


Increased  spending  by  national  advertisers   in    syndication    sponsorships   and 
spots  seems  to  have  exceeded  all  expectations  in  the  fourth  quarter  of   1958. 

According  to  one  estimate,  the  rise  over   1957  is  24%. 


COMMERCIALS 


Merger  talks  swept  the  commercials  production  field  last  week  as  producers 
hunted  outside  backing  and  facilities  to  go  into  tape  fully  and  effectively  on  a  multi- 
million  dollar  scale. 

Two  new  combinations  were  reportedly  finalized: 

•  Screen   Gems   affiliated   with  Elliot,   Unger   and   Elliot,   purchasing   all   the   latter's   tape 
equipment  and  making  EUE  in  effect  a  new  east  coast  production  branch  of  Screen  Gems. 

•  Buckeye  Corp.,  a  new  factor  in  tv,  purchased  Transfilm  as  part  of  new  holdings  which 
already  include  Flamingo  as  distributor  and  Pyramid  as  producer. 

Further,  Scranton  Lace — prior  to  its  SEC  difficulties — also  had  made  overtures  to  a  num- 
ber of  commercials  producers. 

Look  for  a  brand  new  aggressive  sales  policy  to  come  out  of  Elliot,  Unger  & 
Elliot. 

Under  Al  Mendelsohn,  who'll  become  EUE's  first  sales  manager  on  1  March,  there'll  be 
a  switch  away  from  present  policy  of  turning  down  a  certain  amount  of  volume  to  a  new 
outlook  of  going  after  business  forcefully. 

The  key  factors  in  the  change  appears  to  be  the  move  to  expand  filming  facilities 
and  the  decision  to  go  after  tape  business  in  strength. 

The  networks  will  likely  be  an  even  larger  factor  in  tape  commercials  in  1959 
than  they  were  last  year. 

Although  the  networks  started  out  servicing  their  own  clients,  there  now  appears  to  be 
a  big  push  to  bring  in  outside  commercials  business. 

While  ABC  will  accept  outside  orders,  CBS  is  expanding  the  activities  of  its  operations 
department  to  handle  outside  business  and  NBC  has  set  up  an  entire  TeleTape  center  in  New 
York  to  attract  new  commercials  clients. 

Commercials  producers  are  looking  for  upper  echelon  executives  who  are 
basically  creative  in  film  rather  than  being  administrators  only. 

Filmways,  for  example,  last  week  upped  Ben  Gradus  and  Howard  Magwood  to  v.p. 
status,  both  having  come  up  on  the  creative  rather  than  the  sales  side. 

\   I       ^ 
A  number  of  middle-sized  and  smaller  film   producers  in  the  East  are  trying 
to  overcome  obstacles  in  pooling  facilities  to  get  into  tape. 

A  cooperative  venture  might  result  that  would  either  provide  rental  arrangements  with 
existing  tape  production  space  or  set  up  new  studios  supported  by  users  according  to 
how  much  they  participate. 

With  the  move  toward  tape  adding  on  steam  month  by  month  there  are  still 
a  lot  of  unanswered  questions  about  tape's  imaginativeness  and  effectiveness  in 
commercials. 

Tape  producers  who  are  also  film  men  tend  to  feel  that  tape  won't  match  film's  crea- 
tivity, control  and  compression. 

But  broadcast  men  in  tape  are  trying  to  play  differences  with  the  blanket  argument  that 
tape  can  do  anything  film  can. 
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A  round-up  of  trade  talk, 
trends  and  tips  for  admen 


SPONSOR  HEARS 


21  FEBRUARY  1959  A  program  which  caused  some  eyebrow  lifting  among  Madison  Avenue  showmen 

copyright  1959  last  week  was  Derringer's  exploitation  of  the  "Jack  the  Ripper"  theme. 

sponsor  Cracked  one  adman:    "Next  they'll  be  digging  the  Krafft-Ebing  for  story  lines." 


Sudden  retirement  of  George  Abrams  as  ad  manager  of  Revlon  is  said  to  be  the 
prelude  to  a  really  top-level  penetration  by  the  board  of  directors. 

Martin  Revson  retired  last  year,  leaving  brother  Charles  behind  him. 


Nestle  hasn't  decided  as  yet  whether  it's  going  to  turn  several  new  products  to 
an  agency  outside  its  present  stable. 

It  listened  to  a  round  of  invited  pitches  some  weeks  ago. 


The  term  "institutional"  seems  to  be  losing  status  in  advertising  circles. 

A  Richmond,  Va.,  agency,  Cargill,  Wilson  &  Acree,  announced  last  week  that  it  had 
been  appointed  by  an  ethical  drugs  house,  A.  H.  Robbins,  to  "handle  a  corporate  image 

...„,, 

Look  for  the  resignation — as  soon  as  he's  found  another  job— of  a  highly  placed 
v.p.  in  the  CBS  empire. 

It's  largely  due  to  a  methods  and  personality  clash  with  other  CBS  v.p.'s,  climaxed 
by  his  taboo  of  a  Christmas  bonus. 

Advertising  history  has  many  instances  of  agencies  that  have  wooed  the  same  account 
for  years,  but  the  longest  siege  probably  can  be  credited  to  BBDO. 

Its  efforts  to  bring  the  Hershey  chocolate  interests  into  the  house  have  gone  on  for  at 
least  15  years. 

A  frequent  gambit:    "We've  just  completed  a  consumer  study  that  .  .  ." 


Madison  Avenue  remembers  one  of  tv's  current  school  of  whiplashing  critics 
as  creator  of  the  longest  10  minutes  in  the  medium. 

While  directing  a  comedy  show  some  years  back,  he  marked  off  many  allowances 
for  laughs  and  applause.  The  show  came  in  10  minutes  short,  with  the  star  comic  taking 
up  much  of  the  stage- wait — challenging  the  director  to  face  the  camera. 


An  event  that  escaped  trade  chronicling  when  Dorothy  Barstow  McCann  retired  from 
McCann-Erickson  last  month  was  the  simultaneous  retirement  of  Joe  Baudine  after 
about  20  years  of  service. 

Baudine  was  a  rarity  in  two  respects:  (1)  holding  down  a  staff  job  as  musical 
director  for  an  ad  agency,  and  (2)  association  with  a  programing  department  for  20 
consecutive  years. 
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They  own  145,749  Tractors  and 

Farm  Trucks  in  the  $23A  Billion  WSAApire 


Farming  is  a  major  factor  in  making  that  $2%  Billion  WSMpire 
America's  13th  radio  market.  145,749  tractors  and  farm  trucks  on 
202,464  farms  consume  $22,331,984  worth  of  gasoline  and  oil 
annually.  And  on  these  202,464  farms  869,500  farm  people  have  an 
annual  income  of  $817,092,000. 

If  you  have  anything  to  sell  farm  folks  (or  their  city  cousins)  better 
find  out  how  completely  WSM  covers  and  sells  one  of  the  great 
markets  of  America.  Bob  Cooper  or  any  Blair  man  will  be  happy 
to  give  you  the  complete  story. 


WSM  Radio 

Key  to  America's  13th  Radio  Market 

50.000  Watts 'Clear  Channel  •  Blair  Represented*  Bob  Cooper,  Gen.  Mgr. 
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SOFT  GOODS 

(Cont'd  from  page  68) 

tional  consumer  advertising  and  the 
implied  use  of  broadcast  media  is 
the  franchise  system.  Ted  Kaufman, 
vice  president  and  account  supervisor 
at  Grey  Advertising  (which  handles 
some  of  the  biggest-budgeted  soft 
good  accounts),  says  he  and  his 
agency  take  a  dim  view  of  the  fran- 
chise system.  As  practiced  now — al- 
though there  are  some  chinks  show- 
ing up  in  this  particular  retail  wall — 
many  brands  issue  an  exclusive  fran- 
chise for  their  line  in  a  market. 

If,  as  a  suit  manufacturer,  you  have 
only  two  outlets  in  a  market,  you 
have  no  need  for  mass-appeal  adver- 
tising. Advertising  would  fast  reach 
a  point  of  no  return  for  this  suit 
label  because  if  a  customer  asks  for  a 
particular  suit  and  the  store  doesn't 
stock  it  he'll  switch  to  another  brand 
name  fast. 

Kaufman's  point:  advertising 
forces  stores  to  accept  non-exclusivity 
and  then  builds  a  mass  market  which 
brings  more  sales  and  profits  to 
everyone  all  down  the  line.  Van 
Heusen  shirts,  through  what  Kaufman 
calls  "an  adroit  use  of  tv,"  opened 
every  major  retail  account  it  wanted 
because  there  was  sufficient  weight  of 
consumer  demand. 

Another  reason  advertising  is  too 
often  a  seldom-if-ever  land:  there's 
little  product  research  in  the  indus- 
try. Standard  equipment  is  a  sales 
presentation  and  sample  case  for  a 
field  man  stocked  with  facts,  semi- 
facts  and  sub-facts,  as  one  adman 
puts  it. 

A  final  problem  in  the  meshing  of 
manufacturer  and  retailer  goals  in 
advertising  is  the  approach  of  the  re- 
tailers themselves.  Long  steeped  in 
the  tangible,  tear-sheet  philosophy  of 
newspapers  as  well  as  in  the  tradi- 
tion of  specific  item  advertising  (six 
wash  cloths  for  $1),  they're  still  slow 
in  many  areas  to  comprehend  broad- 
cast media — either  local  or  national. 

The  biggest  stores  and  those  with 
imaginative  management  have  found 
their  own  tv  and  radio  formulas  and 
have  used  them  successfully.  The 
balance  is  evening  out  so  different 
media  serve  different  purposes  in  dif- 
ferent ways. 

But  department  store  ad  budgets 
are  limited.  This  puts  even  greater 
reliance  on  outside  companies — sup- 
plier    and     manufacturer     firms — to 


shoulder  the  promotional  effort  in  a 
market.  Of  the  2,712  department 
stores  in  the  country  about  50% 
(1,372)  gross  between  $500,000  and 
$2  million.  Only  493  take  in  more 
than  $5  million  annually. 

Yet  even  in  the  highest  profit  lines 
the  competition  for  store  attention, 
inventory  and  display  space  is  hot 
and  heavy.  Here's  why:  At  last 
count  (U.  S.  Census,  1954),  there 
were  31,372  manufacturers  of  apparel 
and  related  products.  Yet  behind  the 
manufacturers  operations  there  may 
be  four  more  companies  for  each  of 
those  31,000. 

Who  are  they?  They're  the  manu- 
facturers of  textiles  (8,070)  and  of 
chemical  products  (11.075).  They're 
the  converters,  the  finishers,  the  fiber 
producers,  the  spinners.  Synthetic 
fabrics,  for  example — and  these  are 
chemical  compounds  developed  by 
chemical  companies — have  a  six-link 
chain:  fiber-producer,  spinner,  mill, 
converter,  manufacturer,  retailer.  One 
element — and  probably  the  biggest — 
in  the  soft  goods  revolution  of  the 
past  10  years  is  the  development  of 
synthetics  (such  as  Du  Pont's  Orion, 
Union  Carbide's  Dynel),  which  are 
capturing  an  ever  gaining  market 
share  from  the  natural  fibers  (wool, 
cotton,  silk).  Synthetics,  alone,  are 
being  used  in  many  more  manufac- 
tured goods  (100%  Nylon  slips)  but 
another  new  market  is  coming  up 
even  faster.  This  is  the  area  of 
blends  (50%  Dacron,  50%  wool). 

Another  man-made  soft  goods  de- 
velopment involves  the  finishes.  Mili- 
um, developed  by  Deering  Milliken. 
is  a  patented  system  of  insulation 
I  with  fragments  of  aluminum  blend- 
ed with  linings).  Another  example 
is  Syl-Mer,  developed  by  Dow  Com- 
ing's silicones  unit.  This  is  applied 
to  greige  goods  (in  the  trade,  "gray" 
goods  which  are  woven  but  undyed 
and  unprinted)  as  a  protection 
against  spillage  and  rain. 

But  whatever  the  product  or  the 
label  or  the  service,  the  problem  is  re- 
duced to  motivating  action  on  at  least 
two  levels:  the  consumer  and  the  re- 
tailer. The  fabric  producer  must 
motivate  an  additional  level:  the 
manufacturer. 

Advertising  is  the  tool  which  can 
motivate  action  at  all  these  levels. 
And  tv,  because  of  its  mass  appeal  to 
the  retailer's  best  target,  women,  is 
being  used  as  the  sharpest  tool  bv 
the  sharpest  clients.  ^^ 
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It's  a  matter  of  taste.  But  the 
remains  that  residuals  are  the  eg 
the  beer  that  just  about  everyb 
wants!  That's  why  the  smart  mc 
bets  on  film— then  you're  ready 
reruns,  syndications.  Ready  for  j 
thing ! 

Actually,  film  does  three  thing; 
you  ...  3  big  important  things: 

1 .  Gives  you  the  high-polish  cj 
mercials  you've  come  to  ex 
.  .  .  fluff-free  .  .  .  sure. 

2.  Gives  you  coverage  with 
pre-test  opportunities. 

3.  Retains  residual  values. 
For  more  information  write: 

Motion  Picture  Film  Departmei 

EASTMAN  KODAK  COMP* 

Rochester  4,  N.Y. 

East  Coast  Division 

342  Madison  Ave. 
New  York  1  7,  N.Y. 

Midwest  Division 

1  30  East  Randolph  Drive 
Chicago  1 ,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 
Hollywood  38,  Calif. 


W.  J.  German,  Inc. 

Agents  for  the  sale  and  distribution  | 
Eastman  Professional  Motion  Picture  I 
Fort  Lee,  N.  J.;  Chicago,  III.; 
Hollywood,  Calif. 
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'ays  shoot  on  EASTMAN  FILM 
You'll  be  glad  you  did! 
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Top  10  shows  in   10  markets 
Period:   1-8  December,   1958 

National 
averaqe 

7-STATI0N 
MARKETS 

6-STA. 
MARKET 

5-STA. 
MARKET 

4-STATION    MARKETS 

TITLE,    SYNDICATOR,    SHOW   TYPE 

NY.         LA. 

S.    Fran. 

Seattle 

Chicago    Detroit       Milw.       Mnpls.       Phila.         Wash. 

Atlanta       Bait.       1 

Highway  Patrol 

ziv     (Adventure) 

20.7 

14.6     11.4 

wrca-tv        kttv 
7:00pm     7:30pm 

19.9 

kron-tv 

6  :30pm 

28.2 

komo-tv 
7:00pm 

15.2                 22.5      17.9     15.2      6.9 

wgn-tv                     wtmj-tv     kstp-tv     wrcv-tv     wtop-tv 
9:30pm                        9:30pm     9:30pm     10:30pm     7:00pm 

26.5 

waga-tv 

9:00pm                      \ 

Sea  Hunt 

ziv      (Adventure) 

20.0 

32.6     14.7 

wcbs-tv    krca-tv 
10:30pm   10:00pm 

23.2 

kron-tv 
7:00pm 

17.9 

king-tv 
10:00pm 

21.9     28.5     15.5      13.9     13.9     12.9 

wnbQ-tv    wjhk-tv    wisn-tv    wtcn-tv    wcau-lv    wmal-tv 
0:30pm     10:30pm    9:00pm     9:00pm     7:30pm     10:00pm 

13.4     16.3 

wsb-tv     wbal-tv    w 
10:30pm   10:30pm  1 

Death  Valley  Days 

u.s.  borax      (  Western) 

19.4 

10.4     14.2 

wrca-tv    krca-tv 
r  :00pm     7:00pm 

12.9 

ktvu-tv 
7:30pm 

23.5 

king-tv 
7 :00pm 

12.9     18.2      9.5       27.5     16.5     17.2 

wgn-tv      wwj-tv      wisn-tv     weco-tv      wrcv-tv      wrc-tv 
9:30|)in      7:00pm      0:30pm     9:30pm      7:fl0pm      7:00pm 

19.5     26.3 

wsb-tv       wjz-tv 
7:00pm      7:30pm    1 

Silent  Service 

cnp     (Adventure) 

18.2 

4.6      13.2 

wpix       krca-tv 
0:30pm     7:00pm 

13.5 

krnn-tv 
7:00pm 

22.5 

king-tv 
7:00pm 

14.2                                           15.5     20.5 

wnbq-tv                                                      wfil-tv     wmal-tv 
9:30pm                                                       6:30pm      7:00pm 

13.8 

wbal-tv 
10:30pm    ! 

Mike  Hammer 

mca     (Mystery) 

17.1 

17.1      13.4 

wrca-tv    krca-tv 
10:30pm   10:30pm 

16.7 

kron-tv 
10:30pm 

19.5 

king-tv 
9:30pm 

14.9                              11.7     17.9     14.2 

wgn-tv                                         wcco-tv      wcau-tv      wrc-tv 
9:30pm                                      10 :30pm    8:00pm    10:30pm 

5.4 

wlw-a                      v 
11:00pm 

Twenty-Six  Men 

abc     (Western) 

17.0 

10.7 

krca-tv 
7:00pm 

11.2 

ktvu-tv 
7:00pm 

15.9 

komo-  tv 
7:00pm 

16.2     17.9     14.5       5.5      17.9     18.9 

wgn-tv     wxyz-tv     wisn-tv    wtcn-tv    wrcv-tv    wmal-tv 
S  :00pm      7:00pm     9:00pm     3:00pm      7:00pm     6:30pm 

13.2 

wlw-a 
7:00pm 

Whirlybirds 

cbs     (Adventure) 

16.7 

3.0       10.9 

wpix       khj-tv 
&:00pm     7:30pm 

3.5 

ktnt-tv 
7:30pm 

9.5                 32.2      19.2                11.3 

wgn-tv                     wtmj-tv    kstp-tv                         wttg 
9:00pm                      9:30pm     9 :30pm                      7:00pm 

32.2     15.3 

wsb-tv       wjz-tv 
7:00pm      S  :00pm     j 

State  Trooper 

mca     (Adventure) 

16.4 

12.2      6.7 

wrca-tv     khj-tv 
10:30pm    S  :00pm 

10.9 

kgo-tv 
9:30pm 

6.5 

ktnt-tv 
S  :30pm 

15.5      4.9      28.0      18.5     16.9     12.9 

wgn-tv     cklw-tv     wtmj-tv    kstp-tv     wrcv-tv    wmal-tv 
9:30pm     10:00pm    9:30pm     9:30pm     7:00pm     9:30pm 

9.2      10.8 

waga-tv    wbal-tv   il 
7:30pm    10:30pm  ll 

MacKenzie's  Raiders 

ziv      (Western) 

15.5 

7.8       9.7 

wcbs-tv       kttv 
7:30pm    8:00pm 

15.9 

kpix-tv 
10:00pm 

20.2 

komo-tv 
6:30pm 

20.2     14.9      6.5       15.2     14.7     12.9 

wnbq-tv    wxyz-tv    wisn-tv    kstp-tv     wrcv-tv     wtop-tv 
9:30pm     7:00pm     9:30pm     9:30pm    10:30pm    7:30pm 

10.8    j 

wbal-tv    vl 
7:00pm     I 

Popeye 

uaa     (Comedy) 

14.9 

10.3     11.2 

wpix       ktla-tv 
6:00pm    6:00pm 

13.6 

kron-tv 
5:15pm 

4.8 

ktnt-tv 
5:45pm 

20.4     13.7      18.2     25.7     11.9 

cklw-tv     wisn-tv    wcco-tv     wfil-tv     wttg-tv 
6:00pm      4:15pm     5:30pm     6:00pm     6:30pm 

13.5     18.2 

wsb-tv       wjz-tv     I 
3:30pm     4:30pm     | 

Top  10  shows  in  4  to  9  markets 

Sheriff  of  Cochise 

nt  a     (Mystery) 

16.0 

6.4      14.2 

wnew-tv      kttv 
7:00pm    8:30pm 

6.2       6.2      18.5 

kmsp-tv     wcau-tv     wrc-tv 
8:00pm     1:00pm     7:00pm 

26.5 

wsb-tv 

7:00pm                     i 

Rescue  8 

screen  gems     (Adventure) 

15.7 

10.0 

krca-tv 
7:00pm 

14.2 

kron-tv 
6:30pm 

25.5 

king-tv 
7:30pm 

i 

Boots  and  Saddles 

cnp     (Western) 

15.6 

5.2      19.5 

cklw-tv    wtmj-tv 
10:00pm     8:00pm 

12.9 

waga-tv 
7:30pm 

Cray  Ghost 

cos     (Adventure) 

15.1 

3.7 

wpix 
6 :30pm 

8.5                                                   18.9 

wgn-tv                                                                         wrc-tv 
9:00pm                                                                        7:00pm 

12.8 

wjz-tv      J 
9 :30pm    1 

U.  S.  Marshall 

nta     (Western) 

14.8 

10.3     12.4 

wrca-tv       kttv 
10:30pm    7:00pm 

14.9 

kron-tv 
7:00pm 

6.9                              13.3 

wbkb-tv                                     kstp-tv 
9:00pm                                         10:45pm 

Jim  Bowie 

abc     (Western) 

14.1 

5.2 

wnew-tv 
7:00pm 

6.2      18.5     13.5 

kmsp-tv     wrcv-tv     wttg-tv 
8:30pm     7:00pm     7:00pm 

15.3 

wjz-tv 
5:00pm 

Citizen  Soldier 

flamingo    (Adventure) 

13.5 

10.7 

kttv 
7:30pm 

7.5 

kgo-tv 
10:00pm 

18.9 

king-tv 
8:00pm 

11.9                                                    17.4 

wnbq-tv                                                                            wtop-tv 
9:30pm                                                                             10:30pm 

i 

Little  Rascals 

interstate      (Comedy) 

13.3 

7.1       11.7 

wabc-tv     khj-tv 
6:00pm     7:00pm 

Honeymooners 

CBS      (Comedy) 

12.9 

6.2       13.4 

wpix         knxt 
8:30pm    6:00pm 

14.5 

kron-tv 
7:00pm 

12.9     18.9                              6.9 

wgn-tv      wwj-tv                                          wrcv-tv 
9:00pm     7:00pm                                       6:00pm 

Dr.  Hudson 

mca     (Drama) 

12.7 

5.7 

kttv 

0:30pm 

14.2 

kron-tv 
10:30pm 

3.5 

ktnt-tv 
S  :30pm 

17.2      5.0 

wwj-tv      witl-tv 
10:30pm     5:30pm 

Films  lifted  are  syndicated,  %  hr.,  V2  hr.  and  hr.  length,  telecast  in  four  or  more  markets.  The  average  rating  is  an  unweighted  average  of  individual  market  ratings  listed  above™ 
space  indicates  film  not  broadcast  in  this  market  1-8  Dec.  While  network  shows  are  fairly  stable  from  one  month  to  another  in  markets  in  which  they  are  shown,  this  is  true  ■ 
lesser  extent  with  syndicated  shows.    This  should  be  borne  in  mind  when  analyzing  rating  trends  from  one  month  to  another  in  this  chart.    If  blank,   show  was  not  rated  at  HIB 


ILM  SI- 

IOWS 

3-STATION     MARKETS 

2-STATION    MARKETS 

Cleve.    Columbus  New  Or.  St.  Louis 

Birm.       Buffalo    Dayton        Prov 

2     14.5     20.5     26.5     22.9 

v     wjw-tv     wbns-tv    wrtsli  Iv     ksd  tv 
m    S  :00pm      8:30pm  10:1.1pm    3:30pm 

39.3     21.5                19.3 

wbrc-tv    wgr-tv                   u  far  tv 
0:30pm    10:30pm                  10:30pm 

>                29.9    32.0     15.2 

v                  wbns-tv    wdsu-tv    ktvl-tv 
'"                      7:30pm    9:30pm    0:30pm 

32.3     17.2  21.3     20.3 

wbrc-tv    wer-tv    wlw-d     wprn  i\ 

0:30pm     3:30pm  10:30pm    10 :30pm 

I     16.0    26.2                28.5 

v     kvu  tv     wbns-tv                 kraox  tv 
n    I0:30pm    0:30pm                   9:80pm 

24.2  26.8     25.8 

when-lv    wlw-d      uiar  tv 
7:00pm    7:00Tim     7:00pm 

24.2                10.5 

wjw-tv                    wdsu-tv 
10:30pm                    3:00pm 

30.8     30.0              20.3 

wbre-tv  wben-tv                 wjar-tv 
7:00pm    10:30pm                    7:00pm 

I                14.2    21.7     18.7 

v                     wtvn-tv    wwl-tv      kwl-tv 
)                     10:00pm    0:30pm    10:15pm 

20.3     14.2   32.3 

wapl-tv     wcr-tv    whlo-tv 
0:30pm    10:30pml0:30pm 

!     15.5     11.9    21.0 

wews          wlw-c    wdsu  -  tv 
l    0:00pm     10:30pm  |0:45pm 

30.5     21.2  26.3     19.8 

wbrr-tv     wEr-tv    wlw-d      w,lar-tv 
0:30pm    10:30pm  7:00pm     7:00pm 

18.9    22.5     17.4 

r                     wtvn-tv    wdsu-tv     ksd-tv 
n                     7:00pm  10:00pm   10:00pm 

26.3     19.5                17.8 

wbrc-tv  wben-tv                  wpro-tv 
10:00pm    7:30pm                  7:00pm 

!     12.2     19.9    24.2     21.5 

r     kyw-tv      wtvn-tv    wdsu-tv     ksd-tv 
i     0:30pm      7:00pm  10:00pm    0:30pm 

29.3     24.5   23.3 

wbrc-tv   wben-tv   whio-tv 
S  :00pm     7:00pm    7:00pm 

:    13.9     15.5    16.2     13.2 

r     wjw-tv     wbns-tv    wwl-tv      ktvl-tv 
i     7:30pm     7:30pm  10:00pm    9:00pm 

31.8     22.5  22.3 

wbre-tv  wben-tv    wlw-d 
S  :30pm     7:00pm    7:00pm 

16.3                14.6     17.5 

kyw-tv                    wwl-tv   kmox-tv 
5:00pm                     5:30pm     4:00pm 

13.6     18.9               11.2 

wani-tv  wben-tv                    wpro-tv 
4:00pm     S  :30am                    9:00am 

29.7      16.2 

wwl-tv     ktvl-tv 
9:30pm    9:30pm 

17.5     14.2 

wwl-tv     ksd-tv 

0.30pm     9:30pm 

18.2   11.8 

wgr-tv    wlw-d 
7:00pm   6:00pm 

13.9     17.9 

'     wjw-tv     wbns-tv 
i     5:00pm    10:30pm 

25.0     14.7 

wbrc-tv     WEr-tv 
0:00pm    10:30prn 

13.9 

wbns-tv 
6:30pm 

24.8 

whlo-tv 
7:00pm 

14.5    18.5     17.5 

wtvn-tv    wdsu-tv     ksd-tv 
10 :30pm  10:00pm  10:00pm 

25.3 

wbrc-tv 

10:00pm 

19.9 

wdsu-tv 
10:00pm 

19.C 

wbre-tv 
10:30pm 

14.2 

wwl-tv 
10:00pm 

13.7 

wews 
7:00pm 

20.7 

whio-tv 
0:00pm 

17.8 

wpro-tv 
7:00pm 

29.8 

u  hir>  tv 
7:00pm 

*    or  was    in  oilier   than   lop    10.     Classi 
■  't  Is   Pulse's   own.     Pulse   determines 
™  are  actually  received  by  homes  in  the 
■>  en  though  sUtloo  itseV  may  be  ouUI 

leal  ion  as  to  number  of  stations  in 
number  by  measuring  which  sta- 
raetropolitan  area  of  a  given  mar- 

de  metropolitan  area  of  the  market. 

WSBT-TV 


...SOUTH  BEND, INDIANA'! 
DOMINANT  STATIOI 


JOE  BOLAND . . .  America's  Voice  of  Sports 

Every  dyed-in-the-wool  sports  fan  in  America  knows  WSBT-TV's 
Sports  Director,  Joe  Boland.  You've  heard  him  announce  the  CBS-TV 
Bowl  and  Pro  games— the  Notre  Dame  games  on  ABC  Radio— and  the 
Colt-Giant  Championship  game  on  NBC  Radio.  He  was  named  "Sports- 
caster  of  the  Year"  for  '57  by  the  famous  Rockne  Club. 

Joe's  popular  weekday  show  on  WSBT-TV,  "Boland  With  Sports," 
(5:45-6:00  P.M.)  is  one  of  the  highest-rated  sports  shows  in  television. 

Joe's  program  is  typical  of  the  many  popular  local  shows  on 
WSBT-TV,  with  high  ratings  and  "selling"  personalities. 

WSBT-TV  dominates  the  prosperous  South  Bend  market.  The  latest 
A.R.B.  shows  this  station  carrying  9  of  the  10  top  rated  programs, 
18  of  the  top  25;  33  of  the  top  50!  Total  Effective  Buying  Income  in  the 
station's  14-county  coverage  area  is  $1,594,029,000! 

See  your  Raymer  man  or  write  WSBT-TV  about  availabilities  of 
participations  or  the  entire  show.  There  are  also  availabilities  on  Joe's 
popular  daily  radio  sportscast  (6:00-6:15  P.M.). 

mmmiaii  irnimi   m iiiiiii    ^^ 

WSBT-TV® 


SOUTH    BEND,    INDIANA       •       CHANNEL    22 


ASK    PAUL    H.     RAYMER    COMPANY 


NATIONAL    REPRESENTATIV 
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wires  Hugh  L.  Kibbey,  National  Sales  Manager 

WFBM-TV 

INDIANAPOLIS 

Yankee  Doodle  Dandy  blitzed  the 
opposition  in  Indianapolis.  Hugh 
L.  Kibbey,  WFBM-TV  National 
Sales  Manager,  didn't  wait  to 
write.  Here's  what  he  wired  about 
the  James  Cagney  song-and- 
dance  smash: 

"Yankee  Doodle  Dandy  special 
showing  on  Xmasday  huge  success. 
Much  much  favorable  reaction  and 
already  we  have  potential  bank- 
roller  for  repeat  showing  July  4." 

The  ratings  show  that  "Dandy" 
glues  'em  to  the  set.  WFBM-TV 
ran  it  from  5  p.m.  to  7  p.m.  Dec. 
25  and  pulled  down  a  big  18.0 
against  6.4,  3.4  and  2.9  for  com- 
petition! Almost  triple  the  next 
highest  rating. 

Like  WFBM-TV,  smart  pro- 
grammers all  over  the  country  are 
going  to  town  with  Yankee  Doodle 
Dandy.  Don't  let  this  money  maker 
get  away!  Only  two  showings  avail- 
able up  to  July  5th.  Program  it  now! 

ua.a 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  7-8953 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-6886 
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Tv  arid  radio 
NEWSMAKERS 


Bob  McNamara  has  been  appointed  to  the 
newly  created  post  of  national  sales  co- 
ordinator for  RKO  Teleradio  Pictures,  Inc. 
His  functions  will  consist  mainly  of  coordi- 
nating the  national  sales  effort  of  RKO 
I  eleradio's  o&o  stations.  McNamara, 
^  %„    -JHM  graduate  of  Cornell,  began  his  sales  career 

^L    Jt.l  u''''  Phelps  Dodge  Copper  Products  Corp. 

^^^™  After   a    four-year   tour    in   the   Navy,   he 

joined  Peters,  Griffin,  Woodward  as  an  account  executive.     Most  re- 
cently McNamara  was  director  of  client  services  at  H-R  Reps,  Inc. 

Henry  C.  Plitt  has  been  elected  president 
of  ABC  Films.  Inc.,  an  AB-PT  subsidiary. 
He  was,  for  the  past  four  years,  president 
of  Paramount  Gulf  Theatres,  also  an  AB- 
PT  subsidiary.  Plitt  joined  United  Para- 
mount Theatres  (which  merged  with  ABC 
in  1953),  in  1946  as  district  manager  of 
Ohio,  W.  Va.,  and  Ky.  In  1949,  he  was 
moved  to  New  Orleans  and  promoted  to 
division  manager  of  Paramount-Richards  ( now  Paramount-Gulf) 
Theatres;   two  years  later,  to  v. p..  and  in  Dec.   1955,  to  president. 

H.  Grant  Atkinson  has  joined  the  staff  of 
the  MacFarland,  Aveyard  &  Co.,  Chicago 
advertising  agency,  as  v. p.  and  director  of 
radio/tv.  Other  additions  to  the  staff  in- 
clude Dick  Wolfe  as  radio/tv  copywriter, 
and  Gordon  Hendry,  media  director.  Atkin- 
son was  associated  with  Compton  in  Chic- 
ago as  radio/tv  director  and  also  held  a 
similar  position  with  the  Chicago  office  of 
He  brings  to  his  new  position  a  background 
which  includes  free  lance  writing  and  director-producer  of  radio/tv. 

Frederick  S.  Fischer  joins  Product  Serv- 
ices, Inc.  as  v.p.  and  general  manager.  He 
will  run  the  agency  as  the  number  two  man 
to  president  Les  L.  Persky,  overseeing  all 
activities  including  client  and  media  rela- 
tions. Fischer  formerly  spent  seven  years 
with  CBS  as  credit  manager,  assistant  to 
the  treasurer,  and  a  systems  consultant  un- 
der the  financial  v.p.  Prior  to  this,  Fischer 
was  a  credit  management  executive  at  Macy's  for  two  years,  and  three 
)ears  previous,  assistant  credit   manager  at  Bonwit  Teller,   in   N.Y.i 
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Bus  is  a  picture 
n  Hawaii, 
she  didn't  know 
yhen  she  enterec 
niddenly,  the  a 
3ayer  Aspirin  i 
ooked  like  a  eoc 


03    S 


Niai^c 


as  a 


faertised  » 


There  are  12  displays  like  (his  in  STKW  \I!IS  PHAR- 
MACIES, biggest  retail  drug  chain  in  the  Islands. 

Kin  Hollinger  arranged  these  displays.    He  runs  kl'OV. 

Dai  Cheek  prepared  them.  He  took  12  cases  <>f  Bayer 
Aspirin  from  Stewart's  warehouse.  He  dumped  them  into 
the  displa)  hins.  lie  sold  Stewart's  12  more  cases  to  put 
hack  on  the  warehouse  shelves. 

Dal  ("heck  i-  the  Bayer   Vspirin  salesman.    He  i~  pie 
with  KPOA. 

Fin  Hollinger  is  pleased. 

I  le  wants  ^  01    to  he  pleased. 

If  selling  more  produi  t-  in  Hawaii  w  ill  please  \  on.  contacl 
I'  in  I  tollinger! ! ! 


SPONSOR 


Spot  growth! 

Three  years  ago  John  Blair  &  Co.,  station  representatives, 
occupied  approximately  8,000  sq.  feet  in  the  Chrysler  Annex. 
When  they  moved  to  415  Madison  Ave.  they  expanded  to  more 
than  11,000  sq.  feet.  About  1  June,  Blair  moves  again — this 
time  renting  22,000  sq.  feet  in  the  new  Corning  Glass  building 
at  717  Fifth  Ave. 

In  addition  Blair  is  opening  this  month  a  new  office  at 
Penn  Center,  Philadelphia,  its  11th  sales  office. 

Blair  is  not  alone  in  this  mushrooming  process.  It's  fairly 
typical  of  what's  happening  to  many  others  in  the  national 
representative  business.  For  example,  recently  H-R  made  its 
fifth  move  in  nine  years,  expanding  from  600  sq.  feet  to 
more  than  10,000.  Yes,  national  spot  is  on  the  move,  and 
national  spot  sales  organizations  reflect  this  growth. 

Selling  optimism 

A  letter  from  F.  C.  Sowell,  president  of  the  Tennessee  Asso- 
ciation of  Broadcasters  in  our  49th  &  Madison  column  on 
page  12  tells  of  the  launching  of  TAB's  third  "Let's  Sell 
Optimism"  campaign. 

As  Mr.  Sowell  points  out,  the  idea  for  these  "optimism" 
campaigns  began  with  sponsor  back  in  1949.  Last  year, 
when  the  recession  slowed  the  American  economy,  sponsor 
again  proposed  a  vigorous,  drive  to  promote  a  healthier,  more 
optimistic  business  climate. 

We  are  pleased  and  proud  that  again  this  year  the  Tennes- 
see broadcasters  have  adopted  the  "Let's  sell  optimism" 
device. 

Even  though  business  generally  has  greatly  improved  over 
1958  levels,  there  is  alwavs  a  need  for  strong,  concerted  in- 
dustry campaigns  directed  toward  "killing  off  a  depression 
before  it  can  happen."  We  congratulate  the  members  of  TAB 
on  their  constructive,  forward-looking  program. 


THIS  WE  FIGHT  FOR:  Greater  awareness  on 
the  part  of  advertisers,  agencies,  radio  and  tv 
stations  and  networks  of  the  continuing  need 
for  selling  the  industry  and  its  accomplish- 
ments   to    members    of    the    general    public. 


lO-SECOND  SPOTS 

Auf  wiedersehen:  In  Nuremberg. 
Germany,  a  woman  killed  her  husband 
with  an  axe  because  he  wanted  to 
take  away  the  television  set  he  had 
given  her.  Now  there's  a  medium 
with  impact! 

Horizontal  hour:  Jim  Lange  of 
KGO,  San  Francisco,  reports  the  psy- 
chiatrist who  greeted  his  lovelv 
patient  with  a  shower  of  kisses.  "Well, 
that  takes  care  of  my  problem,"  the 
psychiatrist  said.    "What's  yours?" 

Hoop,  anyone?  Bob  Hutton,  person- 
ality at  CKNW.  British  Columbia, 
raised  a  storm  of  response  when  he 
mentioned  that  in  1958,  33  million 
hula  hoops  were  sold  on  the  North 
American  continent,  asked  what  could 
be  done  with  all  this  old  plastic 
tubing  now  the  fad  is  over.  Some  sug- 
gested uses: 

(1)  Dog  collars  for  Chihuahuas  with 
inferiority  complexes. 

(2)  Rings  for  the  Iron  Curtain. 

(3)  Earrings  for  elephants. 

(4)  Curtain  rods  for  lighthouses. 

Enterprising:  During  a  recent  Chi- 
cago snowstorm,  Howdee  Myers, 
of  Venard,  Rintoul  &  McConnell. 
stamped  out  in  the  snow  in  front  of 
the  Prudential  Building.  "Buy  WERE, 
WGST,  WILY." 

Logic:  Asked  how  he  had  managed 
to  remain  single,  an  eligible  bachelor 
replied,  "Every  time  I  look  at  tv  com- 
mercials, I  know  at  least  18  million 
women  are  overweight,  anemic,  have 
stringy  hair,  large  pores  and  rough 
hands."— Charles  V.  Mathis. 

Science:  Head  from  N.  Y.  Times— 
PENGUINS  'HATCH' 
RADIO  RECORDING 

Transmitter  is  put  into  an 
Emptied  Egg  and  it  Tells 
Sitting  Temperatures 
How  about  audience  composition? 

Merchandising:  Sign  on  a  tv  set  in 
a  West  Coast  used  furniture  store- 
"FOR  SALE,  HAD  ONLY  ONE 
OWNER— A  LITTLE  OLD  LADY 
WITH  WEAK  EYES."  —  Lambert 
Meyer. 

Hazardous:  Tv  cowboys  do  so  get 
hurt.  lim  (Gunsmoke)  Arness  burned 
his  eyeballs  with  a  sunlamp. — Phil 
Stone,  CHUM,  Toronto. 
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CBS 

Gunsmoke 

Have  Gun  Will  Travel 
Playhouse  90 
Jack  Benny 
Ed  Sullivan 
Alfred  Hitchcock 
G.E.  Theatre 
Phil  Silvers 
Person  to  Person 
Perry  Mason 


Oh  Susanna 
Jackie  Gleason 
Name  that  Tune 
December  Bride 
The  Millionaire 
I've  Got  A  Secret 
Danny  Thomas 
Red  Skelton 
To  Tell  the  Truth 
Douglas  Edwards 
What's  My  Line 
Keep  Talking 


Lassie 

Bachelor  Father 
20th  Century 
Hit  Parade 
Trackdown 
Zane  Grey 
Lux  Playhouse 
Wanted  Dead  or  Alive 
Robin  Hood 
Mighty  Mouse 
Garry  Moore 
Captain  Kangaroo 
For  Love  or  Money 


Play  Your  Hunch 
Arthur  Godfrey 
Top  Dollar 
Love  of  Life 
World  Turns 
Jimmy  Dean 
House  Party 
Big  Payoff 
Verdict  is  Yours 
Edge  of  Night 
Secret  Storm 
CBS  Hockey 
Pursuit 


ABC 

Cheyenne 
Sugarfoot 
Zorro 

Walt  Disney 
Lawrence  Welk 
RinTinTin 
American  Bandstand 
Mickey  Mouse  Club 
Wed.  Night  Fights 
Voice  of  Firestone 


Pat  Boone 
The  Lawman  I 
Patti  Page 
All-Star  Golf  I 

ntaI 

This  Is  Alice  I 

Man  Without  i 

How  to  Marr  I 

Millionaire  I 


as  for  coverage,  NCS  #3  confirms  Channel  9  domination  in  the  rich  Upper  Ohio  Valley. 


A  Member  of  the  Friendly  Group  Stations 

KOOE-TV.  WBOY-TV,  WSTV-TV 

62  Vanderbilt  Ave.,  N.Y.    •     211   Smithfield  St.,  Pittsburgh 

Represented  by  Avery-Knodel,  Inc. 


$  a 


WSTV-T 
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THE   WEEKLY    MAGAZINE  TV/RADIO   ADVERTISERS   USE 


THE  HOUSE 
THAT  LEO 
BUILT  i 

Behind -the -scene  look 
at  the  Burnett  agenc] 
and  how  it  operates. 
Part  I,  the  man  himself 

Page  31 

Soft  goods:  dark 
horse  entry  in 
radio/tv  media 

Page  35 


USinGSS    .  .  .  via  SPOT  TV'veo 

Id  more  national  advertisers  are  capitalizing  on  the  fact  that  all  weather 

iThe  weathercaster  on  a  local  station  is  the  only  man  with  weather  information 

■diate  interest  to  local  viewers.  No  wonder  he's  such  a  successful  salesman 

i'thing  from  soup  to  swimming  pools  .  .  .  and  is  one  of  the  reasons  why 

n  national  advertisers  have  made  Spot  TV  their  BASIC  advertising  medium. 


Why  small  cars 
are  aiming 
pitch  to  women 

Page   38 


.  Albuquerque 
Atlanta 

. .  Bakersfield 
. . . .  Baltimore 

Chicago 

Dallas 

Flint-Bay  City 
. . .  Fort  Wayne 


KPRC-TV    Houston 

WHTN-TV  .Huntington-Charleston 

KARK-TV Little  Rock 

KCOP Los  Angeles 

WPST-TV   Miami 

WISN-TV   Milwaukee 

KSTP-TV  .  .   Minneaoolis-St.  Paul 


WSM-TV Nashville 

WTAR-TV Norfolk 

KWTV Oklahoma  City 

KMTV  Omaha 

WTVH   Peoria 

WJAR-TV  Providence 

WTVD    Raleigh-Durham 


KCRA-TV Sacramento 

WOAI-TV  San  Antonio 

KFMB-TV San  Diego 

KTBS-TV  Shreveport 

WNDU-TV  . . .  South  Bend-Elkhart 

KREM-TV  Spokane 

KOTV Tulsa 

KARD-TV Wichita 


Industry  first — 
the  single  rate 
committee 


i 


Television  Division 
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Edward  Petry  &  Co.,  Inc. 


ON  PAG 


The  Original  Station  Representative 


WTVJ  IS  AGAIN  PROVED 

THE  DOMINANT  TV 
STATION  IN  FABULOUS 
SOUTH  FLORIDA 


51.6%  SHARE  OF 

AUDIENCE  IN  MIAMI'S 

3 -STATION  MARKET 

Sign -On  to  Sign -Off,  NSI  December  1958 

We  are  proud  of  the  fact  that  more  adver- 
tisers are  selling  their  products  over  WTVJ 
than  at  any  time  in  our  ten  year  history — 
that  these  advertisers  want  to  buy  the  only 
station  delivering  unduplicated  network  pro- 
gramming to  the  entire  South  Florida  audience. 

Booming  South  Florida  .  .  .  with  1,500,000 
persons  spending  over  $2,000,000,000  in  retail 
sales ...  is  a  must-buy  market  on  most  adver- 
tising schedules.  MIAMI'S  TV  STATIONS 
COVER  IT  BEST!  By  any  yardstick- 
cost- per -thousand,  homes  reached,  depth  of 
penetration  —  for  action  at  the  point  of  sale, 
consider  TELEVISION  FIRST.  In  South 
Florida,  TV  is  the  dominant  medium  and 
WTVJ  is  the  dominant  station. 


Fort   Myers  | 


f.  Palm 
>  Beach 

PALM   BEACH 


BROWARD 
Fort 
COLLIER  Lauderdale 


. -j  MIAMI 


7 


Key    West  ,    ..-    % 


WTVJ 

SOUTH    FLORIDA 
CHANNEL  4 


Represented  Nationally  by:    Peters,  Griffin,  Woodward,  Inc. 


Because 
Local 
Sponsors 
Buy  With  That 
"Critical  Buck/7 
i    They  Buy 
1  The  Station 
That  Gets 
"Next  Day" 
Results... 


You've  Got  A  Live  One 
When  You  Buy 

KRNT 

TOTAL  RADIO 

in  Des  Moines,  Iowa    - 


In  DES  MOINES, 

that  result-getting  station  is  .  .  . 
and  has  always  been  .  . 
KRNT  RADIO,  that  "know-how, 
go-now"  station  that  keeps  pace 
with  all  that's  going  on  in 
Des  Moines,  Iowa's  lively  center  of 
business  activity.  Because  KRNT 
has  news  on  the  hour,  total 
sports,  the  best  of  music, 
dramatic  shows,  complete  weather 
and  complete  service,  local 
sponsors  spend  nearly  as  much 
on  KRNT  RADIO  as  on  the 
other  5  Des  Moines 

Stations  Combined!   Better  See  Katz  Soon 

SOURCE:  LATEST  AVAILABLE  F.  C.  C.  FIGURES 

KRNT  RADIO-CBS 

A  Cowles  Station 
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DIGEST  OF  ARTICLES 

The  house  that  Leo  built 

31     Sponsor  presents  a  two-part  profile  of  the  first  Chicago  agency  to  top 
million  in  annual  billings.    Part  I — The  man  himself,  Leo  Burnett 


Soft  goods:  dark  horse  ad  entry 

35    $20   billion   industry   being   developed   by   progressive   admen,   broadcast 
media,  as  new  money  leads  to  new  tv/radio  sales  patterns.    Part  Two 

Why  small  cars  will  need  radio/tv 

38    Renault    (West  Coast)    is  putting  major  part  of  its  ad  budget  into  air 
media.    Stress  both  luxury  and  economy  appeal  to  families  and  women 

How  singular  is  the  single-rate  station? 

40    A  group  of  agency  media  executives  join  forces  informally  to  compile 
a   list    of   one-rate    stations,   serve    as   unofficial    watchdog    for   violators 

Advertisers  "take  five"  in  spot  radio 

42    New  England's  Carling  Beer  is  latest   to  join  long  line   of   five-minute 
program  sponsors.  Increased  sales  reflects  impact  value  of  this  approach 

Can  radio  spot  meet  a  $500  million  challenge? 

44  sponsor    summarizes    its    $500    Million    Plan    for    national    radio    spot, 
points  out  that  1963  goal  can   be  met   only  if  industry  unites  in  drive 

Parti-day  in  a  dip,  but  sales  level  remains  high 

45  Shipments  for  first  half  of  February  down  to  1,380  cases  compared  with 
1,865  in  second  half  of  January.    Semi-monthly   average   continues  rise 

sponsor  asks:     How  can  modern  music  be  used  most 
effectively  in  commercials? 

46  With  more  advertisers  using  "effect"   for  attention   and   emphasis,   four 
agency  men  tell  how  modern  music  can  be  best  applied  to  commercials 


FEATURES 

8   Commercial  Commentary 
72   Film-Scope 
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TV  Farm  Homes 

¥  H* 
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**U.  S.  Census  of  Agriculture,  1954 
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WOC-TV  Davenport,  Iowa  is  part  of  Central  Broadcasting  Company  which 
also   owns   and   operates   WHO-TV   and    WHO-Radio   —   Des   Moines. 
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IUST  THINK! 


SERVE   an 

Estimated     8,000,000   EXTRA 

sight    seeing,    fun    loving,    radio     listening 
people  during: 


DON'T  TAKE  LESS  .  .  . 

Advertise 
with 

KGON 

1520  KC 
for 

KING  SIZED 
RESULTS 


NEWSMAKER 
of  the  week 


The  naming  of  F.  Kenneth  Beirn  as  v. p.  in  charge  of  adver- 
tising at  Revlon,  Inc.,  puts  the  48-year-old  adman  hack  in  the 
client  side  of  the  business  after  nearly  23  years  in  the  agency 
field.  He  replaces  Charles  Abrams,  ivho  will  take  over  the 
presidency   of    Warner   Lambert' 's    home   products   division. 

The  newsmaker:  F.  Kenneth  Beirn  was  advertising  man- 
ager of  RCA,  Camden,  when  he  was  only  26,  a  reflection  of  the  drive, 
energy  and  flashing  intelligence  he  lias  displayed  during  his  entire 
ad  career.  Between  the  time  he  left  RCA  and  his  appointment  to  one 
of  the  trickiest  advertising  posts  in  the  husiness,  he  remained  in  the 
agent)  husiness,  racking  up  a  record  probably  no  other  adman  has 
equaled:  being  president  of  three  major  agencies.  The  three  were 
Biow-Biern-Toigo,  Ruthrauff  &  Ryan  and  C.  J.  LaRoche.  Besides  this 
trio,  he  also  worked  at  Pedlar  &  Ryan  and  Dancer-Fitzgerald-Sample, 
where  he  gathered  considerable  experience  in  the  cosmetics  field  via 
handling  such  P&G  products  as  Camay  and  Shasta. 

He  was  tapped  for  his  new  job  by  Revlon's  Charles  Revson  by 
virtue  of  his  work  on  14  Revlon  products.  In  taking  over  the  adver- 
tising destinies  of  the  entire  Revlon  line,  Beirn  has  a  key  voice  in 
the  spending  of  around  $10  million  in  tv,  representing  roughly  80% 
of  the  cosmetic  firm's  ad  budget. 

Beirn  moves  into  Revlon  at  the  height  of  an  expansion  and  diversi- 
fication binge.  The  coming  announcement  of  company  sales  in  1958 
will  probably  report  a  figure  of  more  than  $100  million — the  second 
cosmetic  firm  to  do  so.  (Avon  was  the  first.)  During  the  first  six 
months  of  1958  sales  were  running  about  11%  over  the  previous 
year.  In  the  past  two  years  Revlon  has  introduced  a  hatful  of  new 
products,  including  its  first  men's  toiletry  brand,  set  up  a  drug  sub- 
sidiary, bought  Knomark  (Esquire  boot  polish)  and  purchased  a 
controlling  block  of  Schick  stock.  The  burden  of  pulling  in  a  profit 
for  this  huge  enterprise  is  currently  resting  on  more  than  $9  million 
worth  of  web  tv — The  Garry  Moore  Show  and  Person  to  Person. 

Besides  handling  the  authoritarian  Revson,  whose  perfectionism  is 
a  legend  in  the  business,  Beirn  will  be  wrestling  with  a  host  of  adver- 
tising and  marketing  decisions.  One  of  them:  Can  Revlon  expand  its 
distribution  in  grocery  chains  without  losing  the  quality  image  its 
brands  possess? 

Beirn  is  a  Yale  graduate,  is  married  to  one  of  Rosalind  Russell's 
sisters  and  has  homes  in  Southport.  Conn,  and  New  York.  He  has 
three  children,  a  girl  and  two  boys. 

The  other  of  Miss  Russell's  two  sisters,  incidentally,  is  married  to 
"Chet  LaRoche,  himself.  Beirn's  brother-in-law  returns  to  the  post 
of  board  chairman  at  the  LaRoche  agency  with  Beirn's  departure 
which  came  after  a  little  more  than  a  year  after  he  joined  that  firm. 
Just  previously.  Beirn  had  resigned  from  the  freshly  merged  Erwin 
Wasey,  Ruthrauff  &  Ryan.  ^ 
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Iny  Way  You  Look  At  It 

WSAV  reaches  more  people 


Have  you  seen  the  new  Savannah  Retail  Trading  Area  Pulse? 

WSAV  has  complete  audience  domination  in  ail  of  the  important  peak  listening  periods 
10:00  AM  and  4:00  to  7:00  PM.    (Periods  surveyed:  6  AM   to  7  PM). 


or  instance,  here  are  the  ratings  for  the  breakfast  hours: 


.  .  .  and,  in  the  late  afternoon: 


ATION 


7SAV 


STTION  "A' 


S1TION  "B" 


S1TION  "C 


STTION  "O' 


J1TION  "E" 


7:00  AM 


5.7 


1.0 


.8 


2.7 


1.5 

4.2 


7:15  AM 


5.7 


1.1 


.8 


3.4 


1.6 


4.4 


7:30  AM 


6.0 


1.3 


4.1 


1.9 
4.7 


7:45  AM 


6.1 


1.3 


.8 


4.3 


1L 

5.0 


8:00  AM 


6.5 


1.2 

.8 
4.6 

576 


8:15  AM 


5.6 


1.1 


.8 


4.7 

2.1 

5.3 


STATION 


4:30  PM     4:45   PM     5:00   PM     5:15   PM     5:30   PM    5:45   PM 


WSAV 

4.7 

4.9 

5.1 

5.0 

5.3 

5.2 

STATION   "A" 

.8 

.7 

1.4 
3.1 

.5 

.5 

.6 

.5 

STATION  "B" 

1.4 

1.5 
3.1 

1.5 
2.5 

1.8 

(off) 

17 

STATION  "C" 

3.4 

1  off 

STATION  "DM 

2.7 

2.8 

2.8 

2.7 

2.9 

2.8 

STATION  "E" 

3.9 

3.9 

4.1 

4.3 

3.9 

4.2 

The  PULSE  proves  it  .  .  .  the  NIELSEN  proves  it  .  .  .  WSAV  REACHES  MORE 
PEOPLE  AT  A  LOWER  PER-PERSON  COST  THAN  ANY  OTHER  SAVANNAH  MEDIUM! 


in  Savannah 


WSAV 


630  kc. 

5,000  watts 
Full  Tim* 


represented     by 

eastman 


The  HOT  SHOWS 


2-Station 
BIRMINGHAM 


35.3   RATING 

BEATS  Restless  Gun,  Peter  Gunn, 
Wells  Fargo.  Cheyenne,  Groucho 
Marx,  Perry  Como  and  many 
others. 

Pulse.  Jan.  '59 


4-Station 
CHICAGO 


HIGHWAY 
PATROL 


starring 


BRODERICK  CRAWFORD 


4-Station 
SAN  FRANCISCO 

K  RON  -TV 

4&3 


SHARE 

21.9   RATING 

BEATS  Playhouse  90,  Ed  Sullivan. 
Ernte  Ford,  Cimarron  City,  Law- 
rence Welk,  Cahfornians  and  many 
others 

ARB,  Jan.  '59 


X 


p 


come  from  ZIV! 


3-Station 
CINCINNATI 

WKRC-TV 

17.7 


SHARE 

20.7   RATING 

BEATS  Ed  Sullivan,  Phil  Silvers. 
Hit  Parade,  Restless  Gun.  Jackie 
Gleason,  BobCummingsand  many 
others 

ARB.  Dec   '58 


% 


3-Station 
MIAMI 

WTVJ 


463 


SHARE 

26.3   RATING 

BEATS  GE  Theatre,  Texan. Danny 

Thomas.    Ernie    Eord,    Cheyenne, 

Groucho  Marx  and   many  others 

ARB.  Dec   '58 


% 


4-Station 
SAN  FRANCISCO 

KRON-TV 

56.3 


SHARE 

28.1    RATING 

BEATS  Desilu  Playhouse,  Ed  Sulli- 
van, Dinah  Shore  Chevy  Show, 
SteveAllen,  Californiansand  many 
Jthers 

ARB,  Jan  '59 


% 


4-Station 
DETROIT 

WJBK-TV 


62j6 


SHARE 

30.1    RATING 

BEATS  Perry  Mason,  Restless  Gun, 
What's  My  Line.  Jack  Benny,  Ed 
Sullivan,  Bob  Cummrngsand  many 
others. 

ARB.  Jan.  '59 


% 


■ 


3-Station 
BOSTON 

WBZ-TV 


51.5 


SHARE 

27.6   RATING 

BEATS  People  Are  Funny,  Mav- 
erick. Have  Gun  -  Will  Travel. 
Wyatt  Earp,  Red  Skelton.  Real 
McCoys  and  and  many  others. 

ARB.  Dec.  '58 


% 


2-Station 

BRISTOL-JOHNSON  CITY 


WJHL-TV 


61.0 


SHARE 

36.3   RATING 

BEATS  Wyatt  Earp,  Lineup,  Perry 
Como.  Maverick,  Peter  Gunn, 
Wells  Fargo  and  many  others. 

ARB,  Dec.  '58 


% 


2-Station 
JOPLIN-PITTSBURG 

KOAM-TV 

46.7" 

SHARE 

31.3   RATING 

BEATS  Trackdown,  Ed  Sullivan, 
Bob  Cummings,  George  Burns, 
Red  Skelton,  Texan  and  many 
others. 

ARB.  Dec.  '59 


3-Station 
COLUMBUS 

WBNS-TV 

535 


SHARE 

28.3   RATING 

BEATS  Ernie  Ford,  Danny  Thomas, 
Groucho  Marx,  Lawrence  Welk. 
Wells  Fargo,  Ed  Sullivan  and  many 
others. 

ARB,  Dec.  '58 


% 


3-Station 
ST.  LOUIS 

KSD-TV 


48.7 

SHARE 

27.5   RATING 

BEATS  Cheyenne.  Millionaire. 
Ernie  Ford,  Alfred  Hitchcock,  Ed 
Sullivan,  Wells  Fargo  and  many 
others 

ARB.  Dec  '58 


% 


Dr.  Sydney  Roslow,  direc- 
tor of  Pulse,  Inc.,  heads  a 
nationwide  staff  trained  to 
make  and  convert  home 
interview  reports  into  re- 
liable ratings.  Some  of 
the  Ziv  show  ratings  used 
here  are  based  on  these 
authoritative  findings. 


The  Ziv  man  in  your 
market  can  show  you  how 
to  profit  from  using  one  of 
America's  GREAT  selling 
forces  — a  Ziv  show! 


by  John  E.  McMillin 


Commercial 
commentary 


A  sermon  on  snob  appeals 

Maybe  I'm  just  chicken  but  those  Continental 
Mark  IV  commercials  on  the  New  York  Philhar- 
monic programs  are  making  me  very,  very 
nervous. 

Leonard    Bernstein,   his   forelock   flying,   lifts 
the  orchestra  through  the  intricacies  and  spiritu- 
alities   of,    say,    Beethoven's   Ninth.     And   then, 
before   I   have  a  chance  to  quell  my  turbulent 
thoughts  and  feelings,  along  comes  Julia  Mead  to  tell  me,  with  the 
slightly  flat  condescension  of  a  Kansas  school  teacher  that  "some 
people  consider  this  one  of  the  finest  pieces  of  music  ever  written." 
(A  few  minutes  before  Bernstein  had  said  it  was  the  finest.  I 

Well,  I  think  Julia  is  a  doll.  And  when  she  is  demonstrating 
Kodaks  on  the  Sullivan  show  or  ecstasizing  over  the  latest  gas  range 
she  is  great,  just  great. 

But  somehow  the  things  the  Ford  people  are  giving  her,  and  other 
Continental  announcers,  to  say  seem  to  reek  with  spurious  self- 
consciousness. 

At  least  that's  the  way  it  strikes  me.  And  maybe  one  reason  is 
because,  as  an  adman,  I  can  scent  the  old  "as-in"  pitch  a  mile  off, 
and  want  to  duck  when  I  see  it  coming. 

The  "As-Ins"  will  get  you 

The  "as-in"  trick  is  one  of  the  oldest  gambits  in  advertising  and 
there's  hardly  a  copywriter  beyond  the  age  of  business  puberty  who 
has  not  used  it  at  least  once  in  his  work. 

Want  to  advertise  a  fancy  bonded  whiskey?  Let's  show  a  picture 
of  Gainsborough's  "Blue  Boy."  Then  well  dream  up  some  deathless 
headline  like  "As  in  fine  painting,  so  in  fine  whiskey,  quality  counts." 

Want  to  promote  a  high-priced  auto  tire?  Let's  show  Michel- 
angelo's "David,"  and  give  it  a  tag,  "As  in  fine  sculpture,  so  in  fine 
tires,  a  masterpiece  stands  out." 

I've  even  used  the  "as-in"  pitch  for  sneakers — "As  in  fine  horses, 
so  in  fine  canvas,  rubber-soled  footwear,  a  champion  pays  off." 

It's  the  easy,  obvious,  lazy,  tired,  and  essentially  dishonest  way  of 
promoting  any  quality  product.  And  lots  of  advertisers  use  it  includ- 
ing, as  you  may  have  noticed,  Continental  Mark  IV. 

The  trouble  with  it  is  that  it  debases  the  work  of  art  with  which 
it  tries  to  claim  association.  And,  even  worse  from  a  business  view- 
point, it  insults  the  intelligence  of  reader,  listener,  and  viewer. 

I  happen  to  believe  that  the  Bernstein-Philharmonic  series  is  one 
of  the  greatest  treats  of  this  or  any  other  tv  season.  I  am  grateful  to 
the  Ford  people  for  bringing  it  to  us.  I  respect  them  too  for  making 
a  fine  car.  And  I'd  gladly  do  anything  I  can  to  promote  the  sale  of 
Continentals  just  to  show  my  appreciation. 

But  when  they  try  to  entangle  me  and  Bach  and  the  Ford  Motor 
{Please  turn  to  page  12) 
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KCMC  -TV  PROVES  COMPLETE 
DOMINANCE  IN  18-COUNTY  AREA 


Texarkana,  Texas- Arkansas— Walter 
M.  Windsor,  recently  reappointed 
Manager  of  KCMC-TV,  factually 
points  out  the  dominance  of  KCMC- 
TV  in  the  Texarkana  18-county  area. 

In  the  November  ARB,  KCMC-TV 

leads  all  stations  by  3  to  1.  Here  is  the 
share  of  audience  from 
sign-on  to  sign-off: 

KCMC-TV  64.8 

Station  B  22.4 

Station  C  12.9 


Advertisers  can  take  advantage  of  top 
ratings  such  as  these: 

I've  Got  a  Secret  59.5 

The  Texan  59.7 

Sheriff  of  Cochise  50.6 

The  Millionaire  58.9 

6  P.M.  Local  News  (Mon.-Fri.)  48.0 

Doug  Edwards  (Mon.-Fri.)  53.0 

Zane  Grey  Theatre  55.3 

To  Tell  the  Truth  59.9 

Name  That  Tune  68.5 

Have  Gun,  Will  Travel  67.5 

Ed  Sullivan  54.6 

Gunsmoke  63.7 

Playhouse  90  50.1 


Not  only  is  the  KCMC 
TV  dominance  re- 
flected in  the  rat- 
ings, but  here  is 
the  coverage  pic- 
ture according 
toNCS#3: 


In  the  18-county  area  97.4%  view  KCMC- 
TV  weekly  after  6  P.M.  while  86.3%  view 
KCMC-TV  weekly  before  6  P.  M. 

The  advertiser  needs  KCMC-TV  to 
sell  and  sell  hard  this  prosperous  half- 
billion  dollar  18-county  market  area. 

Call  Venard,  Rintoul  &  McConnell,  Inc.  for 
more  information. 


KCMC-TV 

CHANNEL  6 

Texarkana 

100.000    WATTS    MAXIMUM    POWER 


Q 


Walter  M.  Windsor,  General  Manager 
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Jack  Rollings,  National  Sales  Manager 


summer 'radio  goes  where 


the  family  goes 


Vacation  may  mean  getting  awa 
from  home. ..but  Radio  goes  alon£ 

You're  traveling  "right"  with  SPO' 
RADIO  in  your  summer  media  plans. 

Reach  people- wherever  they  are 
at  home  or  on  vacation -with  SPO"- 
RADIO.  ; 


SPONSORED  BY  MEMBER  FIRMS  OF 


Avery-Knodel  Inc.  —  John  Blair  &  Company  —  Broadcast  Time  Sal 

Thomas  F.  Clark  Co.  Inc.  —  Harry  E.  Cummings  —  Robert  E.  Eastman  &  Co.  Ir 

H-R  Representatives  Inc.  —  The  Katz  Agency  Inc.  —  McGavren-Quinn  Compai 

The  Meeker  Company  Inc.  —  Art  Moore  Associates  Inc.  —  Richard  O'Connel  In 

Peters.  Griffin,  Woodward.  Inc.  —  William  J.  Reilly  In 

Radio-TV  Representatives  Inc.  —  Weed  Radio  Corporation  —  Adam  Young  In 
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Commercial  commentary  continued 


FOUR  6's 


FOUR  SIXES  IN  A  CARD 
GAME  WON  A  RANCH  FOR 
S.  B.  BURNETT  IN  CIRCENTA 
COUNTY,  TEXAS  IN   1885.  HE 
TOOK  6664  FOR  HIS  BRAND, 
AND  LATER  TEXAS 
CHRISTIAN   UNIVERSITY 
SHARED  IN  THE  GOOD  LUCK 
THE  FOUR  SIXES  BROUGHT. 

ANOTHER  BRAND 
BECOMING  FAMOUS 
IN  THE  TEXAS 
PANHANDLE  .  .  . 


Strike  while  the  iron  is 
hot!  Our  brand— K-7— sells 
your  brand  in  a  rich  and 
growing  four  state  market- 
ing area.    New  full  power, 
new  full  day  programming, 
new  ABC  interconnection, 
and  new  management  add 
up  to  an  electrifying  NEW 
force  on  the  High  Plains. 
Get  the  K-7  story  from  the 
Boiling  Company. 


KVII-TV 


amanllo, 
texas 


Co.  in  a  mesh  of  "as-inishness"  I'd  like,  as  my  sons  used  to  say,  to 
"push  them  in  the  mush." 

And  when,  following  a  glorious,  spine-tingling  Philharmonic  ren- 
dition of  Gershwin's  "Rhapsody  in  Blue,"  they  try  to  beguile  me 
with  the  testimonial  of  some  rich  little  socialite  whose  intellectual 
and  emotional  gamut  seems  to  range  from  A  to  approximately  B, 
I  want,  as  Dorothy  Parker  once  put  it,  to  go  away  and  "frow  up." 

Snobs  and  snickers 

One  reason,  of  course,  is  that  tv,  more  than  any  other  medium, 
puts  a  pitiless  spotlight  on  the  phony,  the  spurious  and  the  insincere. 
In  magazine  advertising  you  can  get  away  with  the  most  out- 
rageous amount  of  snob  talk  and  snob  thinking,  simply  because  the 
words  and  pictures  have  so  little  impact.  But  with  tv  the  conditions 
are  entirely  different.  Tv  emphasizes  every  false  overtone;  it  magni- 
fies and  mocks  all  windy  pretentious  airs. 

The  fact  is,  the  old  misbegotten  snob-selling  techniques  of  yester- 
day are  not  good  enough  for  tv.  But  so  far  most  advertising  men 
who  are  trying  to  promote  high  priced  high  quality  products  (like 
the  Continental)  seem  not  to  have  found  much  to  take  their  place. 
The  problem,  I  suspect,  is  more  philosophic  than  technical. 
It  stems  in  part  from  the  fact  that  it  is  easier  for  a  camel  to  pass 
through  a  needle's  eye  than  for  the  average  advertising  copywriter 
to  be  wholly  sympathetic  with  the  rich  man  who  wants  and  can  afford 
a  Continental. 

He  tends  to  think  of  the  prospect  with  a  snicker  as  a  kind  of 
remote,  overstuffed  social  climber  who  is  looking  for  some  sort  of 
"status  symbol"  or  other  sociological  claptrap.  Not  as  a  warm, 
likable  human  being,  with  a  being  natural  understandable  desire  to 
own  a  fine  car.  And  this,  of  course,  is  where  all  selling — even  quality 
selling — should  start. 

Selling  on  tv  specials 
During  1959,  and  especially  beginning  next  fall,  we're  going  to 
see  a  lot  more  of  those  big  hour  or  hour-and-a-half,  "special"  pro- 
grams on  the  tv  networks. 

In  most  cases,  the  advertisers  who  sponsor  them  will  be  seeking 

to  build  an  impression  of  prestige  and  quality  for  their  products 

I  suggest  that  one  of  the  great,  unexplored  frontiers  for  tv  commer 

cials  lies  in  the  selling  that  is  done  on  such  shows. 

Some  advertisers,  notably  Hallmark  and  Du  Pont,  have  come  ; 
long  way.  Hallmark,  in  particular,  does  an  outstanding  quality  job 
even  though  I  feel  (as  I'm  sure  you  do)  that  some  of  those  cards  an 
pretty  dreadful.  But  most  of  the  others,  and  this  includes  the  bull 
of  the  automotive  accounts  as  well  as  Continental,  are  still  flounder 
ing  and  pretentiously  self-conscious. 

They're  spending  tons  of  money  on  commercial  production,  bu 
watching  them,  I  get  the  impression  they're  more  concerned  wit! 
tricks  and  gadgets,  settings  and  elaborate  musical  scores,  than  wit! 
the  much  harder  job  of  believable  salesmanship. 

Everything  is  either  very  gaga  and  breathless  and  beat,  or  it  i; 
all  choked  up  with  those  pompous  old  advertising  cliches  about  "finei 
living"  and  a  "discriminating  clientele." 

Believe  me,  I'd  love  to  own  a  Continental  Mark  IV.  But  I'd  hat< 
to  think  I'm  the  kind  of  guy  that  their  copywriters  apparently  believ< 
is  their  market.  ' 
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96%  renewals  to  date! 
Most  renewed  adventure  series 
gallops  into 


ay  out  front  in  the  ratings  race ! 


Market                                                                 Rating*  Market                                                                 Rating*  Market                                                                Rat  in 

Miami  34.3     Denver   29.0  Milwaukee    29.i 

New  Orleans   28.7     Duluth-Superior 34.9  Mobile 34. 

(Pittsburgh 42.2     El  Paso 35.1  Montgomery  32. 

St.  Louis 31.9      Fort  Wayne  26.3  Oklahoma  City    31. 

Albuquerque 35.4      Harrisburg  28.5  Portland,  Me 28. 

Bakersfield   35.1      Hannibal-Quincy   47.3  Rockford    43.. 

Beaumont-Pt.  Arthur 45.9     Jacksonville   38.1  Sacramento 36.i 

Burlington-Plattsburg! '.'.'.'.'.'.'.'.'.'.'.'.'.'.'.  zs.i     Las  Vegas "!"".'!!       '/.'.'.'.'.'.'.'.'.'.'.'.'. '.  A7.S     NATIONAL  AVERAGE    A  7  CQj 
Columbia,  S.C 35.7    Memphis  40.8    share  ol  audience  TliV^ 

STATE  TROOPER 


•  I 


STARRING  W\\JU 

IU4  half  hours  now  available! 

□  □  Q 


produced  by 


ir„n..»   :i-  i. ;-    ,u.'f? 


productions 


CAMERON 

mca  tv 

FILM  SYNDICATION 

America's  No.  1  Distributor  of  TV  Film  Programs 
598  Madison  Avenue,  New  York  22,  PLaza  9-7500 


•   •    •   • 


Lancaster 
Harrisburg 
York 

is    ONE    TV    market 

when    you    use 

WGAL-TV 


•  •  • 


AMERICA'S    10th    TV    MARKET 
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CHANNEL S 

LANCASTER,   F>A. 
3STBO  a.nci  CBS 


In  addition  to  being  the  first 
choice  of  viewers  in  these  three 
important  markets,  WGAL-TV 
is  the  television  station  for 
Gettysburg,  Hanover,  Lebanon, 
Cham  bersburg,  Lewistown, 
Carlisle,  Shamokin,  Waynesboro, 
and  many  other  communities. 

STEINMAN  STATION  •  Clair  McCollough,  Pres. 


Representative:  The   MEEKER   Company.   Inc.    •    New  York    •    Chicago    •    Los  Angeles    •    San  Francisco 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 
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SPONSOR 

PUBLICATIONS  INC. 


Don't  look  for  much  relaxing  of  the  tough  sell  among  advertisers  for  the  re- 
mainder of  this  year. 

Sales  and  profits  are  going  up,  but  before  you  come  to  the  conclusion  that  this  augurs 
a  let-up  on  competitive  pressure  of  the  sharpest  kind  remember  this: 

The  economy  is  far  from  baek  on  the  old  highway.  Though  there's  been  a  strong 
recovery  from  the  1957-58  drop,  there's  still  uncertainty  in  some  key  sectors — automotives, 
for  example. 

Hence  you  can  expect  the  durable  goods  advertisers  to  continue  to  harness,  or  key,  ad 
expenditures  to  campaigns  of  a  special  merchandising  nature  —  strongly  designed 
for  field-staff  incentive  and  dealer  pepping-up. 

In  other  words,  this  important  type  of  sponsor  is  a  long  way  from  getting  back  on  the 
old  track  of  advertising  just  to  bedazzle  the  consumer. 


Minnesota  Mining  &  Manufacturing,  the  big  tape  outfit,  is  driving  home  its  stake 
in  that  field  thus: 

The  kid-appeal  shows  it  will  use  in  seven  markets  for  an  undisclosed  prod- 
uct will  be  on  tape — and  nothing  else. 

The  quest,  via  BBDO  Minneapolis,  is  for  Saturday  morning  half-hours  for  a  minimum 
of  13  weeks  starting  14  March.    Obviously  stations  that  can't  handle  tape  are  out. 


P&G  has  extended  something  new  in  network  affiliate  privileges  while  it  con- 
ducts a  test  campaign  on  Tide  copy: 

Seven  stations  that  have  been  temporarily  dropped  from  the  list  carrying  P&G's 
share  of  Edge  of  Night  are  permitted  to  sell  spots  to  local  advertisers. 

Although  P&G  has  waived  compensation  for  the  program,  CBS  TV  is  asking  these 
seven  stations  to  pay  7*4%  of  the  network  Class  C  quarter-hour  rate  as  the  net- 
work's share  of  the  sales  made  locally. 

The  P&G  test  has  several  prongs.  Its  primary  objective  is  to  find  out — if  possible — 
what  happens  when  a  whole  budget  is  concentrated  in  a  single  medium.  In  some 
of  the  dropped  Edge-of -Night  markets  print  will  be  used  exclusively;  in  others  Tide  will 
be  given  night-tv  exposure  only.  In  still  others,  there'll  be  a  temporary  elimination  of  night- 
time tv  commercials  to  measure  the  impact  of  daytime  tv. 


The  SRA  estimates  that  national  spot  radio  in  1958  grossed  SI  66.367,000, 
which  is  1.9%  less  than  the  gross  for  1957. 

Final  adjusted  estimate  for  each  1958  quarter:  Jan.-Mar.,  S41.963.000:  April-June.  $41.- 
671,000;  July-Sept,  $38,171,000;  Oct.-Dec,  $44,562,000.    (Final  1957  quarter.  $48,456,000.) 

It  will  be  recalled  that  the  SRA  estimate  for  '57  a  year  ago  turned  out  to  be  $14.4  million 
more  than  the  national  spot  total  for  '57  later  released  by  the  FCC. 

As  for  what  network  radio  grossed  in  1 958,  there  is  this  estimate  composed  by  NBC 
corporate  planning:    $53  million,  as  compared  to  $48  million  for  1957. 

The  same  source  breaks  down  the  1958  estimate  by  network  thuswise:  CBS  Radio.  $21 
million;  NBC  Radio,  $19  million:  ABC  Radio  and  Mutual,  $13  million. 
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SPONSOR-SCOPE  continued 


Donahue  &  Coe  will  atari  taking  inventory  next  week  of  Wayne  King's  e.t.'s 
for  Lady  Esther  Cream  in  six  test  markets. 

If  the  sales  results  prove  that  the  band  leader  has  strong  revival  value  in  radio,  Chem- 
way  (which  now  owns  the  Lady  Esther  hrand)  will  move  into  a  flock  of  other 
markets. 

Should  King  again  go  nationwide,  he'll  make  radio  history  for  the  second  time.  Back  in 
the  '30s,  he  took  Lady  Esther  out  of  obscurity  and  made  it  a  top  seller  among  cosmetics. 

The  six  markets  in  which  his  e.t.'s  (five  quarter-hours  and  10  five-minutes  per  week)  are 
now  running:  Indianapolis,  Peoria,  Oklahoma  City,  Portland,  Ore.,  Richmond,  Va., 
and  Buffalo. 

(For  more  background  on  this  test,  see  31  May  1958  SPONSOR-SCOPE.) 


The  cost  of  handling  spot  business  remains  a  disturbing  problem  for  agencies: 

Noted  a  media  director,  who  has  just  had  a  huge  year-end  bundle  tossed  into  his  lap: 
"The  normal  process  would  be  to  put  all  of  it  into  spot;  but  because  of  the  pro- 
hibitive cost  in  servicing  and  paperwork,  we're  thinking  of  allocating  a  goodly  portion 
of  the  money  to  some  quick  networks  buys." 

For  the  sellers  of  spot  tv,  Compton  has  become  something  more  than  the  source  of 
a  possible  million  dollars  in  Gleem  placement:  It  also  has  a  huge  chunk  of  money  for  dis- 
bursement in  behalf  of  Crisco. 

All  this  extra  budget  has  to  be  used  up  before  the  expiration  of  the  current  fiscal 
year  ending  30  June. 

Spot  will  get  the  first  crack  at  that  Gleem  money.  If  the  desirable  schedules  aren't  fully 
available  in  that  quarter,  the  residue  will  go  to  special  network  buys. 

Grey  told  SPONSOR-SCOPE  this  week  that  the  30-second  spots  it's  buying  for  P&G 
Big  Top  Peanut  Butter  in  four  markets  shouldn't  be  classified  as  testing. 

It  just  happens,  says  the  agency,  that  (1)  Big  Top  has  some  30-second  commercials 
available  from  its  network  connections,  and  (2)  the  four  spot  markets  aren't  being  hit  hard 
enough  via  network  participation. 

Trade  impression  has  been  that  Big  Top  was  trying  out  the  30-second  spots  because  20 
seconds  didn't  suffice  to  get  over  its  story;  also  it  was  supposed  that  the  agency  had  run  up 
against  a  shortage  of  minutes. 

Station  managements  might  as  well  know  that  the  rep  has  strong  allies  among 
media  buyers  in  the  current  controversy  over  making  the  local  rate  available  to  national 
advertisers. 

The  media  director  of  one  of  the  top  spot-buying  agencies  told  SPONSOR-SCOPE  this 
week:  "It's  to  our  working  advantage  to  keep  on  good  terms  with  the  rep.  Regard- 
less of  what  the  station  may  think  in  its  desperation  to  get  a  piece  of  business,  we  look  upon 
him  as  an  important  tool  of  our  operation.  When  a  station  bypasses  us  both  with  the 
local  rate  as  bait,  we're  both  obviously  embarrassed,  but  it  doesn't  affect  the  relationship 
in  the  least." 

(See  pages  40  and  90  for  a  pertinent  exposition  of  the  multiple  rate  problem.) 

Reps  aren't  going  to  let  their  spirits  droop  during  the  coming  NAB  convention 

(16-19  March)  in  Chicago  just  because  the  association  won't  treat  'em  as  bona  fide  members 
of  the  family. 

They're  taking  suites  in  hotels  as  far  away  from  the  Hilton  (the  convention  site)  as 
they  can  get  so  that  they  can  entertain  their  own  stations.  Most  of  the  reps  probably  will 
be  quartered  in  Chicago's  new  Executive  House  on  Wacker  Drive. 
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SPONSOR-SCOPE  continued 

For  NBC  TV,  co-op  continues  to  be  a  very  profitable  low-overhead  business. 

The  network  takes  in  $50,000  a  month   from   stations  as   its  share  of  the  early 

evening  news  to  local  advertisers  by  affiliates  (the  compensation  is  t%  of  the  ('laws  A  net- 
work quarter-hour). 

All  told,  co-oped  programs  bring  the  network  about  $1   million  a  year. 


Admen  with  home-appliance-tape  accounts  will  be  particularly  interested  in  an 
analysis  that  Nielsen  has  just  made  for  NBC  TV  in  connection  with  the  three  day- 
time quarter-hours  a  week  that  Frigidaire  has  been  sponsoring  on  that  network. 

Tt  tends  to  suggest  that  daytime  tv  achieves  its  highest  ratio  of  penetration  in  families 
consisting  of  1)  younger  women,  and  2)  bigger  units. 

The  study — covering  four  weeks  in  November  1958 — showed  an  accumulated  reach  of 
41.1%  of  all  tv  homes. 

Among  all  U.S.  homes  in  the  categories  listed  below,  the  percentage  reached  by  Frig- 
idaire  turned  out  thus: 

HOMES  REACHED 
37.0% 

39.5% 

49.2% 

Economic  note:  Frigidaire  is  getting  eight  times  as  much  commercial  time  out  of 
these  three  quarter-hours  as  it  did  for  the  same  money  ($2.5  million  a  year)  when  it 
sponsored  an  alternate  half-hour  nighttime  show  last  season.  At  night  it  got  three  com- 
mercial minutes  every  two  weeks,  whereas  its  present  davtime  participation  adds  up  to  24 
minutes  of  commercial  time  over  a  two-week  span. 


OF  HOUSEWIFE 

HOMES  KE\CHEn 

FAMILY  SIZE 

16-34 

47.8% 

1-2 

35-39 

44.4% 

3-4 

50  &  over 

40.9% 

5  or  more 

The  packaged  detergents — like  Tide,  Blue  Cheer  and  Surf — are  beginning  to 
show  signs  of  cutting  in  on  the  sales  of  the  special  washer  brands  that  have  empha- 
sized their  low-suds  virtues. 

The  reason:  Washing  machine  manufacturers  have  shifted  to  top  loading,  which  tends 
to  eliminate  the  housewife's  fear  of  overfoaming. 


The  15-minute  serial  (soap  opera,  for  short)  is  still  tops  in  daytime  tv  popu- 
larity. 

In  other  words,  it's  about  as  solid  a  commodity  as  it  was  in  radio's  heyday. 

Here's  a  breakdown  of  audience  composition  for  weekday  adult  daytime  pro- 
gram types  (based  on  Nielsen  9-22  November  and  7-20  December  1958  periods  and  projected 
to  millions  of  homes  per  average  minute  of  viewing)  : 


PROGRAM  TYPE 

LENGTH 

HOMES 

MEN 

WOMEN 

In  m: 

TEENS 
llions 

CHILDREN 

TOTAL 

Adult  Serial 

15  mins. 

3.1 

.7 

3.2 

.3 

1.1 

5.3 

Ouiz-Aud.  Partic 

15  mins. 

2.2 

.5 

1.9 

.3 

.8 

3.5 

Other  Adult 

15  mins. 

2.0 

.5 

1.7 

.4 

1.0 

3.6 

Other  Adult* 

30  mins. 

2.6 

.8 

2.5 

.2 

.6 

2.6 

'Includes  serials  of  half-hour  dimensions. 

In  the  area  of  children's  daytime  programing,  westerns  arc  getting  a  stiff  com- 
petitive run  from  cartoons  and  other  types  of  programs,  thus: 

Western                       30  mins.                4.1           2.2           2.4           1.5           4.0  10.1 

Other  Programs          15  mins.                3.2             .5           1.1             .7           4.3  6.6 

Other  Programs          30  mins.               4.7             .7           1.4           1.3           6.6  10.0 
(For  similar  breakdown  for  evening  program  types,  see  21   Feb.  SPONSOR-SCOPF.1 
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SPONSOR-SCOPE  continued 


There  are  agency  thinkers  at  the  planning  level  who  feel  that  tv  could  do  itself  a  lot  of 
good  if  it  engaged  an  objective  authority  to  explain  its  policies  and  philosophies 
to  advertisers  in  management  terms. 

The  suggestion  is  advanced  on  this  premise :  To  advertisers — especially  in  the  durable 
goods  field- — tv's  thinking  and  ways  of  doing  business  differ  greatly  from  these  manu- 
facturers' experience  in  buying  other  things.  And  the  explanations  they  often  get  from 
their  agencies  sometimes  are  misunderstood — hence  suspect. 

A  way  out  of  this  might  be  to  bring  in  an  outstanding  management  consultant  firm  whose 
function  it  would  be  to  sift  all  facets  of  tv  selling,  the  basic  factors  behind  them,  and  to 
put  the  whole  picture  into  management  focus. 


John  J.  (Jack)  Louis,  who  died  last  week  at  his  retirement  base  in  Arizona,  was 
truly  one  of  the  pioneer  radio  showmen  that  came  out  of  the  agency  world. 

As  air  media  chief  of  Needham,  Louis  &  Brorby,  he  showed  an  exceptional  flair  for 
almost  every  type  of  programing.  His  closest  association  was  with  the  development  of 
Fibber  McGee  &  Molly  into  a  top-rating  and  long-lived  program,  but  he  also  built  a  stand- 
out record  in  variety  and  musical  fare. 

Like  the  auto  makers,  the  detergent  people  have  their  dream-type  product. 

They  envision  it  as  a  liquid — canned,  of  course — which  will  have  both  spray  and 
measurement  attachments  and  can  be  used  to  clean  clothes,  wash  dishes,  and  tidy  up 
walls,  window  panes,  and  whatnot. 

Don't  be  surprised  if  one  of  these  days,  you  bear  that  a  soap  giant  is  experiment- 
ing with  this  answer  to  the  cluttered  closet. 

There's  an  interesting  counterpart  to  Look  publisher  Vernon  Myers'  estimate 
that  the  magazine  field  last  year  got  $500  million  from  newsstand  and  subscription  sales: 
Tv  viewers  spent  even  more  than  that  on  electric  juice  alone. 

Here's  the  arithmetic:  (1)  According  to  Nielsen,  the  average  set  was  tuned  in  five 
hours  a  day  last  year;  (2)  the  monthly  cost  of  current,  figured  at  the  national  average  rate, 
would  be  at  least  $1;  (3)  multiply  43  million  tv  sets  by  $12  a  year  for  electric  current 
and  you  get  $516  million. 

Just  about  every  product  has  its  own,  special  list  of  top  markets — determined  by 
the  character  of  the  merchandise,  manufacturers'  objectives,  etc. 

Here's  the  way  an  agency  top-heavy  in  drugs  and  air  media  ranks  them: 


1. 

New  York 

9. 

Seattle 

16. 

Indianapolis 

23. 

New  Orleans 

2. 

Chicago 

10. 

Cincinnati 

17. 

Minneapolis- 

24. 

Grand  Rapids 

3. 

Los  Angeles 

11. 

Cleveland 

St.  Paul 

25. 

Rochester- 

4. 

Philadelphia 

12. 

Dallas- 

18. 

Atlanta 

Syracuse 

5. 

Detroit 

Fort  Worth 

19. 

Charleston- 

26. 

Birmingham 

6. 

San  Francisco 

13. 

Pittsburgh 

Huntington 

27. 

Denver 

7. 

Boston 

14. 

Houston- 

20. 

St.  Louis 

28. 

Miami 

8. 

Baltimore- 

San  Antonio 

21. 

Hartford 

29. 

Raleigh 

Washington 

15. 

Kansas  City 

22. 

Columbus 

30. 

Oklahoma  City 

(For  a  sample  ranking  by  an  agency  heavy  in  groceries,  see  20  Dec,  page  14.) 


For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  4; 
Spot  Buys,  page  50;  News  and  Idea  Wrap-Up,  page  58;  Washington  Week,  page  71;  SPONSOR 
Hears,  page  74;  Tv  and  Radio  Newsmakers,  page  88;  and  Film-Scope,  page  72. 
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•  Maybe  you  just  don't  know  the  half  of  it!  When 
satellite  markets  total  33%  richer  and  50%  bigger  than 
your  present  idea  of  Indianapolis  sales  .  .  .  that's  enlarg- 
ing your  sales  opportunities  with  a  capital  $. 

Here,  too,  it  only  takes  one  television  station  to  guar- 
antee major  coverage  in  50  Mid-Indiana  counties.  Why 
is  it  WFBM-TV  ?  Simply  because  it  is  the  only  NBC 
basic  affiliate.  Nielsen  Coverage  Study  No.  3  supports 
these  facts. 

WflBT6  61S6  does  a  central  market  exert  such  an 
economic  pull  on  so  many  specific  areas  that  are  retail 
trading  centers  in  their  own  right  ? 

.  .  .  and  where  can  you  buy  just  one  station  with  no 
overlapping  penetration  by  basic  affiliates  of  the 
same  network  ? 

07lly  here  —  WFBM-TV  dominates  Mid-Indiana 
in  total  coverage  and  market  penetration  .  .  .  and  we're 
proud  of  our  current  ARB.  Call  for  the  facts.  Let  us  show 
you  how  to  test  regional  marketing  ideas  with  amazing 
results! 

The  Nation's  13th  Television  Market 

. .  .with  the  only  basic  NBC  coverage 
of  760,000  TV  set  owning  families. 


!oP»°°  Indianapolis  itself-  Major  retail 
area  for  18  richer-than-average  counties.  1,000,000  pop- 
ulation—350,600  families  with  90%  television  ownership! 

:»W-**  11  Satellites  -Each  a  recognized 
marketing  area  — and  well  within  WFBM-TV's  basic 
area  of  influence.  Includes  Marion  •  Anderson  • 
Muncie    •    Bloomington    •    Vincennes    •   Terre  Haute 

•  Danville,  Illinois   •  Lafayette   •   Peru   •   Logansport 

•  Kokomo. 

Represented  Nationally  by  the  KATZ  Agency 


BASIC    NBC- 
TV  AFFILIATE 
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dollars! 


Food  and  drug  sales  in  Storer  markets 

totaled  eight  billion  dollars*— 

a  substantial  share  of  which  was  sold  through 

the  impact  of  radio  and  television 

stations  owned  and  operated  by  the 

Storer  Broadcasting  Company. 

"SOLD  ON  A  STORER  STATION" 
is  more  than  a  slogan  ...  it  is  a  reality. 

^Js  7  billion  food,  1  billion  drugs 
as  reported  by  1957  Sales  Management 
"Survey  of  Buying  Power." 


1^1  lStox*er  lEfcroaxlca^tincj  Cornpajriy 

WGBS       WAGA       WWVA         WIBG        WSPD       WJW       WJBK 

Miami  Atlanta  Wheeling      Philadelphia       Toledo        Cleveland       Detroit 

WAGA-TV       WSPD-TV        WJW-TV       WJBK-TV        WITI-TV 

Atlanta  Toledo  Cleveland  Detroit  Milwaukee 

National  Sales  Offices:  625  Madison  Ave.,  New  York  22.  PLaza  1-3940 
230  N.  Michigan  Ave.,  Chicago  1.  FRanklin  2-6498 
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TAILOR  MADE 
FOR  NATIONAL 
TELEVISION 
ADVERTISERS! 


CKLW-TV  is  the  one  Detroit  Area  television  station 
"ready  made"  for  the  national  Spot  Advertiser  who  cannot  be 
troubled  by  network  clearances  and  who  needs  prime  time 
for  his  message.  This,  coupled  with  more  impressions,  more  total 
homes,  more  rating  points  for  the  advertiser's  dollar 
makes  channel  9  the  most  efficient  and  economical 
buy  in  the  nation's  fifth  market. 


GUARDIAN    BLDG.      DETROIT   26,    MICH. 

J.     f   .    Conpiav,     Pret'dent 

Young    Television    Corp.,     National    Representative 
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49th  an 
Madisor 


500  Million  Dollar  Plan 

Have  just  finished  reading  24  Janu- 
ary issue  and  on  part  of  our  organiza- 
tion would  like  to  extend  most  hearty 
congratulations  to  you  and  your  asso- 
ciates on  article  entitled  "sponsor's 
500  Million  Dollar  Plan  for  Spot 
Radio."  In  talking  with  John  Heverly 
this  morning  we  both  agree  your 
organization  is  performing  a  tremen- 
dous service  for  the  entire  industry. 
By  mail  am  sending  you  a  list  of  our 
stations  and  if  they  are  not  sub- 
scribers please  automatically  start 
subscription  including  this  week's 
issue. 

Art  Moore 

Art  Moore  &  Assoc. 

Seattle 

For  no  particular  reason,  I  want  to 
tell  you  that — in  one  man's  humble 
opinion  —  sponsor  surpasses  itself 
just  about  every  week. 

Perhaps  your  current  Spot  Radio 
campaign — with  which  I  can't  com- 
pletely agree — has  triggered  my  re- 
action but  it  does  seem  that  you've 
been  steadily  improving  in  interest 
and  importance  ever  since  you  went 
weekly. 

Keep  up  the  great  work!  Our  in- 
dustry needs  you. 

Jack  Keiner 
station  mgr.,  KFMB 
San  Diego 

We  have  been  following  the  articles 
on  sponsor's  $500  Million  Plan  for 
Spot  Radio  with  a  great  deal  of  in- 
terest and  appreciate  the  time  and  ef- 
fort your  staff  has  spent  in  this  com- 
prehensive look  at  this  great  selling 
medium. 

In  the  article  of  February  7,  how- 
ever, we  feel  that  there  is  an  area 
which  needs  further  clarification,  if 
not  defense.  This  is  your  paragraph 
about  "too  much  paper  work"  where- 

( Please  turn  to  page  24) 
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The  works  of  a  master  sculptor  re- 
quire no  inscription  to  be  recognized 
by  the  trained  eye. 

Similarly,  that  "quality  touch"  which 
sets  apart  great  radio  and  television 
stations  is  just  as  quickly  identifiable 
by  those  who  know  and  value  its  im- 
portance  in  any  successful   campaign. 


radio  &  television 


d  a  I  I  as 
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{Cont'd  from  page  22) 

in  you  report  that  "radio  station  men 
fail  to  realize  that  a  spot  radio  cam- 
paign ...  is  the  most  complex,  time- 
consuming  .  .  .  and  costly  media  op- 
eration with  which  any  advertising 
agency  has  to  deal."  Your  article 
goes  on  to  amplify  that  it  is  resented 
"there  is  needless  detail  and  paper 
work  connected  with  spot  .  .  .  much 
of  which  could  be  eliminated  by  sta- 
tion managements"  and  that  owners 
and  reps  should  apply  themselves  to 
the  "problems  of  simplifying  the  pa- 
per work  in  his  own  radio  spot  op- 
eration." 

We  ask:  "What  paper  work  have 
we  as  a  group  invented  to  complicate 
this  proposition?"  Here  at  WBNS 
we  require  no  vast  amount  of  formal 
writing  to  firm  up  an  order.  In  fact, 
if  a  timebuyer  (or  our  representative, 
John  Blair)  calls  on  the  telephone 
this  afternoon  with  a  schedule  to  start 
within  the  next  30  days,  I  can  assure 
him  that  he  will  have  a  firm  and  com- 
plete schedule  on  spots  and  an  exact 
price  breakdown  within  a  very  few 
minutes. 

As  to  the  necessary  paper  to  con- 
summate this  order,  we  feel  it  is  sec- 
ondary to  the  placement  of  the  sched- 
ule. If  the  agency  believes  a  contract 
or  formal  order  is  necessary,  this  can 
be  handled  at  their  convenience,  be 
it  one  month  or  one  year  from  the 
date  of  the  first  spot. 

We  agree  with  sponsor  that  Spot 
Radio  buying  should  be  simplified 
( if  it  is  complex  now) .  However,  we 
cannot  conceive  of  any  more  simple 
arrangement  than  that  which  we  have 
outlined  above,  and  which  we  have 
available  right  now^ — and  have  had  in 
'  the  long,  long  past. 

W.  I.  Orr 

sis.  mgr.,  WBNS 

Columbus,  Ohio 

Right  account,  wrong  city 
We  detect  a  slight  error  on  page  29 
in  your  January  31st  issue.  You  have 
Campbell-Mithun  listed  as  located  in 
Milwaukee  for  service  on  our  good 
client,  Theo.  Hamm  Brewing  Co.  It 
should  be  Minneapolis. 

C.  E.  Anderson,  media  research 
Campbell-Mithun,  Inc. 
Minneapolis 
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early  ov  late... 
Western  New  Yorkers 
keep  their  date 
with 


WEATHER 


the  highest  rated  service  programs  on  Buffalo  television 

Whether  it  is  the  6:27  pm  -6:45  pm  time  period  or  the  1 1 :  00  -  11:30  pm 
slot,  WBEN-TV  NEWS  .  .  .  WEATHER  .  .  .  SPORTS  consistently  gets  the  largest 
share  of  audience  in  Western  New  York,  month  after  month. 

Western  New  Yorkers  are  weather-conscious,  news-interested  and  sports- 
minded.  And  WBEN-TV  is  too  !  Top  talent  is  assigned  to  present  these  features 
backed  by  crack  reporters,  seasoned  news-staffers  and  experienced  motion  picture 
camera  crews. 

The  results  are:  locally  produced  shows  of  high  caliber  to  attract  loyal  and 
large  audiences. 

If  you  have  a  sales  message  to  say  to  the  more  than  2,000,000  consumers  in 
the  WBEN-TV  coverage  area  and  are  cost-conscious,  sales-interested  and  profit 
minded,  check  into  the  availability  of  participation  or  sponsorship  of  these 
popular  service  features. 


EARLY 
Weather  6:27  pm 

News— Sports 

6:30-6:45  pm 
HEADLINES 


News 

Weather 
Sports 


LATE 

11:00-11:10  pr 
11:10  -11:15  pr 
11:15-11:30  pr 


HARRINGTON,    RIGHTER   and    PARSONS 
our   national    representatives   will   be   happy   to   furnish  all   details 


WBEN-TV 

CBS      IN      BUFFALO 


Your  dollars  count  for  more  on  Ch 
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SuMMA 

Cum  Laude 


NOW. 

TO  THE  HEAD  OF  THE 
CLASS   STATIONS. 

WORL 

with 

•  JOHN    BASSETT 

•  BILL   GIVENS 

BOSTON'S 
TOP  AIR  SALESMEN 


WORL  has  an  adult  audience. 
Statistics  show  that  adult  women 
spend  80%  of  the  consumer  dol- 
lar and  influence  up  to  91%  of 
the  buying. 

WO  PL'S 

Average:  88%  adults 

Pulse,  daytime  hours 

THEREFORE  YOUR  BEST  BUY 

is 


Timebuyers 
at  work 
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Wallace  H.  Lancton,  Product  Services,  Inc.,  New  York,  account 
media  supervisor,  notes  some  of  the  problems  in  buying  for  Slen- 
derella.  "The  target  of  our  broadcast  campaigns  is  the  middle  to 
upper  middle-class  woman  between  the  ages  of  30  and  50,"  Wally 
says.  "Audience  composition  studies  usually  reveal  no  clues  as  to 
this  group,  so  we  must  combine 
knowledge  of  time  segments,  pro- 
graming, our  service  and  custom- 
ers with  broadcast  experimentation. 
This  way.  we  have  gone  into  many 
new  areas  of  programing,  and  the 
results  have  been  excellent."  As 
one  example.  Wally  points  out  that 
the  agency  purchased  news  pro- 
grams, reasoning  that  women  in 
suitable  age  and  financial  groups 
would  be,  per  se,  more  intelligent 
and  interested  in  the  news.  The 
agency  was  right  and  the  new  program  announcements  have  been 
one  of  Slenderella's  most  effective  means  of  securing  phone-ins  and 
customers.  "This  proves,"  Wally  says,  "the  importance  of  careful 
study  of  all  facets  of  your  buy — from  the  nature  of  the  service  or 
product  itself  to  the  programing — and  the  willingness  to  take  risks." 


Ed  Gallagher,  Albert  Woodley  Co.,  New  York,  points  to  several 
studies  recently  made  comparing  newspaper  and  broadcast  circula- 
tion. "In  these  studies,"  Ed  says,  "broadcast's  margin  was  interest- 
ing to  note.  One  study  I  Gold  Coast  stations)  in  a  seven-county  area 
in  Southern  California  showed  tv  Station  #1  and  tv  Station  #2,  its 

satellite,  with  a  combined  total  cir- 
culation of  188,696  (ARB,  A-Z 
Coverage  Report,  January,  1958 1 
compared  to  a  total  combined  cir- 
culation of  138,376  for  the  12 
dailies  in  the  same  area.  That's 
50,320.  or  36%  more  circulation 
for  the  stations."  In  terms  of  ac- 
J^  tual  audience,  Ed  says,  the  stations 

^gtfj   Bl  H*  t  also    showed    a    margin.      \    one- 

W|k. /  quarter  page  in  all  12  newspapers 

m    ^Ul    Jm         <  "^  an  au^ience  of  47,047  based 

on  the  ANPA  study  reporting 
readership  by  women  for  an  ad  this  size  as  34%.  "According  to  the 
ARB  metropolitan  report,"  Ed  says,  "the  rating  for  a  minute  AA 
announcement  on  Station  #1  was  40.5  and  on  Station  #2  was  32.9. 
or  a  combined  audience  of  74,131.  In  other  words,  the  stations  com- 
bined had  57%   more  actual  audience  than  the  12  dailies  combined." 
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It's  Bright! 


It's  Lively! 


It's  All  New! 


vJ    makes  it  Official 

He's  spreading  the  word. 
The  NEW  KHJ 

Is  soon  to  be  heard ! 

Beginning  March  16th, 

a  new  sound  will  be  coming 

from  the 

93  spot  on  the  radio  dial 

in  hundreds  of  thousands  of 

Greater  Los  Angeles  homes. 

It's  the  bright,  lively, 

new,  animated 

Foreground  Sound  of  Radio  93 

KHJ-Don  Lee . . . 

more 

appealingly  vital, 

more 

attention  compelling 

than  ever  before. 

It's  the  newest, 

most  modern  way  to 

tell  your  story  to  the 

adult  market. 

It's  radio  in  motion  . . .  Radio  93 

KHJ-Don  Lee 

and  it's  coming  March  16th. 


Listen  for  it! 


KHJ 

RADIO 

LOS    ANGELES 
1313  North  Vim-  Street 
Hollywood  2X.  California 

Represented  nationally  by 
H  It  Representatives,  Inc. 
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Many  Happy  Returns! 

(from  ARB,  Nielsen  and  Pulse) 


All  three  rating  services  agree:  it's  been  a 
terrific  first  year  for  KMOX-TV  as  a  CBS 
Owned  station.  Month  after  month,  returns 
from  ARB,  Nielsen  and  Pulse  show  that 
Channel  4  is  St.  Louis'  favorite  station. 

Just  look  at  the  latest  ARB,  for  example. 
KMOX-TV's  share  of  audience  (up  29' \ 
in  a  single  year)  is  now  37%  greater  than 
the  second  station's  and  86 ' '<  greater  than 
the  third  station's.  In  addition,  KMOX-TV 
rings  up  more  quarter-hour  wins  .  .  .  more 
top-rated  station  breaks  .  .  .  more  station 
breaks  with  a  20-or-over  rating  than  the 
other  stations  combined.  And  KMOX-TV 
has  7  of  the  top  7  multi-weekly  shows  ( local 
and  network) ...  6  of  the  top  10  network 
shows  .  .  .  and  all  of  the  top  5  local  shows 
seen  in  the  St.  Louis  area. 

Help  yourself  to  a  man-sized  slice  of  the 
rich  St.  Louis  market  on  y/iir/w  mTT 
CBSO^ed     KM  U  A"  IV 

Channel  4,  St.  Louis  •  Represented  by- 
CBS  Television  Spot  Sales 


"Ao 


Created  for 

Savarin 

by 

Foote  Cone  &  Belding 


Created  for 
Ford  Motor  Company 

by 
J.  Walter  Thompson 


Created  for 

Olin  Mathieson 

by 

D'Arcy  Advertising  Company 


Creativity  in  "Styling' 

"Styling"  is  an  intangible  ingredient.  Its  presence  in  or  ab- 
sence from  a  film  can  make  or  break  a  production.  The 
application  and  handling  of  "styling"  and  design  is  one  of 
the  creative  areas  in  which  a  producer  can  materially  aid 
an  advertiser  and  his  agency. 

FILMWAYS  is  a  motion  picture  company  whose  creative  per- 
sonnel want  to  —  and  can  — add  this  vital  ingredient  to  your 
important  television  productions  —  both  f/7m  and  tape. 


*v*vMw^ — 


m  FILMWAYS 


18   EAST  50TH   STREET,  NEW  YORK,  N.  Y.  PLaxa  1-2500 
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THE  HOUSE  THAT  LEO  BUILT 


CHICAGO,  ILL. 

1  he  biggest  bomb  in  the  history  of  midwest  advertising  ex- 
ploded last  December  on  the  15th  floor  of  Chicago's  gleaming 
Prudential  Building. 

From  the  streamlined  executive  offices  of  the  23-year-old 
Leo  Burnett  Co.  came  the  word,  "We've  passed  the  $100  million 
mark  in  billings  for  the  year." 

By  any  advertising  standards,  including  those  of  the  Madi- 
son Ave.  giants,  it  was  a  tremendous  achievement.  Only  seven 
other  agencies,  none  of  them  Chicago-based,  had  ever  hit  the 
charmed  $100  million  circle.  And  Leo  Burnett  had  done  it  in 
a  way  that  had  earned  the  respect  and  admiration  of  profes- 
sional advertising  men  everywhere. 

With  820  people  (732  in  Chicago)  and  24  blue-chip  accounts 
including  such  outstanding  advertisers  as  Kellogg,  Philip  Morris, 
Chrysler  and  several  P&G  Brands,  the  Burnett  Co.  had  climaxed 
a  10-year  drive  that  had  seen  its  air  media  billings  alone  increase 
by  more  than  1,000' ,  (from  $4.8  million  in  1949  to  $57.1 
million  in  1958). 

Yet,  in  many  ways,  it  is  still  one  of  the  lea>t  known  of  the 
top-ranking  agencies.  Shy,  publicity-shunning  Leo  Burnett  is 
an  almost  legendary  figure,  even  in  Chicago  advertising  circles. 
Few  serious  studies  have  ever  explained  the  secrets  of  his 
success  or  his  agency's  phenomenal  rise. 

To  dig  out  these  secrets,  sponsor  recently  conducted  a  four 
week,  in-depth  study  of  the  Burnett  organization,  culminating 
with  a  two-hour  personal  interview  with  Leo  Burnett,  himself. 
We  are  proud  to  present  our  finding-  in  this  two-part  profile. 


A    2-PART   PROFILE 
OF   A  GREAT  AGENCY 

Part  I — The  Burnett  Character 
— The  personality  and  principles 
of  Michigan-born  Leo  Burnett 
who  once  wanted  to  he  a  reporter 
on  the  New  York  World,  hut  gave 
up  his  dreams  of  "Bagdad  on 
the  Subway"'  to  create,  in  his 
own  Midwest,  one  of  America's 
most  outstanding  agencies.  A  por- 
trait of  the  man  and  his  beliefs 
about    the    advertising    business. 


Part  II — The  Burnett  Organiza- 
tion— A  study  of  the  operating 
procedures  and  people  which  this 
unique  agency  has  developed 
during  its  dramatic  growth,  with 
special  emphasis  on  how  Burnett 
is  organized  to  handle  more  than 
SI. 000.000  weekly  in  Iv  business 
alone.  Also  an  explanation  of  the 
Burnett  Marketing  Services  Div. 
which  Combines  media,  market- 
ing   and    research    departments. 
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PART  I:  THE  BURNETT  CHARACTER 


WW  hen  we  started,"  says  Leo 
Burnett,  his  eyes  twinkling  behind  his 
bifocals,  "we  wanted  to  build  a  kind 
of  Chicago  Young  &  Rubicam." 

Perhaps  only  a  student  of  adver- 
tising history  will  recognize  how  re- 
vealing a  remark  that  was. 

Burnett  was  reminiscing  two  weeks 
ago  in  his  own  handsome  but  simply 
furnished  office  on  the  east  side  of 
Chicago's  Prudential  Building. 

Around  and  below  him,  five  and  a 
half  floors  of  Burnett  Co.  employees 
were  humming  and  buzzing  with  all 
the  complex  activities  of  a  great  mod- 
ern agency  which,  by  February  1959. 
had  achieved  a  unique  and  distinc- 
tive personality  of  its  own.  It  resem- 
bles no  other  shop. 

But  the  reference  to  Y&R's  influ- 
ence on  his  early  thinking  tells  you  a 
great  deal  about  the  man. 

Leo  Burnett  hung  out  his  shingle 
on  5  August,  1935.  At  that  time  Chi- 
cago advertising  was  in  the  doldrums, 
and   few   Chicago    agencies   had   na- 


tional stature.  Needham,  Louis  & 
Brorby,  founded  six  years  before,  was 
not  yet  well  known.  The  old  Lord  & 
Thomas  agency  obviously  missed  the 
genius  of  Claude  Hopkins.  Glenn 
Sample  and  Hill  Blackett  had  found 
a  formula  (coupons,  premiums  and 
daytime  radio)  which  seemed  to 
work.  But,  says  Burnett,  "We  decided 
that  wasn't  for  us." 

Meanwhile,  however,  back  in  New 
York  the  12-year-old  firm  at  285 
Madison  was  easily  the  most  exciting 
agency  in  the  advertising  business. 
Y&R,  itself  a  spiritual  descendant  of 
N.  W.  Ayer,  was  zooming  ahead  on 
the  strength  of  its  reputation  for 
bright  copy,  beautiful  and  dramatic 
artwork,  and  a  young  fresh,  and 
wholly  professional  approach  to  the 
challenging  new  medium  of  radio. 

When  Michigan-born  Leo  Burnett 
opened  his  small,  cramped  offices  in 
the  London  Guaranty  Building  in 
Chicago  (he  once  considered  starting 
in    New    York)    he   picked   the    best 


agency  examples  he  knew  to  emulate. 

This  drive  toward  quality  is  wholly 
characteristic.  Burnett's  most  often 
quoted  remark,  and  one  which  has 
given  birth  to  his  agency's  emblem 
(see  preceding  page)  is  "Reach  for 
the  stars.  Even  if  you  don't  catch 
one,  you  won't  come  up  with  a 
handful  of  mud  either." 

But  ambition  alone,  even  ambition 
toward  the  stars,  cannot  really  ex- 
plain the  Burnett  success.  You  must 
look  for  other  clues. 

You'll  find  one  perhaps  in  the  fa- 
mous Burnett  apples.  On  every  Bur- 
nett reception  room  desk  (six  in  Chi- 
cago, one  each  in  New  York,  Holly- 
wood, Detroit  and  Toronto)  there's 
a  bowl  of  bright  red  Washington 
State  apples. 

Last  year  the  Burnett  Co.  gave 
away  110,000  of  these  apples  to  visi- 
tors and  employees.  ("They  eat  the 
hell  out  of  them,"  says  Burnett.) 

The  apples  date  back  to  the  lean, 
depression-ridden  days  of  1935  when 
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Burnett  and  seven  associates  couldn't 
a  fiord  expensive  decorations  for  their 
ding\  offices  at  360  N.  Michigan. 

"But  we  liked  people.  We  wanted 
to  make  friends.  And.  because  there 
was  a  broad  streak  of  midwestern 
hospitality  in  the  hearts  of  the  found- 
ers, we  wanted  a  personal  trade-mark 
too." 

Ever  since  then  Burnett's  "red. 
ripe,  round,  firm,  fragrant,  apples*' 
have  been  an  agency  fixture.  They 
make  a  bright  splash  of  vivid  color 
against  the  cool,  clean,  beautifully 
modern  office  decorations.  And  this 
combination  of  up-to-the-minute  mod- 
ernity, and  warm,  friendly,  natural 
charm,  is  another  Burnett  character- 
istic. 

Put  down  hard  work  as  an  even 
more  important  ingredient  of  the 
Burnett  story.  Three  years  ago, 
speaking  before  a  4A  Convention, 
Burnett  outlined  his  philosophy  as 
"Steep  yourself  in  your  subject,  work 
like  hell  and  love,  honor  and  obey 
your  hunches." 

Burnett's  capacity  lor  endless  labor 
is  the  subject  ol  awed  advertising 
comment  around  Chicago.     It  is  ru- 


mored that  he  "takes  Christmas 
mornings  off"  but  there  are  main 
who  doubt  even  that.  And  this  utter 
disregard  of  nights,  weekends,  and 
holidays  extends  from  the  chairman 
of  the  board  down  through  to  all 
other  members  of  his  staff. 

"In  some  ways,  it's  nothing  but  a 
sweatshop,"  muttered  an  account  ex- 
ecutive at  a  competing  Chicago 
agency.  But  here  is  what  a  Burnett 
timebuyer  told  sponsor: 

"We  work  hard  and  long  hours,  of 
course.  But  somehow  there's  a  dif- 
ference. A  few  weeks  ago,  I  had  to 
go  into  the  office  on  Saturday.  When 
I  signed  in.  Mr.  Burnett  had  already 
signed  in  ahead  of  me.  He  had  not 
signed  out  when  I  left.  Sunday  I 
went  back,  and  there  was  his  name 
again,  right  at  the  top  ol  the  list. 
When  I  went  down  stairs  to  lunch,  he 
was  sitting  on  a  stool  at  the  counter, 
just  like  all  the  rest  ol  us.  You  don't 
mind  it  so  much,  when  you  know  the 
boss  is  working  that  way  too." 

Undoubtedly,  much  of  Burnett's 
drive  toward  incessant  labor  lies  in 
what  he  calls  "constructive  dissatis- 
faction."   He  believes  in  "keeping  at 


a  job,  doing  ii  over  and  ovei  again, 
it  necessary,  until  it  feels  right." 

But  an  even  more  -iunificant  rea- 
son is  his  attitude  toward  advertis- 
ing. "Only  Leo  can  say  what  his 
dreams  are,"  Draper  Daniels,  execu- 
tive v.p.  for  creative  services,  wrote 
to  SPONSOR,  "but  anyone  who  has 
ever  worked  with  him  knows  he  loves 
this  business." 

Burnett  himself  is  the  first  to  admit 
it.  "There  are  some  agency  heads 
we  both  know,"  he  told  us  with  a 
grin,  "who  hate  ads  and  hate  clients. 
But  I  don't.    I  love  the  whole  works." 

His  affection  for  advertising  in- 
cludes a  passionate  and  inquisitive  in- 
terest, unusual  in  an)  adman  let  alone 
the  head  of  a  great  agency,  in  every 
phase  of  the  business. 

In  the  course  of  a  two-hour  talk 
with  SPONSOR  he  mentioned  dozens  of 
names,  trends  and  incidents  including 
T.  F.  MacManus.  James  Young.  Niel- 
sen reports,  brainstorming.  Holly- 
wood producers.  Vance  Packard 
(with  whom  he  refused  to  debate),  a 
recent  trade-paper  profile  of  David 
Ogilvy,  Julian  Watkin's  "100  Best 
Advertisements,"   Chicago   as   a   cen- 
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LEO  BURNETT  COMPANY  BILLINGS 
IN  RADIO  AND  TV  ONLY 
lO-YEAR  PERIOD  1949-1958 


$57,100,000 


In  same  period 
total  Burnett 
billings  rose 
from  $18.3  to 
millions 


$42,000,000 
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ter  of  advertising  design,  the  new 
"■symbolic  techniques"'  in  foreign  tv 
commercials,  the  tendency  of  some 
"apparently  self-respecting  admen  to 
write  books  that  debase  the  business," 
and  the  testimonial  award  given  by 
Printers'  Ink  to  Rov  Larsen. 

"Leo's  an  eager  beaver,"  says  Bur- 
nett broadcast  executive  Bob  Brown 
admiringly,  "he  gets  into  everything." 

Yet  it  would  be  a  mistake  to  think 
of  him  as  a  dynamic,  supercharged 
executive  who  flashes  through  his  or- 
ganization, shooting  off  electric 
sparks. 

Outwardly.  Leo  Burnett  is  short. 
shy,  gentle,  almost  self-effacing.  It  is 
not  true,  as  one  awed,  but  puzzled, 
competitor  has  said  that  he  "looks 
like  somebody's  janitor."  But  it  is 
true  that  you  might  easily  miss  him 
in  a  crowd. 

He  moves  about  the  striking  mod- 
ern Burnett  offices  as  quietly  and  un- 
obtrusively as  the  humblest  of  hired 
help.  Even  his  own  people  don't  al- 
ways recognize  him. 

"You,"  demanded  a  haughty  recep- 
tionist recently.  "What's  your  name 
and  where  are  you  going?" 

Burnett  executives,  when  they  go 
from  one  to  another  of  the  six  Bur- 
nett floors  in  the  Prudential  Building, 
are  expected  to  check  out  at  the  re- 


ception desk — "Heath  to  14,  Greeley 
to  12,  Schaff  to  10,  etc."  But  the  boss 
had  forgotten. 

"My  name's  Burnett,"  he  said 
meekly.     "I'm  going  to  15." 

Only  a  faint  twinkle  betrayed  his 
amusement.  For  such  incidents  are 
part  and  parcel  to  the  Burnett  oper- 
ating philosophy. 

He  says,  "When  the  stuffing  in  any- 
one's shirt  begins  to  show  around 
here,  we  try  to  pull  it  out  so  that  he 
can  see  it  and  laugh  at  it  too.  We 
not  only  permit  people  to  let  off 
steam;  we  encourage  it,  and  nobody, 
including  the  man  whose  name  is  on 
the  door,  is  permitted  to  pull  rank  in 
a  stuffy  way." 

As  proof  of  this  likable,  but  all  too 
rare,  management  outlook,  he  cites 
this  incident  on  himself.  "I  remem- 
ber once  where  I  had  been  com- 
pletely devastating  and  a  little  ex- 
treme in  criticizing  every  phase  of  a 
campaign  submitted  to  the  plans 
board.  When  I  had  finished  my  dia- 
tribe, a  quiet  voice  asked,  "And  out- 
side of  that,  Mrs.  Lincoln,  how  did 
you  enjoy  the  play?"  I  am  afraid  I 
would  have  liked  to  have  kept  from 
joining  the  laugh  that  followed  but  I 
couldn't." 

This  insistence  on  a  spirit  of  fun 
in  his  agency  is  a  cornerstone  of  Bur- 
nett's theories  of  advertising  crea- 
tivity. "Ideas  flourish  best  in  a  shop 
that  has  it,"  he  says.  "When  we  pro- 
duce ads  or  commercials — even  when 
we  produce  weighty  documents — we 
are  never  quite  happy  unless  we  be- 
lieve they  are  fun  to  read,  to  look  at, 
or  to  listen  to." 

Over  the  years  the  Burnett  Co.  has 
built  a  sizable  reputation  for  its  crea- 
tive output.  In  tv  and  radio  Burnett 
refers  with  special  pride  to  the  new 
Kellogg  Good  Morning  song,  the  new 
Pillsbury     Baking    song,     tne    prize 


&5 

the 
song    as    well,    of 
famous   Marlboro 


winning  iced  tea 
course,  as  to  the 
jingle. 

Creativity  for  Leo  Burnett  is  the 
heart  and  guts  of  the  advertising 
business.  To  him  an  advertising 
agency's  "only  excuse  for  being"  lies 
in  these  areas:  "Defining  the  prob- 
lems that  advertising  can  help  solve, 

DeWitt  O'Kieffe,  senior  v.p.  surveys 
the  famed  Burnett  apples.  O'Kieffe,  a 
founder  of  agency,  was  "our  earliest 
crusader    for    tv,"    says    Leo    Burnett 


doing  the  planning,  executing  the 
strategy  and  finally,  and  most  impor- 
tantly turning  out  the  ads.  (By  ads  I 
mean  tv  and  radio  commercials  and  ' 
outdoor  posters,  as  well  as  magazine 
and  newspaper  advertisements.)" 

Furthermore,  Burnett  adds,  "no- 
body ever  gets  too  important  around 
here  to  devote  himself  to  this  part  of 
the  work." 

Two  questions  which  have  puzzled 
sponsor  (and  many  other  advertis- 
ing men)  are:  What  exactly  is  Bur- 
nett's own  involvement  in  the  agen- 
cy's creative  operation?  And  how 
has  he  managed  to  solve  the  organi- 
zation problems  of  a  big  agency  so 
that  he  can  devote  time  to  creative 
work? 

The  second  article  in  this  series 
will  detail  the  unique  and  wholly  dis- 
tinctive Burnett  organizational  set-up, 
and  the  operations  of  its  plans  board 
and  creative  review  committee. 

As  to  Burnett's  own  role,  here  is 
what  he  says:  "One  of  our  people 
once  described  me  as  the  burr  in 
everyone's  swivel  chair.  I  prefer  to 
think  of  myself,  in  more  polite  terms, 
as  a  catalyst." 

Actually,  as  chairman  of  the  board, 
Burnett  receives  advance  notices  of 
all  plans  board  and  creative  commit- 
tee meetings,  and  sits  in  on  as  many 
of  them  as  he  can. 

"What,"  sponsor  asked  him,  "are 
the  qualifications  for  a  good  agency 


creative    man 


? 


H 


ow 


do 


you 


find 


them?    How  do  you  train  them?" 

Burnett  says,  "Over  the  last  25 
years  I've  known  a  number  of  highly 
successful  creative  men  in  our  field. 
If  there's  any  one  common  denomi- 
nator I've  observed  in  them,  it's  the 
quality  of  passionate  curiosity  about 
all  sorts  of  things.  This  curiosity  ex- 
presses itself  wherever  their  activities 
take  them — whether  it  is  a  country 
auction  or  the  Metropolitan  opera, 
the  corner  drug  store  or  a  World 
Series,  a  service  station  or  a  political 
convention. 

"In  looking  for  creative  people  I'm 
always  most  interested  in  those  who 
have  an  almost  naive  curiosity  about 
life." 

This  same  passionate  almost  naive 
curiosity  about  life  is  obviously  a 
characteristic  of  Burnett  himself. 

He  was  born  in  St.  Johns,  Michi- 
gan, a  town  of  less  than  5,000,  located 
(Please  turn  to  page  76) 


sponsor 


28    FEBRUARY    1959 


Hat  doffer  to  hypoed  soft  goods  budgets  is  Ted  Kaufman,  v.p.-a.e..  Grey  agency,  N.  Y.,  with   18  such  clients 
PART  TWO  OF  A  TWO-PART  STORY 

SOFT  GOODS:  dark  horse  ad  entry 


^    Thinkers  and  doers  in  soft  goods  are  putting  bud- 
gets into  television  and  radio,  learning  new  formulae 

^     Broadcast  media  focus  at  local  retail  level,  serve  many 
masters  in  the  complexities  of  soft  goods  merchandising 


Part  /,  in  this  two-part  series  on  the 
$20  billion  soft  goods  industry,  out- 
lined the  marketing  background  to 
advertising  innovations  and  to  the 
increasing  use  of  broadcast  media. 
Part  II  continues  with  how  some  of 
the  most  progressive  companies  in  the 
soft  goods  field  are  using  tv  and for 
radio  to  sell  their  complicated  con- 
cepts to  a  confused  consumer. 

I  he  springtime  harbinger  of  in- 
creasing revenue  from  the  soft  goods 
Industry  for  the  broadcast  media   is 


the  complete  immersion  of  two  giant 
companies — I.  B.  Kleinert  Rubber 
Co.  (foundation  garments  as  well  as 
other  products  I  and  Van  Heusen 
shirts.  Each  of  these  leaders  in  its 
own  soft  goods  bailiwick  is  allotting 
100'  i  of  its  spring  budget  to  tv. 
These  are  unusual  and  unorthodox 
moves  for  soft  goods  people,  to  state 
it  conservatively.  Part  I  in  this  two- 
part  series  gave  some  of  the  reasons 
for  the  recalcitrance  of  soft  goods 
companies  in  ill  using  any  advertis- 
ing and    (2)    usin»   broadcast   media. 


SPONSOR 


28    FEBRUARY    1959 


Hut  both  Kleinert  and  Nan  Heusen 
have  a  historj  of  progressiveness  and 
exploration,  and  the\  have  an  agency 
— Grey  Advertising  which  is  strong 
on  the  exercise  called  b\  the  unknow- 
ing as  "getting  out  on  a  limb.  " 

Gre\  knows  better.  It  figures  it's 
betting  on  a  next-to-sure  thing  in  rec- 
ommending broadcast  for  its  -,,|| 
goods  clients.  I  \t  current  count,  there 
are  Hi  companies  and  2>  soft  goods 
products  in  the  house.  I  Kleiner  I  is 
breaking  more  with  tradition  than 
Nan  Heusen  ill  plumping  its  entire 
spring  budget  into  t\  since  it  ju-t  re- 
cent!) switched  from  print.  It  wants 
to  reach  women  with  two  da)  lime  net- 
work t\  shows  —  Truth  or  Conse- 
quences and  County  Fair  on  NBC 
TV  to  persuade  ladies  to  bu)  Klein- 
ert products. 

Kleinert  backs  its  network  effort 
with  spot,  buying  in  cycle  periods  to 
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TV/RADIO  ARE  EXCITING  NEW  AD  LURES 


Photo  oourtesy  of:  U.   S,   Broadcast  Checking  Corp. 

FILM   CLIPS  from   Du   Pon+'s   Show  of  the   Month    (CBS  TV)    mark    longest  soft   goods   commercial    in   history:   nine   min- 
utes -for  Orion,  Dacron,  nylon.    But  big  and  small   companies   alike  are  checking  into  broadcast.    Here  are  some  reasons  why: 

1.  KNOWLEDCE  OF  NEW  MEDIA  has  been  a  big  stumbling  block.   Soft  goods  people,  steeped  in 
print  and  folloiving  retailers'  lead,  are  growing  up  and  learning  of  tv /radio  application,  workability. 

2.  MASS    DISTRIBUTION    is  still  unrealized  among  most  soft  goods.    As  brands  move  into  more 
stores  in  more  markets,  clients  have  increased  nesd  for  mass  audiences  which  tv  and  radio  deliver. 

3.  THE  WOMEN'S  MARKET  and  its  devotion  to  broadcast  media  is  big  sales  point.    Women  are 
the  prime  sales  target  of  all  soft  goods  manufacturers,  fabricators  and  retailers — and  for  mens  wear,  too. 

4.  LOCAL-LEVEL    MERCHANDISING   is   being  understood  and  used  more  effectively  by  tv  and 
radio  people.    They  work  in  stores,  with  manufacturers  in  promotional  events,  with  national  agencies. 

5.  DEMONSTRATION    is   the   biggest  advantage  buyers  see  in  use  of  tv.    A  static  newspaper  ad 
comes  to  life,  gains  identification  in  actual  use.  Future  hope:  color  tv  for  added  dimension,  persuasion. 
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match  sales  peaks  for  an  18-week  pre- 
summer  push.  Summer  schedules 
drop  off  as  the  client  plans  for  a  fall 
selling  period  of  eight  to  nine  weeks. 
One  marketing  angle  which  helps  de- 
termine spot  cycles:  women  are  more 
weight-  and  fashion-conscious  in  the 
spring,  more  concerned  about  their 
silhouette. 

Kleinert  and  Van  Heusen  shirts 
(Phillips-Jones  Corp.)  are  two  excep- 
tions to  the  unfortunate  industry  rule 
that  most  companies  just  aren't  big 
enough  to  spend  very  much  on  adver- 
tising, especially  on  tv.  Yet  Van 
Heusen  is  a  fine  example  of  a  small 
—but  early — starter  which  has  grown 
to  unusual  advertising  proportions. 
In  1942  it  was  spending  only  $43,000 
a  year  on  advertising  (but  that  was  a 


lot  of  money  for  that  type  of  company 
in  those  days).  Today,  after  using 
various  media  and  working  out  its 
own  advertising  formulae,  it  spends 
$21/4  million  on  advertising  with  tv 
getting  the  most  inviting  nod. 

Van  Heusen  started  its  tv  selling 
with  simple  wash-and-wear  demon- 
strations of  its  men's  shirts,  hammer- 
ing at  this  theme  for  two  years.  The 
result :  Last  year  it  was  the  only  one 
of  the  top  three  shirt-makers  to  show 
an  increase  in  sales  and  profit.  The 
one  major  mark  of  difference  among 
the  three  which  the  agency  saw  was 
that  Van  Heusen  had  put  its  print 
budget  into  tv.  It  took  "smart  man- 
agement to  go  along  with  the  agency 
recommendation  for  tv  and  to  fly  in 
the  face  of  tradition,"  says  Ted  Kauf- 


man, vice  president  and  account 
supervisor  on  Van  Heusen  and  14 
other   soft   goods   accounts   at   Grey. 

Smart  management  is  on  the  rise 
among  soft  goods  companies — among 
the  firms  which  make  an  end  prod- 
uct as  well  as  those  which  manu- 
facture a  component  or  those  which 
sell  an  idea  and  have  a  big  educa- 
tional job  to  do  with  the  consumer. 
The  problems  are  manifold:  manu- 
facturers are  caught  in  the  double 
squeeze  of  motivating  retailers  as 
well  as  consumers  to  buying  action. 
Many  others — the  companies  which 
process  fabrics  or  patent  a  finish  or 
promote  a  special  label — have  as 
many  as  six  levels  to  motivate. 

Such  broadcast  industry  groups  as 
the  Television  Bureau  of  Advertising 
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work  to  interpret  the  pluses  and 
uses  of  broadcast  media  to  people 
who  know  all  too  little  about  them. 
TvB,  for  example,  sent  Vice  President 
Howard  Abrahams  early  this  month 
to  talk  to  retail  sales  people  from  soft 
goods  departments  to  explain  the  new 
Kleinert  campaign  on  tv. 

His  specially-prepared  slide  presen- 
tation carried  to  the  counter  level  the 
impact  of  a  national  consumer  televi- 
sion campaign.  He  pinpointed  in  re- 
tailing terms  to  clerks  and  department 
heads  specific  ways  in  which  the  tv 
program  and  the  Kleinert  products 
would   be  merchandised  locally. 

This  is  the  key :  merchandising  a 
national  program  at  the  local  level. 
The  ultimate  person  who  must  be  in- 
fluenced is  the  consumer. 

This  customer  is  increasingly  the 
woman  and  she  responds  to  the  visual 
and  to  demonstrations.  This,  in  many 
a  client's  book,  adds  up  to  television. 

Soft  goods  people  know-  about  the 
psychology  of  the  woman.  They  apply 
this  psychology  to  soft  goods  mer- 
chandising and  to  advertising.  The 
backbone  of  soft  goods  is,  of  course, 
textiles  and  fabrics. 

Yet  highly  intangible  factors  far 
apart  from  advertising's  tangibles 
enter  into  the  selection  of  fabrics  and 
the  apparel  from  which  they  are 
made.  The  consumer,  and  the  woman, 
especially,  bases  her  selection  on  such 
intangibles    as   color,   silhouette   and 


the   fabric   feel,    fashion   and   design. 

In  a  rush  to  convince  the  buyer 
that  an  end  product  has  all  virtues  of 
fashion,  integrity,  authorit)  and  taste, 
manufacturers  have  flooded  the  mar- 
ket with  thousands  of  labels.  The 
label  is  an  indisputable  asset  as  the 
focal  point  for  these  qualities.  But 
with  the  multiplicity  of  labels  accom- 
panying many  mysterious  innovations 
in  soft  goods,  the  consumer  is  con- 
fused by  the  promotional  clamor. 

Admen's  arguments  center  on  the 
i.eed  for  these  labels  to  be  nationally 
advertised  and  to  be  promoted  in- 
tensively, not  just  sewed  into  a  jacket. 

Their  theory:  build  confidence  by 
advertising  which,  in  turn,  encourages 
a  manufacturer  (in  a  typical  case)  to 
put  a  fabric  label  in  the  coat  he 
makes,  to  persuade  a  customer  to 
look  for  this  fabric  label  when  she's 
making  this  purchase. 

The  biggest  soft  goods  advertiser 
on  television,  and  one  which  stresses 
its  entire  corporate  image  as  well  as 
its  specific  soft  goods  applications, 
is  Du  Pont.  A  heavy  user  of  network 
and  spot  television  and  occasional 
spot  radio  campaigns,  this  giant 
company  which  sets  the  pace  for  the 
entire  soft  goods  industry  is  spending 
an  estimated  $5  million  annually  on 
broadcast  media. 

Its  biggest  investment:  four  net- 
work shows — Show  of  the  Month  on 
CBS   TV,   primarily    concerned   with 


corporate  advertising  :  I  he  Steve  Allen 
Show  and  Dave  Garroway's  Today 
on  NBC  TV,  and  Douglas  Edwards 
and  the  News  on  CBS  TV.  The  last 
three  are  exclusively  concerned  with 
fibers.  Institutional  mentions  give 
way  frequently  to  specific  mentions 
of  its  registered  trademarks,  "nylon," 
"Dacron"  and  "Orion.  "  which  are 
serviced  by  a  textile  division  separate 
from  other  Du  Pont  parent  company 
units. 

The  network  reaches  all  segments 
of  the  audience  in  all  major-market 
areas.  With  participations  in  some 
of  the  Steve  Allen  Show  (Sunday,  8 
to  9  p.m.),  Du  Pont  uses  some  160 
stations  on  a  contract  which  expires 
in  April.  Its  140-plus  participations 
on  Today  are  scheduled  to  continue 
through  December  on  126  stations  as 
is  the  Douglas  Edwards  program  on 
160  CBS  stations  I  sponsored  on  alter- 
nate Tuesdays ) .  The  biggest  effort, 
the  Show  of  the  Month,  may  well  be 
renewed. 

Du  Pont  is  pace-setting  in  the 
broadcast  media  at  a  time  when  the 
soft  goods  industry  "is  very  large  and 
many-sided  and  also  in  the  middle  of 
a  changing  period."  These  are  the 
words  of  Jock  Elliott,  v.p.  of  BBDO 
and  management  supervisor  on  the 
several  Du  Pont  divisions. 

He  points  to  the  post-war  growth 
of  synthetics,  especially,  which  started 
( Please  turn  to  page  86) 
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SPOT  TV/ RADIO  CONVEYS  HARD-TO-SELL  IDEAS 


Milium 


® 


METAL-INSULATED  LINING 
FOR  ALL-WEATHER  COMFORT 


SPOT  TV  AND  RADIO  TACKLE  diverse  problems  of  (above,  I  to  r)  Syl-Mer,  a  silicone  finish  for  fabrics;  Milium, 
a  lining  patent;  Cannon  sheets  and  towels.  Copy  and  buying  tactics  differ  according  to  need  of  a  component  (Syl-Mer,  Mil- 
ium) or  end  product  (Cannon),  but  all  promote  a  label.    Each  needs  to  reach  the  consumer  though  only  last  is  bought  directly 
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WOMAN'S    INFLUENCE   in 

small-car   buying    is   growing   fast. 
Renault,   shown    here,   has   found   that 
ladies  must  be  considered   importantly 
in    media    selection 


Why  small  cars  will  buy  radio/tv 


^    Families — not  buffs — are  what  make  the  small-car 
market  worthwhile,  Renault  has  found  out  in  the  West 

^    So  it  has  put  the  major  part  of  its  $475,000  budget 
into  air  media  to  get  balanced  male-female  attention 


of  Renault  on  the  West  Coast.  What 
makes  these  all  the  more  valuable  is 
that  Renault  is  a  foreign-built  job, 
hence  is  bucking  some  difficulties  that 
American  makers  presumably  won't 
have.  But  even  under  these  somewhat 
unique — indeed  exaggerated — condi- 
tions, Renault  soon  learned  from 
research  and  experience  that: 

•  The  small  car  no  longer  is  a  toy 


obody  doubts  that  U.  S.  motor- 
makers  are  going  to  bring  out  so- 
called  small  cars.  (Talk  this  week 
pointed  to  the  coming  fall). 

So,  as  the  exact  date  grows  closer, 
the  big  question  naturallv  is:  What 
sort  of  people  will  buy  such  cars  and 
how  do  you  appeal  to  them? 

On  this  score,  you  can  get  some 
important  clues  from  the  experience 
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for  grown-up  boys  or  a  plaything  for 
fan-type  enthusiasts. 

•  Thus  the  use  of  an  image  that 
emphasizes  "pretty  machinery"  limits 
the  market  and  obscures  individual 
identity.  The  appeal  must  be  broader. 

•  Women  are  beginning  to  have  a 
strong  voice  in  the  selection  of  small 
cars,  hence  the  choice  of  media  must 
take  that  into  consideration. 

When  Tilds  &  Cantz,  Los  Angeles, 
took  on  the  Renault  Dauphine  for 
John  Green  Corp.  (distributors  in 
California.  Arizona,  Nevada,  Utah) 
the  aim  was  to  reach  the  runaway 
leader.  Volkswagen,  by  1960.  For  a 
starter,  the  agency  had  a  $275,000 
budget,  national  magazine  and  hill- 
board  support  from  the  national 
agency   (Needham.  Louis  &  Brorby) 
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and  sales  of  roughly  4.600  in  1957. 
Initial  research  into  the  purchasing 
habits  of  car  buyers  I  in  general  and 
for  imported  cars)  showed: 

•  The  great  majority  of  passenger 
car  purchases  are  influenced  by 
women.  (Unlike  the  leader — Volks- 
wagen— Renault  had  no  trucks  and 
no  station  wagons  to  sell.  It  had  a 
small  four-passenger  car — what  in  a 
larger  model  would  he  designated  as 
a  standard  "family  car."  I 

•  These  are  the  reasons  people  buy 
imported  cars:  40' '<  because  of  lower 
operating  cost.  309?  Ior  general  econ- 
oin\ .  20'  <  for  lower  initial  cost.  10% 
for  smaller  size  of  the  car  itself. 

•  Some  36' <■  of  imported  car  sales 
are  to  people  hetween  25  and  34 — an 
age  group  that  accounted  for  only 
19$   of  1957  domestic  car  purchases. 

Based  on  such  findings,  the  follow- 
ing approaches  seemed  best  to  the 
agenc\ : 

(1)  A  halanced  male-female  em- 
phasis in  copy 

(2)  A  combination  economy  and 
luxury  image 

(3)  Accenting  youthful  angles 

(4)  Avoiding  the  "poor  man's 
car"  stigma 

In  what  medium  or  media  could 
these  points  best  be  conveyed? 

The  male-female  emphasis  dictated 
media  that  women  give  attention  to. 
Any  endorsements  of  the  car  would  be 
more  emphatic  if  heard;  whereas  the 
car  itself — to  be  associated  with  lux- 
ury and  good  taste — had  to  be  seen 
in  these  settings. 

Stress  on  a  balanced  audio-visual 
approach  was  considered  vital.  So 
Tilds  &  Cantz — to  achieve  the  balance 
and  stay  within  the  $275,000  budget 
— planned  26  weeks  of  radio  and 
newspapers,  followed  by  26  weeks  of 
t\ .  The  budget  split  was  radio,  40%  ; 
newspapers  20%;  tv  40%. 

The  radio  spots  (60-second)  had  a 
musical  opening,  beginning  with  a 
slow,  elegant  motif,  moving  into  an 
upbeat,  and  ending  with  a  slower 
tempo.  A  man-woman  pitch  follows 
and  is  differentiated  by  multiple 
voices. 

"This  double  approach  also  asso- 
ciates the  individual  with  the  car," 
says  Cantz.  "Most  small  car  adver- 
tisers fail  to  bring  the  consumer  into 
the  picture  for  a  product  that  is  not 
a  household   word   to   most  people." 

Fifteen-minute  sports  and  news- 
casts were  emphasized  in  a  26-week 
radio-newspaper  cycle  which  began 
1  January  1958  in  Los  Angeles  and 
San  Francisco. 

In  a  special  radio  promotion  dur- 


ing the  first  13  weeks  of  the  26-week 
cycle,  economy  got  special  stress.  This 
involved  a  $25,000  teacup  derby,  a 
promotion  Renault  conducted  in  sev- 
eral markets  (see  illustration  below). 
The  gimmick  —  "How  far  can  you 
drive  a  Renault  Dauphine  on  one  tea- 
cup of  gasoline? — was  promoted  on 
Roy    Storey's   KNX   sports   program. 

Sixty  dealers  were  tied  in.  Each 
awarded  separate  prizes  every  two 
weeks  on  the  13  to  the  contestant 
traveling  farthest  over  a  prescribed 
route.  Winners  became  eligible  to 
compete  in  the  "Grand  Teacup  Der- 
b\ "  and  win  one  of  eight  all-expense 
paid  Paris  vacations. 

After  the  first  26  weeks.  Renault 
switched  to  tv. 

Lush  settings  were  emphasized  in 
the  tv  spots,  allied  with  other  symbols 
of  elegance.  By  itself.  Cantz  empha- 
sizes, the  Dauphine  could  be  just  an- 
other foreign  car.  but  put  it  with 
recognized  social  symbols  (the  rear 
fin  of  a  Cadillac  was  one,  a  woman  in 
pearls  and  mink,  a  French  poodle  I 
and  the  Dauphine  itself  becomes  a 
symbol  of  elegance.  Like  the  radio 
spots,  all  tv  spots  were  60-second.  Tv 
carried  the  entire  freight  for  the 
balance  of  1958. 

According  to  Cantz.  Renault  ended 
1958  with  sales  up  three  times  over 
the  previous  year — and  would  have 
been  even  greater  if  the  dealers  had 
been  able  to  meet  the  demand.  The 
agency's  objective  was  to  reach  Volks- 
wagen sales  by  I960.  Right  now,  two 
vears     ahead     of    schedule.     Renault 


claims  it  is  neck-and-neck  with  Volks- 
wagen's passenger  car  sales  in  Cali- 
fornia. The  actual  195!!  talk  i  Volks- 
wagen —  18,700 ;  Renault—  10,100) 
includes  Volkswagen's  truck  and  sta- 
tion wagon  sales.  I  Renault  plans  in- 
troduction of  a  station  wagon,  hard- 
top, and  convertible,  probably  this 
year.)  Nationally,  Volkswagen  and 
Renault  sales  in  1958  slack  up  102.001) 
to  47.500 — (the  Volkswagen  figure 
minus  its  trucks  and  station  wagons 
71.125i. 

Another  striking  California  note: 
Renault  achieved  fourth  position  in 
sale  of  oil  cars  in  California  in  1958. 
according  to  Donnettey's  Motor  Re- 
corder. 

Tilds  ^  Cantz  is  now  preparing  a 
campaign  for  Northwest.  Inc..  Ren- 
ault Dauphine  distributor  in  Wash- 
ington. Oregon.  Idaho.  Wyoming, 
Montana.  Alaska.  Budget;  S200.000. 

Strategv:  "The  same  procedure," 
according  to  Cantz.  "that  we  used  in 
California,  an  audio-visual  combina- 
tion of  radio-newspapers,  followed  by 
tv  alone."  Primary  differences:  three 
month    instead   of  six    month    c\cles. 

"In  the  Northwest."  he  says,  "we 
are  concentrating  primarily  on  the 
major  marketing  areas  since  the  bulk 
of  Renault  dealers  are  concentrated 
there.  Ultimately,  we  will  increase  our 
efforts  to  assist  smaller  dealers  with 
local  advertising  in  some  of  the  more 
remote  areas." 

At  present.  Renault  distributor  ad- 
vertising in  California  is  concentrated 
in  television.  ^ 


^n^SAULTDEALB.PRES^TS^OWS^TO^T  W. 


™ r  STOREY-TONIGHT  6  00  PM  ON  KNX  RADIO 


ECONOMY  was  emphasis  of  family-type  promotion  on  radio.    Tilds  &  Canti  acct.  supvr.  Marvin 
Cantz    (r)    and    sportscaster    Roy    Storey   view   trip-to-Paris    ticket    capping     13-week    promotion 
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Pace-setter  in  registering  with  1-rate  committee  is  Steve  Labunski,  gen.  mgr.,  WMCA,  N.  Y. 


IRATE  STATION   SUBSCRIBERS 

ALBANY 

WPTR 
BORGER,  TEX. 

KBBB 
BOSTON 

WEEI 

BUFFALO 

WEBR 
CHARLOTTE 

WBT 
CINCINNATI 

WKRC 
CHICAGO 

WBBM 

WMAQ 
DALLAS 

KBOX 
DAYTON 

WAVI 
DES  MOINES 

WHO 

•Registered  with  tile  Single  Kate   Committee  as  of   20   February   1959. 
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DETROIT 

OMAHA 

WXYZ 

KBON 

INDIANAPOLIS 

PEORIA 

WIRE 

WMBD 

LAKE  CITY,  FLA. 

PHILADELPHIA 

WGRO 

WCAU 

LOS  ANGELES 

PITTSBURGH 

KNX 

KQV 

KPOP 

ROCHESTER,  N.  Y 

MILWAUKEE 

WBBF 

WRIT 

ST.  LOUIS 

NEW   YORK 

KADY 

WABC 

KMOX 

WCBS 

KWK 

WMCA 

KXOK 

WOR 

WIL 

NORFOLK 

SAN    DIEGO 

WAVY 

KGB 

WCMS 

SAN  FRANCISCO 

WGH 

KCBS 

NORWICH 

SHREVEPORT 

WICH 

KBCL 
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^  Mounting  debate  of  one- 
rate  issue  leads  to  agency 
committee  to  compile  station 
roster  check   on   rate  claims 


^%lmost  everyone  in  the  station, 
agency  and  client  world  has  been 
talking  about  the  single-rate  situation 
— but  nobody  did  much  about  it 
until  this  week  when  a  group  of 
agency  executives  in  three  cities 
joined  forces  to  organize  an  industry 
"first" — the  Single   Rate  Committee. 

Working  on  a  completely  informal 
basis,  the  six-man  committee  parlayed 
much  broadcast  industry  confusion 
and  debate  into  a  firm  stand  in  favor 
of  stations  adopting  a  one-rate  policy. 

Headed  by  Warren  Bahr,  vice  pres- 
ident in  charge  of  media  at  Young  & 
Rubicam,  New  York,  the  committee 
includes  Paul  J.  Caravatt,  Jr.,  vice 
president  and  account  supervisor  at 
Ogilvy,  Benson  &  Mather,  New  York; 
Les  Farnath,  vice  president  in  charge 
of  media,  N.  W.  Ayer  &  Son,  Phila- 
delphia; Lee  Rich,  vice  president  in 
charge  of  media  for  Benton  &  Bowles, 
New  York;  Lloyd  Harriss,  vice  presi- 
dent of  Sullivan,  Stauffer,  Colwell  & 
Bayles,  New  York,  and  Tom  Wright, 
vice  president  in  charge  of  media  for 
Leo  Burnett  Co.,  Chicago. 

What  basically  bothers  everybody 
concerned  with  station  rates  is  the 
nasty  element  of  suspicion.  With  sev- 
eral rates  in  force  simultaneously, 
both  agencies  and  clients  often  won- 
der whether  they  are  getting  the  best 
possible  rate — indeed,  whether  hon- 
esty is  the  best  policy  at  all  in  such 
mixed-up  circumstances.  The  reps, 
for  their  part,  grimly  suspect  national 
spot  radio  itself  might  come  out  a 
heavy  loser  in  the  long  run  if  agen- 
cies are  constantly  forced  to  wonder 
whether  they're  getting  the  rate  to 
which  their  clients  are  entitled. 

Here,  broadly,  is  what  the  new,  in- 
formal committee  proposes  to  do: 
compile  a  list  of  stations  willing 
to  go  on  record  as  offering  national 
and  local  advertisers  the  same  rate, 
supervise    promotional    use    of    the 
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FORM  SINGLE-RATE  COMMITTEE 
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AGENCY   COMMITTEE    REPRESENTS    3   TOP    MARKETS 
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Single  Rale  Committee  is  headed  by  (1  to  rt  Warren  Bahr.  v.p.,  Y&R.  N.Y.,  with  Les  Farnath.  v. p..  \.  \\  .  Vyer,  Phila.; 
Lee  Rich,  v.p.,  Benton  &  Bowles,  N.Y.;  Tom  Wright,  v.p.,  Leo  Burnett,  Cgo.;  Lloyd  Harriss,  v.p.,  SSC&B,  N.Y.;  Paul  Cara- 
vatt  Jr.,  v.p..   OBM,  N.Y.  They  will  compile  list  of  stations  showing  one  rate  and  interested  in  using  a  promotional  seal 
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Single  Rate  Committee's  seal  (shown 
on  opposite  page)  and  check  evidence 
contending  that  stations  claiming  a 
single  rate  are  not  living  up  to  this 
commitment. 

Mr.  Bahr's  argument,  as  spokes- 
man for  the  committee,  is  "There  is 
no  justification  for  a  double  or  a 
multiple  rate.  We  believe  in  one 
rate  and  the  slogan  'Like  Rates  for 
Like    Services.'  '      This    slogan    has 


been  approved  by  the  committee  and 
is  now  incorporated  into  a  seal  de- 
signed to  be  used  promotionally  by 
qualified  stations  registering  as  one- 
raters  with  the  committee.  At  this 
point,  however,  the  problem  concerns 
radio  more  than  tv. 

Despite  Mr.  Bahr's  contention, 
many  stations  maintain  that  their 
local  situations  necessitate  double  or 
multiple  rates,  and  offer  considerable 


documentation  to  prove  their  points. 
(sponsor's  stand  in  behalf  of  one  rate 
— when  feasible,  with  due  considera- 
tion for  such  factors  as  markets,  facil- 
ities and  competition  is  reflected  in 
the  editorial    below.  I 

By  20  February.  38  radio  stations 
in  26  markets  had  registered  their 
single  rate  card  provisions  with  the 
committee    and    indicated    that    they 

{Article  continued  on  next  page) 
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EDITORIAL 


The   most  important  consideration 


jCMs  stated  previously,  SPONSOR  favors  a  sin- 
gle rate  wherever  local  conditions  permit.  The 
single-rate  concept  is  far  more  appropriate 
for  a  good  many  radio  stations  than  the  tra- 
ditional newspaper  -  oriented  multiple  rate 
system.  And  a  good  deal  more  palatable  to 
agencies  handling  national  clients. 

But  neither  sponsor,  nor  any  trade  publica- 
tion, has  the  right  to  tell  a  station  whether  it 
should  employ  a  single-rate  system,  a  double- 
rate  system,  or  a  quadruple-rate  system.  This 
is  an  individual  station  decision  that  must  take 
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in  such  factors  as  market,  competition,  custom 
and  facilities.  The  rate  decision  must,  of  neces- 
sity, be  strictly  a  station  decision. 

If  we  dont  presume  to  advise  a  station  it 
should  go  one-rate  or  not,  in  another  respect 
we  have  absolutely  no  doubt.  No  station — 
whether  single-rate  or  multiple — can  afford  to 
have  anything  but  a  rate  policy  that  is  crystal- 
clear  in  all  details.  Furthermore,  this  policy 
must  be  adhered  to  zealously.  Only  by  such 
meticulous  adherence  will  stations  command 
the  respect  of  the  men  who  foot  the  bills. 


iiiiiiiiiiiiiiiii 


41 


plan  t<>  u.-e  the  seal  a?  a  station  desig- 
nation in  various  promotional  ways. 
The  call  letters  of  these  outlets  appear 
in  the  box  on  page  40.  A  minimum 
number  of  radio  stations  now  offer 
such  a  single  rate  and  most  of  these 
seem  to  be  in  smaller  market  areas 
where  national  spot  business  has  little 
significance.  However.  New  York,  the 
nation's  top  market,  long  has  had 
a  single-rate  tradition  for  national 
and  local  advertisers. 

Opponents  of  the  single-rate  con- 
cept are  primarily  station  owners  and 
managers  in  markets  where  custom 
has  firmly  established  multiple  rate 
systems.  The  issues  proponents  are 
concentrated  in  the  ranks  of  agency 
media  people,  clients  and  (quietly) 
station  representatives,  plus  those  sta- 
tion executives  who  feel  that  the 
newspaper  system  of  retail  and  gen- 
eral rates  is  not  valid  for  air  media. 

Here's  what  opponents  of  the  single 
rate  say  in  asserting  their  need  for 
double  or  multiple  rates: 

Newspapers,  the  strongest  local- 
level  competition  to  stations,  have 
long  carried  a  variety  of  rates  on 
their  cards  for  special  classifications 
of  business.  This  is  where  the  tradi- 
tion of  charging  more  to  the  national 
advertiser  than  to  the  local  advertiser 
started  many  decades  ago. 

The  reasoning,  as  transposed  to 
the  broadcast  structure,  goes  like 
this:  Why  should  Pepsodent  (or  any 
other  nationally  distributed  product) 
pay  the  same  price  as  the  local  re- 
tailer when  the  former  sells  products 
in  400  outlets  to  the  local  business- 
man's one  outlet?  Carried  further,  this 
argument  in  behalf  of  a  lesser  rate  for 
a  local  concern  contends  the  local 
furrier  or  gasoline  station  draws  from 
a  smaller  share  of  the  market  than 
does  the  big  national  advertiser. 

In  the  case  of  a  power  station  with 
broad  coverage,  for  example,  a  pack- 
aged-item commercial  might  reach 
out  for  100  miles  in  all  directions — 
and  the  item  would  be  sold  through- 
out that  entire  area.  But  a  strictly 
local  merchant  in  the  center  of  the 
station's  home  market  logically  might 
pull  traffic  only  from  the  immediate 
metropolitan  area. 

Stations  in  favor  of  more  than  one 
rale  also  say  matter  of  factly:  If  we 
went  to  one  rate,  we'd  be  losing 
money  to  (1)  other  stations  that 
don't.  (2)  to  tv  and  newspapers — 
(Please  turn  to  page  82) 
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ADVERTISERS  "TAKE 
FIVE"  IN  SPOT  RADIO 

^    Trend  toward  5-minute  segments  is  growing  because 
of  entertainment  and  impact  possibilities  of  programing 

^    Ballantine,  Swift,  Carling  Beer  are  highlighting  this 
approach;    availabilities   often   are   a   problem,    though 


/According  to  RAB,  62.9%  of  spot 
radio  program  buys  currently  are 
five-minute  shows.  There  are  many 
reasons  for  this  growing  preference 
over  the  longer-than-15-minute  length 
(16.8%),  the  15-minute  (14.4%) 
and  the  10  (5.9%).  The  box  below 
summarizes  the  main  situation. 

NBC's  five-minute  segment  system 
on  Monitor  has  no  doubt  smoothed 
the  way  for  the  local  upsurge  in  this 
type  of  programing.  Alcoa  uses  five- 
minute  Monitor  segments  to  accom- 
modate its  national  and  regional  cus- 
tomers and  its  customers'  customers 
locally,  a  highly  complicated  project 


detailed  in  sponsor  (24  January  '59  I , 
Meantime  Esty  showed  its  faith  in 
the  idea  with  creation  of  a  five-minute 
show,  Campy's  Corner,  for  use  in  the 
New  York  City  and  Philadelphia 
markets  for  Ballantine  Beer.  Promo- 
tional values  (tie-ins,  appearances  by 
Campanella)  are  the  chief  benefits  of 
the  show,  says  Frank  Mahon,  Esty 
media  supervisor  for  Ballantine — out- 
weighing somewhat  higher  produc- 
tion costs. 

On  another  front,  Swift  has  been 
experimenting  with  five-minute  pro- 
graming in  Canada  for  over  a  year. 
The  Swift  Canadian  Co.,  Ltd.  has  a 


CHECK  LIST  FOR  5-MIN.  SPOT  BUYS 

I .  COSTS :  Three  5-minute  spots  time-wise  usually  will 
eost  roughly  the  same  as  two  one-minute  spots.  Program 
costs,   of   course,   will   have   to    be   considered   separately. 


2.  COMMERCIAL  ADVANTAGES:  You  can  work  as 
many  as  five  commercials  into  five  minutes.  Carling,  for 
instance,  uses  opening,  close,  two  jingles,  a  35-sec.  pitch. 


3.  IMPACT  ADVANTAGES:  Carling  found  loss  of 
frequency  was  outweighed  by  sponsor  identification. 
Ballantine   likes   promotional   values,    Swift   co-op   iie-ins. 


4.  STATION  ATTITUDE:  Some  stations  considered 
5-minute  programing  a  nuisance,  Carling  learned;  but 
mail  response  ended  doubts,  brought  greater  promotion. 
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Photo  courtesy  i>f  Lift   Magazine 
Entertainment  impact,  such  as  this  park-bench  pickup  by  Allen  Funt.  is  possible  in  5-minute  programs,  is  one  reason  for  growing  favor 


program  called  Money  Man  on  84 
stations  in  English  and  French.  A 
write-in  quiz  show,  it  draws  such 
large  mail  response  and  proof  of  pur- 
chase that  this  week  a  200-store  gro- 
cery chain  in  Ontario  is  tying  in 
with  a  Money  Man  Week  promotion. 
Now  Carling  Brewing  Co.  is  break- 
ing fresh  ground  with  this  type  of 
programing  with  a  33-station  buy  in 
New  England  for  its  Black  Label 
Beer  that  shows  the  range  of  this 
type  of  presentation.  It  started  as  an 
experiment  in  four  markets  the  first 
week  of  last   October. 

The  company  bought  a  five-minute 
version  of  a  long-time  radio  staple, 
Allen  Funt's  Candid  Mike  from  Harrv 
S.  Goodman,  New  York,  distributor 
of  the  show.  "We  were  looking  for 
something  that  would  make  Carling 
tand  out  from  other  beer  brand 
names,"  says  regional  ad  manager 
Bob  Thomas.  "We  felt  this  could  be 
:lone  by  finding  something  people 
would  listen  to  attentively.  We  wanted 
:o  combine  the  large  audience  pro- 
ided  by  d.j.'s  and  the  attentiveness 
roduced  by  soap  opera-type  pro- 
graming," he  says. 

'Whether  an  off-beat  type  of  show 


would  command  this  attention  was 
another  thing  we  had  to  check  close- 
ly," Thomas  points  out. 

Since  identification  was  the  chief 
reason  for  going  to  the  five-minute 
format.  Carling  and  its  New  England 
agency,  Harold  Cabot  &  Co..  worked 
out  a  pattern  that  would  give  Carling 
five  commercial  spots  in  the  time 
period.  A  custom-made  opening  by 
Funt  was  followed  by  a  20-second 
jingle  I  Carling's  familiar  "Hey, 
Mabel"  I  the  body  of  the  show  was 
followed  by  another  20-second  "Hey, 
Mabel"  jingle,  a  custom  Funt  closing, 
and  35  seconds  of  straight  commer- 
cial by  the  local  announcer. 

Carling  pulled  a  number  of  spot 
announcements  in  the  four  markets, 
and  instead  scheduled  Candid  Mike 
from  15  to  24  times  weekly  on 
WFAU.  Augusta.  WKCB,  Berlin. 
WAAB.  Worcester,  and  WATR. 
Waterbury. 

Shows  were  placed  on  a  run-of- 
schedule  basis  in  three  time  periods: 
7:30-9  a.m..  11:30  a.m.-l  :30  p.m.. 
and  4:35-5:55  p.m. 

Stations  were  lukewarm.  Carlim; 
admen  say.  Some  considered  the 
off-beat  nature  of  the  program   (zan\ 
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interviews  with  unsuspecting  victims) 

a  schedule  interruption. 

Richard  P.  McK.ee,  president  of 
McKee  Broadcasting,  says  flatly,  "The 
personnel  at  WKCB  thought  the  idea 
was  completelv  ridiculous  and  that 
the  program  would  be  a  total  and 
complete  failure.  This  feeling  held 
even  with  the  first  couple  of  broad- 
casts." But  his  view,  and  others  . 
soon  changed. 

The  stations  were  watching  reac- 
tion as  closely  as  Carling.  Mail  re- 
sponse came  quickly,  and  two  things 
were  noted: 

•  Address  usualU  specified  the 
sponsor:     Carling  s  Candid  Mike. 

•  No.  1  reaction:  request  for  a 
schedule  of  programs. 

This  last  point  has  a  good  effect: 
it  produced  another  "■impact  for 
Carling — a  reminder  b\  main  sta- 
tions at  the  end  of  the  show  about  it- 
next  scheduling  during  the  day. 

The  test  ended  the  latter  part  ol 
December.  On  5  January,  Carling 
pulled  its  spots  in  other  markets  and 
placed  the  show  on  33  stations 
throughout  New  England.  The  buys 
were  on  the  same  basis  and  at  the 
(Please  turn  to  page  84  I 


43 


SUMMARY  OF    A    SPONSOR    SERIES 


SPONSOR'S 

$500  MILLION 

PLAN  FOR 

SPOT  RADIO 


Can  spot  radio  meet  the 
$500  million  challenge? 

SPONSOR  plan  for  tripling  national  spot  business 
in   five  years   demands   a   new  type   of  industry   effort 

Goal  is  possible  if  stations,  representatives  and  trade 
groups  can  stop  squabbling  and  work  closely  together 


iPiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiM 

HIGHLIGHTS   OF   NEW  $500 
MILLION    PLAN    FOR   SPOT  RADIO 

A  NEW  SALES  GOAL:  In  1958  national  adver- 
tisers spent  less  than  $190  million  in  spot  radio,  sponsor 
believes  that  the  medium's  true  potential  is  three  times  this 
amount  and  suggests  setting  as  an  industry  sales  goal  a 
minimum  of  9%  of  national  appropriations  by  1963. 

A  NEW  COMPETITIVE  APPROACH:  Con, 
fusion  about  its  real  competition  is  hampering  spot  radio's 
growth.  Instead  of  wasting  its  energy  in  intra-industry 
fights,  radio  spot  must  concentrate  on  taking  business  from 
its  "Big  Three"  opponents — newspapers,  spot  tv,  outdoor. 

A  NEW  SIX-WAY  HOUSECLEANING:     To 

compete  as  a  powerful  national  medium,  spot  radio  must 
clean  up  six  practices  which  irritate  advertisers:  needless 
paper  work,  confusing  rate  cards,  national-local  rate  in- 
justices, cutthroat  selling,  and  ignorance  of  local  markets. 

A  NEW  PRESTIGE  IMAGE:  Only  by  rebuild- 
ing its  reputation  and  prestige  can  spot  radio  emerge  as  a 
primary  medium.  SPONSOR  suggests  that  radio  must  be- 
come knoivn  as  "America's  No.  1  Community  Medium." 
It  can  do  this  when  it  outdoes  newspapers  and  tv  in  news, 
editorializing,  service,  and  local  public  affairs. 

A  NEW  TYPE  OF  SPOT  SELLING:  Many 
current  sales  practices  are  impeding  spot  radio  progress. 
sponsor  proposes  a  new  type  of  selling  which:  promotes 
radio  as  a  medium,  concentrates  on  real  competition,  elimi- 
nates tricks  and  gadgets,  builds  the  "community  image," 
and  contains  new  ideas  for  spot  radio  use  by  advertisers. 
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^Juring  the  past  five  weeks  SPONSOR 
has  presented  in  a  series  of  weekly 
installments  its  new  $500  Million 
Plan  for  the  spot  radio  industry. 

Judging  by  the  letters,  phone  calls 
and  telegrams  we  have  received  from 
station  men  and  station  representa- 
tives in  all  parts  of  the  country,  the 
$500  Million  Plan  has  attracted  wide 
industry  comment.  (For  a  sample  of 
these  letters  see  the  49th  &  Madison 
column  on  page  22.) 

Not  all  of  our  correspondents  have 
agreed  completely  with  sponsor's  an- 
alysis of  spot  radio's  problems  or 
with  the  methods  which  we  have  sug- 
gested for  building  the  medium  to  its 
proper  place  in  the  national  adver- 
tising picture. 

Duncan  Mounsey,  general  manager 
of  WPTR,  Albany,  N.  Y.,  for  exam- 
ple feels  strongly  that  "responsibility 
for  effecting  the  reforms  suggested  is 
a  joint  one  for  the  agencies  and  the 
stations." 

A  number  of  station  sales  execu- 
tives such  as  W.  I.  Orr  of  WBNS, 
Columbus,  Ohio,  believes  that  the 
complaint  that  radio  spot  "requires 
too  much  paper  work,"  does  not  ap- 
ply to  their  own  operations  which, 
they  point  out.  have  been  streamlined 
to  an  effective  degree. 

Such  letters,  however,  serve  only 
to  highlight,  in  sponsor's  opinion, 
the  magnitude  of  the  spot  radio  prob- 
lem. 

It  is  quite  true  that  a  number  of 
individual  stations  have  succeeded  in 
eliminating  many  of  the  wasteful  and 
inefficient  practices  which  are  imped- 
ing spot  radio  progress. 

It  is  also  true  that  a  number  of 
outstanding    station    representative 
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firms  have  instituted  major  reforms 
designed  to  improve  spot  radio's  pres- 
tige and  salabilitv. 

But  what  is  true  for  the  few  is  not. 
unfortunately,  true  for  the  industry 
as  a  whole.  And  therein  lies  the  chal- 
lenge. 

Undoubtedly  the  higgest  problem 
which  spot  radio  must  face  is  that  it 
is  an  industry  of  "rugged  individual- 
ists." 

Spot  radio  as  a  medium  demands  a 
concerted,  all-out  drive  to  rebuild  its 
position  with  national  advertisers. 

But  spot  radio  as  a  business,  tends 
to  fly  apart,  to  decentralize  into  hun- 
dreds of  inside-the-industry  fights — 
with  stations  pitted  against  stations, 
representatives  against  representa- 
tives, and  both  stations  and  represen- 
tatives waging  war  on  the  networks. 

sponsor's  $500  Million  Plan  out- 
lines a  five-year  goal  for  radio  spot 
which  is  actually  conservative,  in 
light  of  spot  radio's  proven  value  as 
a  sales  and  advertising  medium. 

But  whether  or  not  the  industry  can 
achieve  this  goal  by  1963,  or  will 
take  the  steps  necessary  to  develop 
its  true  potential,  is  quite  another 
matter. 

SPONSOR  believes  that  new  machin- 
ery- must  be  found  to  implement  the 
$500  Million  Plan,  and  suggests  that 
this  subject  should  be  a  major  topic 
of  conversation  among  radio  men 
when  they  meet  at  the  forthcoming 
NAB  Convention  in  Chicago. 

What  is  needed  is  the  formation  of 
new,  energetic  and  responsible 
;roup.  quite  possibly  within  the  ex- 
iting structures  of  NAB.  or  RAB.  or 
n  association  with  SRA. 

Given  the  existence  of  such  a 
?roup,  with  vigorous  backing  by  both 
stations  and  representatives,  then  the 
vorking  out  of  the  $500  Million  Plan 
hould  not  be  too  difficult. 

Essentially  there  are  three  basic 
>arts  to  sponsor's  $500  Million  Pro- 
posal: 

1.  The  setting  up  of  basic  goals 
nd  competitive  strategy.  Once  the 
ndustry  can  agree  that  spot  radio 
an  and  should  have  three  times  as 
luch  business  by  1963  as  it  had  in 
958,  and  can  face  the  fact  that  to 
chieve  this  goal  it  must  concentrate 
n  taking  business  from  its  three  ma- 
3r  competitors  then  a  major  step  will 
ave  been  taken. 

I  Please  turn  to  page  84) 
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JOHN    MCMILLIN,    SPONSOR* 
40    EAST    49   ST   NYK= 
=PARTI    DAY    SALES    FEB    1    THROUGH    15   MANITOWOC   45   - 
OSHKOSH    75   -    APPLET0N    415   -    GILLETT    40    -    GREEN    BAV 
540    -   MENOMINEE    40    -    FOND    DU    LAC  0    -    STEVENS   POINT 
7J>-    WAUSAU   0    -   NORWAY   0    -    SHEBOYGAN    150    TOTALING    ,580 
CASES   MILW    SALES    SAME    PERIOD    554    CAGES* 
0TT0   L    KUEHN    CO   U    \'l    BOWER* 


PARTI-DAY    IN   A    MILD    DIP 


1  hough  shipments  to  wholesalers 
dipped  below  January  figures  during 
the  first  half  of  February,  the  general 
level  of  Parti-Day  sales  remains  high. 

After  18  weeks  of  a  tv  test  cam- 
paign, the  average  semi-monthly  ship- 
ment figures  in  the  Green  Bav  market 
have  risen  to  1.085  cases  compared  to 
262  cases  before  the  tv  test. 

The  latest  sales  figures  show  1.380 
cases  the  first  15  days  of  February. 

This  compares  with  1.865  cases  for 
the  second  half  of  January  and  1,595 
cases  during  the  first  half  of  January. 
The  1959  figures,  however,  average 
1.613  cases  compared  to  an  average 
of  768  cases  during  the  two  and  a  half 
months  in  1958  that  the  tv  test  was 
being  conducted. 

The  dip  in  sales  is  not  expected  to 
dampen  the  spirits  of  Parti-Day.  Inc.. 
its  agency,  the  D'Arcy  office  in 
Chicago  or  the  management  of 
WBAY-TV.    the    station    over    which 


the  spot  television  test  is  being  run. 

Results  of  the  video  test  were  de- 
scribed as  "beyond  our  wildest 
dreams"  by  Richard  Partridge,  sales 
v.p.  of  Parti-Dav.  I  See  "Green  Bay's 
7,390  cases  sets  pace,"  sponsor,  21 
February  1959.1 

Parti-Dav  sales  have  been  running 
far  ahead  of  other  markets  where 
there  is  no  tv  advertising  or  no  ads  at 
all.  Note  that  the  latest  figures  for 
Milwaukee  during  the  first  half  of 
February  came  to  only  554  cases. 
(  See  telegram  above.  1 


The  test  in  a  nutshell:  Product: 
Parti-Day  Toppings.  Market:  80-mile 
area  around  Green  Bay,  Wis.  Media: 
Day  tv  spots  only.  Schedule:  10 
spots  weekly.  Length :  26  weeks  from 
15  Oct.  Commercials:  Live,  one-min- 
ute.   Budget:  $9,980  complete. 
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SALES  BOX  SCORE 

15       OF  A  l6"31    °ct 58°  cases 

26-WEEK  S~,JHBk£  l'15    Nm 1.450  cases 
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16-31    Doc 350  cases 

J£                                          1-15    Jan 1,595  cases 

^B*                                        16-31    J:m 1,865  cases 

1-15     Feb 1.380  cases 
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As   more  commercials   employ  "effects",  SPONSOR  ASKS; 

How  can  modern  music  be  used 

in  tv  commercials  most 


With  more  advertisers  using 
sounds  for  attention  and  empha- 
sis, experts  tell  how  to  best  apply 
modern     music     to    commercials. 

Joe   Hornsby  and    Ben   C.   Allen, 

music    department.    Batten.    Barton,    Dur- 
stine  &  Osborn.  Inc.,  New  York 

Music  can  be  used  most  effectively 
in  tv  commercials  when  it  is  written 
in  the  spirit  of  being  just  one  part  of 
a  total  selling  effort. 

While  we  like  to  believe  that  the 
jingle  is  the  most  memorable  part  of 


Musical  sound 
should  reflect 
nature  of 
product 


a  commercial,  usually  it  is  a  combi- 
nation of  selling  techniques  that  are 
responsible  for  putting  the  message 
across.  When  music  is  used  in  a  com- 
mercial in  the  form  of  a  jingle,  the 
musical  sound  should  attempt  to  re- 
flect the  nature  of  the  product.  How- 
ever, it  is  not  always  necessary  to  hire 
a  30-piece  orchestra  to  produce  an 
effective  jingle.  Even  an  advertiser 
with  a  limited  budget  can  make 
music  work  effectively   for  him. 

Let  us  suppose  that  the  budget  al- 
lows for  just  one  singer  and  a  quar- 
tet of  musicians.  The  obvious  choice 
of  musicians  might  be  piano,  bass, 
and  guitar  and  drums.  But,  with  a 
little  extra  thought,  the  arranger 
might  come  up  with  a  bright,  happy 
sound  of  a  xylophone,  drums,  piccolo 
and  bassoon.  Another  interesting  set 
up  might  be  a  Dixieland  combination 
consisting  of  drums,  piano,  trumpet, 
and  clarinet.  The  choice  of  instru- 
ments should  invariably,  stay  in  char- 
acter with  the  product  or  the  product 
message. 

Simplicity  and  good  taste  are  the 
earmarks  of   an   effective   jingle.      It 
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goes  without  saying   that   the   music 
should  never  get  in  the  way  of  the 


Simplicity 
and  good 
taste  are 
basic 


words.  After  all.  it  is  the  words  that 
actuallv  contain  the  advertisers  mes- 
sage. The  music  helps  to  make  the 
message  more  memorable. 

Any  jingle  is  only  as  good  as  the 
frequency  it  gets.  Once  the  right  mu- 
sic has  been  composed  and  properly 
arranged,  the  next  step  is  to  get  it 
heard  often.  The  most  lavishly  pro- 
duced musical  commercial,  given  lit- 
tle exposure,  is  likely  to  be  less  effec- 
tive than  a  low  budget  production 
given  lots  of  frequency.  In  short — a 
jingle  must  be  played  often  to  be  ef- 
fective. 

Elwyn  R.  Walshe,  program  production 
supervisor,  Bryan  Houston,  Inc.,  New  York 

The  most  necessary  factor  in  using 
modern  music  for  commercial  tracks 
is  a  client  with  enough  daring  to  be 
convinced  of  its  importance. 

Studies  of  effectiveness  of  tv  com- 
mercials in  the  past  year  have  shown 
us  that  the  use  of  modern  music  can 
benefit  commercials  in  the  following 
ways:  11  More  attention  getting;  2) 
greater  memorability;  3)  more  spon- 
sor identification;  41  stronger  empha- 
sis of  specific  sales  points. 

From  its  origin  as  "bop"  and  "pro- 
gressive jazz,"  modern  music  has 
mellowed  into  an  entirely  listenable 
thing  in  which  the  melody — in  most 
cases — is  clearly  understood.  In  fact, 
some  of  the  best  "modern  music"  are 
well-known  tunes  from  the  past 
brought  up-to-date. 

We  have  had  considerable  success 
with  Irving  Berlin's  "Let's  Have  An- 


other Cup  of  Coffee."  Used  in  such 
a  manner,  the  modern  sounds  of  the 
Jud  Conlon  Singers  extol  the  merits 
of  Nescafe  Instant  Coffee.  In  the  fu- 
ture we  hope  to  update  it  even  further 
by  using  more  modern  arrangements. 

The  recent  success  of  Henry  Man- 
cini's  original  score — "Peter  Gunn 
Music" — which  is  in  the  modern  jazz 
idiom,  shows  the  new  strength  of  jazz 
in  the  pop  market  and  indicates  that 
this  type  of  music  can  prove  equally 
effective  in  the  commercial  market 
place  when  used  as  the  background  in 
commercials  for  modern  products 
aimed  at  moderns  of  all  ages. 

When  you  finally  decide  that  your 
commercial  needs  music  of  some  kind 
(and  this  is  no  mean  decision)  you'll 
have  to  accept  the  fact  that  modern 


Give  special 
thought  to 
arrangements 


music  requires  far  more  time  in  prep- 
aration than  the  usual  "rhythm  sec- 
tion" or  even  larger  orchestral  sound 
tracks.  A  greater  amount  of  thought 
must  go  into  the  arrangement  and 
special  instrumentation  will  no  doubt 
be  needed,  oddly  enough  drawn  from 
the  classic  instruments:  flutes,  bas- 
soons, oboes,  bass  saxes  and  the  like. 
The  musical  group  need  not  be  very 
large,  for  these  instruments  are  all 
expressive  and  extremely  versatile. 
For  example,  they  can  accompany  a 
soloist  or  group  singers,  be  used  as  a 
background  for  rhythmic  talking,  or 
by  themselves,  giving  expressive  em- 
phasis to  the  announcer's  copy. 

Modern  music  should  be  used  in 
commercials,  for  it  will  surely  stand 
out  from  the  ordinary.  It  will  attract 
the  ear,  and  close  to  the  ear  is  the 
eye.    When    you've    attracted    them 


both,  you've  got  'em! 
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effectively? 


Chet   Cierlach,  group  head,   tv-radio 
commercial  production,  McCann-Erickson, 

Inc.,  New  York 

By  "modern"  music  I  refer  to  the 
type  of  music  written  so  effectively 
by  Mancini  for  Peter  Gunn.  It  has 
become  an  integral  part  of  that  par- 
ticular show.  By  the  same  token,  any 
"modern"  music  written  for  a  com- 
mercial  should   do   the   same    thing. 

The  modern  sound  is  actually  a 
growth  process  in  music. 

Since  in  modern  music  there  is 
more  to  hear  such  as  the  complexities 


Use  with 
discrimination, 
aim  at  under 
35  audience 


of  rhythm  and  harmonies,  and  since 
this  music  goes  with  a  picture  and  a 
voice  track,  it  is  important  that  the 
modern"  sound  be  used  discrimi- 
nately  and  in  good  taste  so  it  compli- 
ments both  picture  and  voice. 

Within  the  last  decade  there  has 
been  a  growing  interest  and  appre- 
ciation for  modern  music,  or  shall  we 
say,  the  more  intriguing  and  stimu- 
lating combination  of  sounds,  as  wit- 
nessed by  the  fantastic  growth  of  the 
l.p.  market  in  the  contemporary  and 
traditional   jazz   and   classical    fields. 

There  are  many  forms  of  music 
used  in  todays  commercials — big 
sounds,  small  sounds,  symphonic 
scoring,  jazz  groups,  vocal  groups  etc. 
and  the  modern  music  sound  has  a 
very  important  place,  when  used 
properly  with  the  right  product. 

To  sum  up — "modern  music"  can 
be  used  most  effectively  in  the  tv 
ommercials  aimed  at  age  groups 
usually  under  35/or  to  introduce  and 
enhance  a  new  product  or  service 
directed  at  a  youthful  market,  or  as 
in  so  many  cases,  to  perk-up  or 
freshen-up  what  is  essentially  "A 
same  old  story."  ^ 


WCSH-TV   <» 


NBC   Affiliate 


Portland,    Maine 


5  IN  A  ROW 


Since  we  dipped  our  oars  in  the  water  five  years  ago, 
we've  had  a  "lock"  on  first  place.  On  network  quarter  hour 
firsts,  leading  local  live  shows,  or  top  syndicated  films  we've 
come  out  on  the  long  end  of  the  oar  in  every  survey  taken  in 
our  service  area — and  most   recently  on  the  Nov.    '58  ARB. 

Ask  your  Weed  TV  man  for  more  facts  about  Northern 
New  England's  service-minded  ^>IX. 


Q 


TV-  RADIO    STATIONS 

OF     MAINE 


WCSH-TV,  Portland 
WLBZ-TV,  Bangor 
WCSH-Radio,  Portland 
WLBZ-Radio,  Bangor 
WRDO-Radio,  Augusta 


.1  matching  Scheduh  on  Ch.  2  in  Bangor  saris  an  extra  '•' < 
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TOP  DRAWER 


Commercial  television  or  television  commercials,  TERRYTOONS  does 
both  equally  well. 

On  the  CBS  Television  Network,  TERRYTOONS-created  "Mighty 
Mouse  Playhouse"  and  "Heckle  and  Jeckle"  consistently  rank  among 
the  top-rated  week-end  daytime  programs.   And  "Tom  Terrific," 
created  by  TERRYTOONS  especially  for  television,  has  an  audience 
of  more  than  3.5  million  viewers  daily,  as  a  regular  feature  of 
the  "Captain  Kangaroo"  show.  (Nielsen) 

This  same  ability  to  captivate  millions  can  perform  for  you. 
For  TERRYTOONS'  full-time  staff  of  nearly  100  artists,  musicians, 
writers  and  technicians  is  at  your  service  to  create  commercials 
combining  entertainment  savvy  with  creative ,  hard-hitting  selling. 
Name  your  format:   lowbrow  or  sophisticated;  full  animation,  semi- 
animation,  or  animation  mixed  with  live  action.   TERRYTOONS  does 
the  job  for  you... any  or  all  of  it! 

Dozens  of  major  agencies  and  advertisers  have  turned  to  tor 
drawer  TERRYTOONS  for  best-selling  commercials.   Why  don't  you? 


A  Division  of  CBS  FILMS  INC, 


© TERRYTOONS 


IN  RICH 
MONROE  MARKET 


During  363  Weekly 
Quarter  Hours 

KNOE-TV 

Has 

80%  to  98% 

k  i 

SHARE  OF  AUDIENCE 


As  reported  in  ARB,  Dec.  '58 

From  Sign  On  To 
Sign  Off  7  Days  A  Week 

KNOE-TV 

Has 

79.4% 

Average  Share  Of 
Audience 

JUST   LOOK   AT  THIS 
MARKET   DATA! 


Population 

1,520,100 

Households 

423,600 

Consumer  Spen 

d- 

able  Income 

$1 

761, 169,000 

Food  Sales 

$ 

300.486,000 

Drug'  Sales 

* 

40,355,000 

Automotive 

Sales 

$ 

299,539,000 

General 

Merchandise 

* 

148,789,000 

Total  Retail 

Sales 

$1 

286,255,000 

And      you      get      more 

impact      and 

circulation    per    dollar 

in     radio     on 

WNOE-Radio 

* 

50,000  watts 

New  Orleans 

10fi0    EC 

KNOE-Radio 

5,000  watts 

Monroe 

1390  KC 

Bdd  lioutt.  Vice  Pres.  & 

Gen.  Mgr. 

sin \ r\  proven  Nc 

.  1,  6 

a.m. — 6  p.m. 

In    A     C 

Niel 

^1  n 

KNOE  -TV 

CHANNEL  8  MONROE,  LA. 

CBS   •   ABC   •    NBC 

A  James   A.    Noe   Station 

ISTOE   ENTERPRISES,  IXC 
James  A.  Xoe,  Jr. — President 
Paul  II.  Goldman — Executive 
Vice  President  &  General  Manager 
iresented  by  IIR  Television,  Inc. 
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National  and  regional  buys 
in  uork  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

Standard  Brands  Inc.,  New  York,  is  kicking  off  a  campaign  in 
major  markets  for  its  Kendall  dog  foods.  The  13-week  schedules 
start  in  March.  Minutes  during  daytime  segments  are  being  slotted; 
frequencies  vary  from  market  to  market.  The  buyer  is  Len  Soglio; 
the  agency  is  Ted  Bates  &  Co.,  New  York. 

Liggett  &  Myers  Tobacco  Co.,  New  York,  is  going  into  about  20 
markets  for  its  Chesterfield  cigarettes.  The  campaign  starts  in  March 
for  eight  weeks.  Minutes,  chain! reaks  and  I.D.'s  are  being  used; 
average  frequency:  five  per  week  per  market.  The  buyer  is  Ginny 
Conway;  the  agency  is  McCann-Erickson,  Inc.,  New  York. 

Corning  Class  Works,  Consumer  Products  Div.,  Corning,  New 
York,  is  initiating  a  campaign  in  various  markets  for  its  Corning- 
ware  line.  The  schedule  is  in  two  flights,  starting  late  this  month  and 
in  March,  and  runs  up  to  eight  weeks.  Minute  announcements  are 
being  placed,  with  frequencies  varying.  The  buyer  is  Joe  Fierro; 
the  agency  is  N.  W.  Ayer  &  Son,  Inc.,  Philadelphia. 

The  Procter  &  Gamble  Co.,  Cincinnati,  is  entering  scattered  mar- 
kets for  its  Spic  &  Span  cleaner.  The  campaign  starts  in  March  on 
a  52-week  basis.  Minutes  during  nighttime  segments  are  being 
scheduled;  frequencies  depend  upon  the  market.  The  buyer  is  Don 
Procter:  the  agencv  is  Youna  &  Rubicam.  Inc..  New  York. 


RADIO  BUYS 


The  Best  Foods,  Inc.,  New  York,  is  kicking  off  a  campaign  in  mar- 
kets throughout  the  country  for  its  Hellmanns  mayonnaise.  The 
short-term  schedules  start  this  month  and  in  March,  in  two  flights. 
Minutes  and  20's  during  daytime  slots,  Wednesday  through  Friday, 
are  being  used.  Frequencies  vary  from  market  to  market.  The 
buyer  is  Dorothy  Medanic;  the  agency  is  Dancer-Fitzgerald-Sample, 
Inc.,  New  York. 

Peter  Paul,  Inc.,  Naugatuck,  Conn.,  is  going  into  scattered  markets 
for  its  Peter  Paul  candies.  The  five-week  campaign  starts  in  March. 
Chainbreaks  during  daytime  periods  are  being  slotted;  frequencies 
depend  upon  the  market.  The  buyer  is  Herb  Werman;  the  agency 
is  Dancer-Fitzgerald-Sample,  Inc.,  New  York. 

Time,  Inc.,  New  York,  is  planning  a  campaign  to  promote  its  Sports 
Illustrated  magazine.  The  advertiser  has  been  testing  in  New  Haven 
with  good  results,  and  a  top-market  campaign  is  being  reviewed.  The 
contact  is  Joe  Gans:  the  agency  is  Joe  Gans  &  Co.,  New  York. 
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Haydn  R.  Evans,  Gen.  Mgr  ,Rep.   Weed  Television 
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THE 


IkoubieshootERS 

starring  'W 


starring 

KEENAN  WYNN 

and    co-starring 

BOB  MATH  IAS 

A  Northstar  Pictures  Production 


Now  in  production— 
Award-quality  half-hour  filmed  series- - 
To  satisfy  the  most  exacting  demands 
F  America's  top  network,  regional  and  local  sponsors. 


THE 


1  pill9 


11 


■ii 


Jto 


..Lit 


SHOW 


starring 

DENNIS  O'KEEFE 

A  Cypress  Production 


nr  Phnno   MrMA/l    I    Iru+^/H 


we 


1UDS0NS 

BAY 

starring 

BARRY  NELSON 

with 

PDRO  GONZALEZ  GONZALEZ 

.  Northstar  Pictures  Production 


I 


JEROME  COURTLAND 

with 

BUDDY  BAER 

A  Brynaprod,  S.  A.  Production 


An  exciting  new 
surprise  series! 

An  Aubrey  Schenck- 
Howard  W.  Koch  Production 


atract  the  finest  of  talents-United  Artists 

ommitted  to  production  of  a  firm  39  weeks  of  each  series. 
Hirst  several  episodes  of  each  series  are  ready  to  speak  for  themselves. 


±.  A   -f4-   .    ■  j-. 
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RADIO  BASICS/MARCH 


/' 


Facts  &  figures  about  radio  today 

1.  CURRENT  RADIO  DIMENSIONS 


Radio  homes  index 


1959        1958 


49.5 
radio 
homes 


48.7 
radio 
homes 


51.4  50.6 

U.S.  homes    U.S.  homes 

Source:  A.  C.  Nielsen  estimate.  1  Mar.  each 
year,  homes  figures   in  millions. 


Radio  set  index 


Set 
location 


Home 
Auto 
Public 
places 

Total 


1958 


1957 


95,400,000       90,000,000 
37,200,000      35,000,000 

10,000.000*     10,000,000 


142,600,000  135,000,000 


Source:     RAB.     1     July     1958.     1     July    1957 
sets  in  working  order.     *No  new  information. 


Radio  station  index 


End  of  January 

1959 

Stations 
on  air 

CPs  not 
on  air 

New  station 
requests 

New  station* 
bids  in  hearing 

Am 
Fm 

1        3,334 
581 

I 

113 
128 

1            484 

45 

1          124 
29 

End 

of 

January 

1958 

Am 
Fm 

1        3,120 
536 

1 

94 

62 

1         397 

39 

1          108 
1             9 

Source: 

FCO  monthly  reports. 

commercial   stations. 

*December   each 

year. 

Radio 

set  sales 

index 

Type 

Dec.  1958 

Dec.  1957 

12   Months 
1958 

12   Months 
1957 

Home 
Auto 

1,944,838 
558,767 

2,031,444 
570,617 

8,631,344 
3,715,362 

9,721,285 
5,495,774 

Total 

Source :  Elect 
auto  figures  ar 

2,503,605 

ronic  Industries  Ass 
1  factory  production 

2,602,061 

n.    (formerly  RETJ 

12,346,706 

IA).    Home  figures 

15,217,059 

are  retail  sales. 

2.  CURRENT  LISTENING  PATTERNS 

IllllllllllllllllllllllllllllllllllllllllllllM 

AVERAGE  HOURS  RADIO  USAGE  PER  HOME  PER  DAY 


TERRITORY 


COUNTY  SIZE 


TOTAL 
U.S. 

1:52 


North 
East 

1:50 


West 
Central 

2:16 


Pacific 

1:52 


Source:  Nielsen  Radio  Index.   In-home  only,  November-December  1958. 
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REACH 


WEEK  A 


WEEK  B 


Participation  in  three  key  '/i 
hours  one  week,  alternating 
with  three  other  key  '/j  hours 
the  next  week  to  give  the  par- 
ticipating advertiser  exposure 
in  six  different  shows  (Class 
AA  and  A  time)  every  two 
weeks. 

3 — Minutes  per  week.. $1200 
3— CB  per  week *  900 


I  i 

7:00    P.    M.     WHIRLYBIRDS 


Sot.      7:00   P.  M.      HONEYMOONERS  Frl.     7:00   P.  M.     UNION   PACIFIC 

The  November  ARB  gives  the  six  BIG  I  I  REACH  shows  a  two-week  cumulative  rating 
of  85.2.  This  figures  to  a  weekly  average  of  42.6  average  rating.  ARB  shows  non-duplicated 
reach  for  these  programs  of  50.2  homes  one  or  more  times. 


WIIC  CHANNEL  11,  PITTSBURGH 


REPRESENTED  NATIONALLY  BY 

BLAIR-TV 
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There's  lAf  iJX  ■    in  Jacksonville.  You  cast 

your  line  in  a  booming  regional  center  served  only 

■ 

by  WJXT  . . .  66  counties  in  Northeast 

Florida  and  South  Georgia,  more  than  twice  the 
counties  served  by  the  other  station.  A  glance 

at  ARB  serves  to  sum  up  the  situation :  38  of 
the  top  40  shows  (and  all  10  top  local  shows) 

are  on  WJXT.  Tipping  the  scales  still  further 
in  our  favor:  the  largest  share  of  audience  in 
the  nation  for  a  2-station  market!  Whenever 

you're  fishing  for  sales,  there's  more, 
much  more  to  . . . 


WJXT 


© 


JACKSONVILLE,    FLORIDA 

An  affiliate  of  the  CBS  Television  Network 
Represented  by  CBS  Television  Spot  Sales 


voted  by  The  Washington  Post  Broadcast  Division : 
IXT  Channel  4,  Jacksonville,  Florida     WTOP  Radio  Washington,  D.  C.     WTOP-TV  Channel  9,  Washington,  D.  C. 


~ 


WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


ADVERTISERS 


Chesterfield  may  piek  up  half  of 
the  NBC  Radio's  end  of  the  week 
day  Stardust  strip  at  a  weekly 
cost  of  about  $20,000. 

NBC  Radio  is  still  waiting  to  hear 
from  the  majority  of  its  affiliates  in 
regard  to  acceptance  of  the  week  day 
Stardust  plan,  whereby  half  of  the 
Stardust  segments  (85)  would  be 
available  for  local  sale. 


FREED  from  subway  after  living  and  broad- 
casting there  for  eight  days,  d.j.  Murray 
Kaufman,  WINS,  N.  Y.  leaves  with  Mrs. 
Paulene   Pacheco,   who   found    his   silver  token 


mamk      >1 

GIANT  SNOWMAN  from  WHEN-AM  & 
TV,  Syracuse,  passes  out  candy  bars  outside 
"igloo"  during  that  station's  four-day  par- 
ticipation     in     "Downtown      Syracuse     Days" 


Campaigns  at  work: 

•  The  Miller  Brewing  Co.  has 

set  May  and  June  as  the  months  for 
its  big  push  on  High  Life,  with  the 
campaign  built  around  the  theme 
"Good  Taste  Picks  The  Golden  Six." 
During  this  two-month  period,  all  ad- 
vertising will  be  devoted  to  this 
theme,  including  an  all-new  series  of 
transcribed  radio  commercials  featur- 
ing the  Sportsmen  quartet. 

•  On  the  sweepstakes  side:  Joe 
Lowe  Corp.,  manufacturers  of 
'Popsicle'  gets  underway,  in  April, 
with    its    Popsicle    Railroad    Sweep- 


NO,  NOT  CASTRO'S  MAN:  Bob  Mandeville,  a.e.  at  H-R  Reps  claims  he's  the  only  bearded 
spot  salesman  in  N.  Y.  es  Susan  Gaine  and  Gail  Thomas,  both  of  H-R,  admire  his  facial  foliage 
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HORSELESS  CARRIAGE  carries  WWL-TVs 
m.c.  (and  guests)  of  its  House  of  Shock 
through    New    Orleans'    Mardi    Gras    parade 

TO  CELEBRATE  its  first  year  of  "color 
radio,"  WCPO,  Cincinnati,  sent  these  char- 
acters to  downtown  area,  to  promote  event 
18  8k. 


stakes — giving  away  2,200  prizes  to 
youngsters.  The  biggest  merchandis- 
ing and  advertising  campaigns  Pop- 
sicle  has  conducted  will  use  tv  spots 
by  Yankee  star  Bob  Turley,  in  kids' 
programs  coast -to -coast.  Agency: 
EWR&R,  New  York. 

•  Another  campaign  keyed  to  a 
children's  audience:  Gold  Medal 
Candy  Corp.  begins  its  six-month 
advertising  drive  for  its  Bonomo's 
Turkish  Taffy.  Backed  by  a  35% 
budget  increase,  Gold  Medal  will  use 
an  intensified  tv  campaign  in  key 
markets  throughout  the  country.  The 
promotion,  to  extend  through  June, 
will  employ  one-minute  commercials 
on  personality-dominated  children's 
shows.  Agency :  Mogul  Lewin  Wil- 
liams &  Saylor. 

•  Continental  Wax  Corp.  will 
open  its  campaign  for  Six  Month 
Floor  Wax  in  six  new  markets  early 
in  March.  Aimed  at  the  spring  house- 
cleaning  audience,  the  new  jingle  will 
be  aired  on  at  least  two  radio  sta- 
tions in  each  market,  to  be  followed 
by  tv  spots.  Agency:  Product  Serv- 
ices. Mew  York. 


Treasurer's  report:  Consolidated 
earnings  for  Colgate  in  1958  amount- 
ed to  $21,166  million  compared  with 
$19.93  million  in  1957.  World-wide 
sales  for  1958  reached  an  all-time 
high  of  $534,047  million,  compared 
with  1957  sales  of  $506.91  million 
.  .  .  the  Gillette  Co.'s  net  earnings 
in  1958  increased  to  $27,565,182  as 
compared  with  1957  earnings  of  $25.- 
940,570.  Net  sales  for  1958  are  down 
about  $1  million  over  1957. 

Piel's  Beer  continues,  in  1959,  to 
be  the  best  liked  tv  commercial, 
according  to  ARB's  tv  national  re- 
port for  January.  1959. 

Following  Piel's,  Maypo;  Hamm's; 
Alka  Seltzer;  Posts  Cereals;  Dodge; 
Campbells  Soup;  Seven-Up;  Chevro- 
let and  Ford. 

Thisa   *n'   data:     The  directors   of 

Colgate  will  recommend,  to  the  an- 
nual stockholders  meeting  22  April, 
that  its  common  stock  be  split 
three-for-one  .  .  .  Awarded:  Les- 
toil's  "Mr.  Dirt"  tv  commercials  won 
grand    prize    at    the    seventh    annual 


Mri  ii  Wards  competition  of  the  Ad- 
vertising Club  of  Springfield.  Ma-> 
.  .  .  Whirlpool  is  in  as  one  of  tin- 
sponsors  for  the  1959  Mrs.  America 
Contest,  to  be  held  11-23  June  in  Ft. 
Lauderdale,   Fla. 

Pepsi-Cola  has  set  up  a  new  mar- 
keting division,  with  these  appoint- 
ments : 

William  Durkee,  v. p..  will  head 
the  new  division;  John  Soughan, 
v.p.  and  director  of  marketing  serv- 
ices; Charlie  Baker,  v.p.  and  direc- 
tor of  promotion  and  Seymour  Lus- 
terman,  to  head  the  market  research 
department.  ( For  details  on  Philip 
Hinerfeld,  see  page  88.) 

More  personnel  appointments: 
Sam  D.  Thompson,  v.p.  of  the  Bor- 
den Foods  Co..  assigned  the  responsi- 
bility for  developing  and  directing 
an  industry  relations  program  for  this 
division  of  the  Borden  Co.  .  .  .  Rob- 
ert Gillen,  Jr.,  named  advertising 
manager  for  the  bread  division  of  the 
National  Biscuit  Co.  .  .  .  W^arren 
Schwed,   to   director   of  advertising 


BEST  FIGURE  IN  TOWN:  So  Jane  Buechler 
appears  to  promote  WKYW,  Louisville,  in 
station     breaks,     ads,     and     agency     meetings 


FIRST  ANNUAL  TV  AWARD  given  by  KMTV,  Omaha  to  architect  Leo  Daly  (2nd  left)  for 
using  tv  creatively  to  promote  a  public  service  function.  Presenting  the  award,  Gov.  Ralph 
Brooks,  while   Edward   May   (I),   president,   May   Bdcstg.,   Harry   Bannister   (r)    v.p.,   NBC,   look   on 
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and  public  relations  for  Eureka  Wil- 
liams Corp.  ...  J.  Whitney  King. 
to  manager  of  sales  promotion  and 
advertising  and  David  Bernard,  to 
general  manager  of  sales  for  the  Can- 
co  division  of  American  Can  Co.  .  .  . 
Bryon  Wardle,  to  the  post  of  mar- 
keting supervisor  for  the  Plastics  and 
Coal  Chemicals  Division  of  Allied 
Chemical  Corp.  .  .  .  Gerald  Malison, 
to  sales  supervisor  and  Keith  Dres- 
ser, to  field  merchandising  manager 
of  R.  T.  Babbitt.  Inc.  .  .  .  William 
Mason,  named  v. p.  of  marketing; 
Robert  Stuart.  Jr.,  v. p.  in  charge  of 
the  pet  foods  division  and  J.  L. 
Spangenberg,  director  of  commer- 
cial research  for  the  Quaker  Oats  Co. 


AGENCIES 


Speaking  before  the  RTES  semi- 
nar luncheon  in  New  York  last 
week,  Alexander  Cant  well,  BBDO 
head  of  live  programing,  ex- 
plained the  economic  and  pro- 
duction advantages  of  tv-tape  for 
both  network  specials  and  com- 
mercials. 

On  the  network  specials  side,  among 


the  pre-broadcast  tape  advantages  he 
noted  were  these: 

•  Accessibilitv  of  gathering  the 
cast  together  at  convenient  times  and 
dates. 

•  Availability  of  studio  or  theatre. 

•  Production  values  —  advantages 
of  the  live  techniques  of  using  multi- 
ple cameras  and  the  film  technique  of 
editing,  inserting  and  shooting  out  of 
sequence. 

Speaking  in  favor  of  tape  com- 
mercials ( which  is  the  kind  now 
coming  out  of  BBDO).  Cantwell  not- 
ed this  advantage: 

A  situation  that  never  existed  be- 
fore can  now  be  used;  agencies  can 
make  local,  live  buys  for  national  ad- 
vertisers where  a  local  station  can 
send  to  New  York  a  pre-recorded 
commercial  for  approval.  This  gives 
the  client  and  the  agency  a  chance  to 
see  all  local  spots. 

"I  don't  believe  that  videotape 
will  mean  wholesale  unemploy- 
ment for  motion  picture  people," 
Cantwell  concluded.  "It  just  means 
a  transition  that  will  be  easier  if  film 
people,    instead    of   being   hostile    to 


videotape,  embrace  it  and  get  with 
it." 

A  book  that  might  have  widefelt 
repercussions  in  the  marketing 
world  is  Dr.  Burleigh  Gardner's 
recently  published  "W'orking- 
man's  Wife". 

The  book  surveys  the  activities, 
habits,  "life-style",  group  personality, 
etc.,  of  the  wives  of  the  blue  collar 
worker — which  Social  Research,  Inc. 
(headed  by  Gardner)  says  makes  up 
the  largest  group  of  women  in  the 
United  States. 

Perhaps  a  significant  trend:  Ed- 
ward H.  Weiss,  a  highly  market 
and  research  minded  agency  head- 
quartered in  Chicago,  re-organized 
its  merchandising  operation  last 
week. 

The  agency  has  done  away  with  a 
marketing  department  per  se,  and  the 
personnel  therein;  and  the  merchan- 
dising activity  will  be  absorbed  at 
the  account  level. 

New  name:  The  Minneapolis  agency 
of  Kerker  Peterson  Hixon  Hayes,  Inc. 
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Selling  the  Buffalo- Niagara  Falls  market 


IE, 


SYMBOL    OF    SERVICE" 


TRANS 


\\ 


wiitan*'"^ 

moN 

became  Kerker-Peterson  last  week, 
following  the  resignation  of  two  v.p.'s 
— C.    K.    Hixon    and    Robert    Mayes. 

New  general  manager  of  the  agency: 
Robert  E.  Marlow. 

Agency  appointments:  C.  Schmidt 
&  Sons,  Philadelphia,  for  its  beer 
and  ale,  to  Ted  Bates  &  Co.  .  .  . 
The  California  Cantaloupe  Advisory 
Board,  to  Dancer-Fitzgerahl-Sam- 
ple,  San  Francsico.  .  .  .  The  Formfit 
Co.,  to  Tatham-Laird,  Chicago,  as 
an  additional  agency,  MacFarland, 
Aveyard,  present  Formfit  agency,  will 
continue  to  serve  the  company.  .  .  . 
The  American  Tea  &  Coffee  Co., 
Nashville,  for  its  American  Ace 
Brand  coffee  and  tea,  to  Noble-Dury 
&  Associates,  Nashville.  .  .  .  The 
Dunbar  Division  of  the  Chemway 
Corp.,  Wayne,  N.  J.,  for  its  Zonitors, 
Pretty  Feet  and  three  new  products, 
to  Fletcher  Richards,  Calkins  & 
Holden,  Inc.  .  .  .  W.  R.  Grace  & 
Co.,  Cryovac  Division,  to  Kenyon 
&  Eckhardt,  Boston. 

People  on  the  move:  Jeremy 
Gury,    to    senior   v.p.    in    charge   of\ 


creative  operations  and  a  member  of 
the  board,  and  J.  Ross  MacLcnnan, 
to  senior  v.p.  and  account  group 
head,  and  member  of  the  board  at 
Ted  Bates.  I  For  details  on  Richard 
Pinkham.  see  page  88. 1  .  .  .  Aaron 
Beckwith,  program  sales  manager 
for  ABC  TV.  joins  BBDO  as  tv  ac- 
count supervisor  .  .  .Harry  Way, 
appointed  executive  v.p.  in  charge  of 
the  New  York  office  of  EWR&R  .  .  . 
Barrett  Welch,  v.p.,  elected  to  the 
executive  committee;  and  Leo  Kee- 
gan,  named  associate  director  of  re- 
search at  SSC&B  .  .  .  Charles  Al- 
len, to  John  W.  Shaw,  Chicago,  as 
v.p.  and  account  supervisor  .  .  . 
Martin  Devine,  elected  a  v.p.  of 
Compton  .  .  .  Wally  Seidler,  named 
executive  v.p.  of  the  Edward  S.  Kel- 
logg Co.,  Los  Angeles. 

More  on  the  personnel  front : 
Wallace  Lancton,  named  account 
media  supervisor  at  Product  Serv- 
ices .  .  .  Paul  Schlesinger,  to  con- 
tract supervisor  and  David  Wat- 
rous,  account  supervisor  at  Tatham- 
Laird,  Chicago  .  .  .  Jay  Russell,  to 
Grev  as  account  executive  . . .  Charles 


Patton,  to  merchandising  director  ol 
Guild,  Bascom  &  Bonfigli  .  .  .  Betty 
Aht,  to  media  director  and  Mary 
Kevlin,  to  supervisor  of  facilities 
and  personnel  at  Garfield-Linn  &  Co., 
Chicago  .  .  .  Mary  Loeber,  to  BBDO 
as  timebuyer  .  .  .  Roland  John- 
stone and  Arthur  Seller,  to  art 
supervisors  at  Y&R  .  .  .  John  Allen, 
to  production  manager  of  radio/tv 
programs  at  Perrin-Paus  Co.,  Chi- 
cago .  .  .  T.  R.  Snyder  and  Gerry 
Germain,  to  account  executives  at 
B&B  .  .  .  David  Elliot,  named  a  v.p. 
and  account  supervisor  at  Duna\ . 
Hirsch  &  Lewis,  New  York  .  .  .  Don- 
ald Moone,  Reed  Badgley  and  An- 
thony Cangemi  to  account  execu- 
tives and  Janet  Gallaudet,  Frank- 
lin Moore  and  Jack  Fuiks,  to  the 
copy  department  of  SSC&B. 


FILM 


A  major  step  in  tape  programing 
for  syndication  was  accom- 
plished last  week  as  NTA  threw 
its  weight  into  the  new  medium. 

These    are    the    highlights    of    the 


REPEAT  ORDERS  in  the  nation's  14th  market,  as  anywhere  else,  are  the  best  evidence  of  television's 
selling  ability.  WGR-TV,  NBC  in  Buffalo,  is  proud  that  25  national  and  21  local  advertisers,  who  have  used 
the  station  continuously  since  it  started  in  1954,  have  renewed  for  52  weeks  of  1959. 

These,  and  newer  advertisers,  will  get  even  better  sales  results  in  1959,  as  WGR-TV  continues  to  provide 
better  service  for  more  viewers  in  the  mighty  and  prosperous  market  known  as  the  Niagara  Frontier. 

Two  recent  developments  that  emphasize  WGR-TV's  continuing  leadership  in  Buffalo  are  the  installation 
of  the  first  videotape  equipment  in  the  area  and  the  purchase  of  a  new  tower-300  feet  taller- 
to  further  extend  its  coverage  in  Western  New  York. 

For  best  results  from  America's  most  powerful  selling  medium,  be  sure  to  call  Peters,  Griffin,  Woodward 
about  availabilities  in  Buffalo. 

NBC  •  CHANNEL  2  •  BUFFALO 


arrisonburg,  Va.  •  WGR,  WGR-TV,  Buffalo  .  WNEP-TV,  Scrartton  -  Wllkes-B 


campaign  that  started  off  NTA  s 
backing-up  of  tape: 

•  Louis  Melamed  left  CBS  to  be- 
come NTA  executive  producer. 

•  NTA's  Telestudios  tape  facilities 
and  sales  staff  linked  in  a  new  cam- 
paign for  what  will  be  called  "Living 

HP    _       " 

I  ape. 

•  Personalities  with  past  and 
tested  appeal,  such  as  Mike  Wallace, 
Bishop  Sheen.  Peter  Potter  were 
signed  to  do  tape  series. 

•  Also,  programs  were  planned 
with  Henrv  Morgan.  Alexander  King 
and  others. 

Plan  for  most  of  these  programs 
includes  exposure  on  NTA  stations 
plus  sale  to  other  outlets. 

Transfer:  Guild  Films  has  acquired 
ownership  of  Hal  Roach  feature  films 
plus  tv  film  programs  currently  in 
production  at  that  studio. 

Sales:  ABC  Films  reports  following 
sales  of  J.  Arthur  Rank  feature  film 
packages:  Festival  35  to  WHDH-TV, 
Boston;  WTJV,  Miami:  WGAL-TV. 
Lancaster;  WDAU-TV,  Wilkes-Barre; 
WMAR-TV,  Baltimore;  KTVU,  San 
Francisco;  KOMO-TV.  Seattle,  and 
WNEW-TV,  New  York;  also,  Special 
six  to  WBRZ-TV.  Baton  Rouge, 
KDKA-TV,  Pittsburgh;  WSM-TV, 
Nashville;  KHSL-TV,  Chicago;  KOA- 
TV,  Denver;  WREC-TV,  Memphis; 
KCII-TV,  St.  Louis,  and  KROC-TV. 
Rochester. 

More  Sales :  ITC's  first  network  sale, 
which  switches  The  Gale  Storm  Show 
from  CBS  TV  to  ABC  TV,  is  re- 
portedly a  $5  million  deal  involving 
repeats  of  the  show  in  daytime  sched- 
ule plus  new  production  for  an 
evening  time  slot. 

Merchandising:  Sid  Rubin,  former 
head  of  CBS  Television  Enterprises, 
has  set  up  his  own  licensing  offices 
.  .  .  UAA's  Asociated  Artists  Enter- 
prises is  merchandising  a  Popeye 
Pipe- 
Promotion  :  A  wide  variety  of  local 
syndication  promotions  by  sponsors 
and  stations  reported  by  Ziv  on  Sea 
Hunt  include  Harmony  Dairy's  spe- 
cial milk  package  tied-in  with  WBNS- 
TV,  Columbus;  a  26  station  western 
area  promotion  by  Standard  Oil  of 
California  (See  sponsor,  20  Decem- 
ber 1958)  ;  dealer  aids  by  Heileman 
Brewing   in   8  northcentral   markets; 
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you  can\teU]if  it  has 

-teat  ot/GM-7V-eoue/Lr  / 


This  spot's  got  it!  Beauty. ..brilliance 

with  ^t&at iM&M-rV-toccc/^/ 


a  car  commercial 


Client 

Agency 

Producer 


Plymouth 

Grant  Advertising 

MGM-TV 


This  spot's  got  it!  Scope... sincerity... a  cigarette  commer- 
cial with  ~Viat oJ/GM-rV-totccA^f 

Client:  Viceroy 
Agency: 


Producer:   MGM-TV 


Ted  Bates  Advertising 


BILL  GIBBS,   Director  of  Commercial 
and   Industrial  Films,  MGM-TV 
Culver  City,  Calif. 

SAN   FRANCISCO:   PR  51613 

LOS  ANGELES:  Bob  Fierman-TE  0-3311 

NEW  YORK:  Jack  Bower,  Phil   Frank,  JU  2-2000 

CHICAGO:  Bob  McNear,  Fl  6-8477 


jucaouciTv 


A  Service  of  Loew's  Inc. 
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you  can^seUjif  it  has 


This  spot's  got  it !  Mood . . .  atmosphere ...  a  coffee  commer- 
cial with  ~fyiat  <sCfG<M-TV-tococArf 

Client:  S&W  Coffee 
Agency:  Honing-Cooper-Harrington 
&  Miner 
Producer:   MGM-TV 


This  spot's  got  it!  Charm  . . .  conviction  ...  a  hair-coloring 
commercial  with  ^^adyCfG-^f-T^'-tocccA^/ 

Client:  Clairol 


Agency 
Producer 


Foote,  Cone  &  Belding 
MGM-TV 


BILL  GIBBS,  Director  of  Commercial 
and   Industrial  Films,  MGM-TV 
Culver  City,  Calif. 

SAN   FRANCISCO:  PR  5-1613 

LOS  ANGELES:  Bob  Fierman-TE  0-3311 

NEW  YORK:  Jack  Bower,  Phil   Frank,  JU  2-2000 

CHICAGO:  Bob  McNear,  Fl  6-8477 


DLVCG-IhMTV 


A  Service  of  Loew's  Inc 
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special  events  on  WBAL-TV,  Balti- 
more: telephone  promotion  by  KRLD- 
TV,  Dallas;  in  store  campaigns  by 
Kroger  supermarkets  in  conjunction 
with  WKRC-TV,  Cincinnati:  Ian 
clubs  by  General  Baking  on  \\  II  \S- 
TV,  Louisville;  restaurant  promo- 
tions by  Bristol-Myers  and  Sun  Oil 
through  WCBS-TV,  New  York;  plus 
skin  diving  events  by  other  stations 
.  .  .  Publicity  on  Bernard  L.  Schu- 
bert's While  Hunter  includes  a  fea- 
ture in  TV  Junior  magazine. 

Programs:  Official  Film-  will  trans- 
form the  KTLA-TV  tape  series.  Po- 
lice Station  into  a  film  program  syn- 
dication. 

News  service:  CBS  Newsfilm  re- 
ported sold  in  170  U.  S.  and  foreign 
cities,  latest  sales  being  to  WRVA-TV, 
Richmond,  Va.;  KFBB-TV.  Great 
Falls;  WABI-TV.  Bangor:  WAGM- 
TV,  Presque  Isle,  and  educational 
station  KETC  in  St.  Louis. 

Business  films:  The  fourth  year  of 
Quentin  Reynolds"  Operation  Success 
started  last  week  on  WATR-TV, 
Waterbury,  Conn. ;  the  new  series  will 
cover  companies  in  cooperation  with 
Industrial  Publishing  Corp.  of  Cleve- 
land. 

More  production:  United  Artists 
TV  has  started  filming  on  the  second 
of  five  new  programs.  The  Dennis 
O'Keefe  Show. 

Post-'48  films:  WCBS-TV,  New 
York,  has  acquired  six  post-1948  Tar- 
zan  films  in  a  buy  of  18  features  from 
Banner  Films;  twelve  of  the  Tarzan 
pictures  were  made  b\  RKO,  live  1>\ 
MGM  and  one  bv  20th  Centurx   Fox. 

Location    production:    ITC's    new 

series,  Treasury  Agent,  is  reported  to 
be  the  first  tv  film  series  to  use  Wash- 
ington, D.  C.  backgrounds:  produc- 
tion started  last  week. 

Commercials:  Carlise.  Woodsell 
and  Dunph\  reports  a  number  of  in- 
novations in  film  technique  for  com- 
mercials, including  the  use  of  illustra- 
tions instead  of  descriptions  on  a 
shooting  board,  and  a  reflected  light 
tent  within  which  actors  perform  to 
eliminate  light  reflections  and  glare 
on  metal  products. 

Tape:  CBS  TV  tape  commercials 
clients  in  1958  included  the  Following 
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nies:  automotive  —  Mercury. 
Lincoln,  Edsel  and  Goodyear;  drugs 
and  cosmetics — Revlon  and  Mennen; 
tobacco — Kent;  appliances  and  hard 
goods — General  Electric.  Remington 
Rand.  Westinghouse,  Phileo,  Kodak. 
Westclox  and  Schick;  food — General 
Foods  and  General  Mills;  soaps  and 
cleansers  —  Colgate.  P  &  G,  Lever 
Brothers;  home  maintenance  and  sup- 
ply— Armstrong  Cork,  U.  S.  Steel, 
Pittsburgh  Plate  Glass;  also  using 
tape  were  the  Florists  Delivery  Serv- 
ice, and  others. 


NETWORKS 


ABC  TV  this  week  invited  the 
trade  to  take  a  look  at  the  dollar 
progress  it  has  made  since  it 
merged  in  1953  with  Paramount 
Theatres. 

The  invite  was  in  the  form  of  a 
statistical  comparison  over  the  five 
years  between  itself  and  the  other  two 
networks. 

Highlight  of  the  comparison  was  in 
the  area  of  gross  billings  which 
showed  these  differences: 


SO  FAR  AHEAD 

in  the  Johnstown-Altoona  Area 

The  leader,  away  out  in  front,  is  WJAC-TV 
ahead  of  its  nearest  competitor,  WFBG-TV, 
by  nearly  3  to  1  in  station  share  of  audience, 
sign-on  to  sign-off,  all  week  long. 

These  figures,  from  ARB,  Novem- 
ber 19-25,  1958,  prove  once 
again,  that  WJAC-TV  is  the  dom- 
inant station  in  its  area. 

.04 

WJAC-TV      WFBG-TV      WARD-TV 

The  Johnstown-Altoona  Coverage  Area  encompasses  over  one  mil- 
lion television  homes  in  36  counties  in  Western  Pennsylvania,  3 
Maryland  counties  and  2  West  Virginia  counties. 


There's  no  question  about  it 
.  .  .  WJAC-TV  is  the  station 
viewers  prefer.  And  WJAC-TV 
is  the  one  to  buy  because 
there  are  more  people  watch- 
ng,  all  day,  every  day! 


SERVING  MILLIONS  FROM 
<    j    :    .ATOP  THE  ALLEGHENY 


5-YEAR 

1953 

1958 

NETWORK 

INCREASE 

SHARE 

SHARE 

ABC  TV 

500% 

9.3% 

18.2% 

CBS    TV 

250% 

42.8% 

43.7% 

NBC  TV 

200% 

42.5% 

38.1% 

Get  full  details  from  your  KATZ  man! 


-There  was  fourth   network,   Dumont,   at  the   time. 

Network  programing  notes:  On 
NBC  TV,  a  new  one-hour  Western 

begins  production  in  Virginia  City, 
Nev.,  dubbed  Bonanza,  for  airing 
next  season.  ...  At  ABC  TV:  The 
Gale  Storm  Show,  Ol  Susanna,  moves 
from  CBS  to  American  in  April,  as  a 
weekday  daytime  feature.  In  the  Fall, 
the  show  will  be  broadcast  in  prime 
evening  time.  ...  In  production 
for  ABC  TV:  Adventures  in  Para- 
dise, one-hour  adventure  dramas 
based  on  stories  by  James  Michener, 
to  debut  late  in  September,  in  the 
8:30-9:30  time  slot,  Mondays;  The 
Alaskans,  one-hour  adventure  series 
set  in  the  Yukon,  in  1898,  planned 
for  a  fall  start  in  prime  evening  time. 
...  At  CBS  TV,  Arthur  Godfrey 
is  set  to  replace  Edward  R.  Murrow 
on  Person  to  Person  for  next  season. 


Network  husiness  notes:  New  and 
renewed  business  for  ABC  Radio 
totals  $1.5  million,  including  these 
new  sponsors:  Davidian  Seventh  Day 
Adventists,  Fred  Fear  &  Co.,  Mr. 
Softee  and  Syn-Tex  Chemical  Co.  .  .  . 
On  ABC  TV,  four  participating  ad- 
vertisers: Carter,  for  Jubilee  U.S.A.; 
Colgate,  for  Colt  .45;  Elgin,  for 
American  Bandstand  and  R.  J. 
Reynolds,  for  Cheyenne  and  Sugar- 
loot. 


RADIO  STATIONS 


Shades  of  Great  Northern's  mem- 
orable dramatic  series  in  radio 
at  the  turn  of  the  '30s:  the  Union 
Pacific  is  sponsoring  a  45-min- 
ute  weekly  show  over  WMFT-FM, 
Chicago. 

The  contract's  for  26  weeks  via 
Caples.  The  railroad  has  besn  using 
two  or  three  spots  a  night  over  the 
same  station. 


RAB  has  prepared  a  booklet  ex- 
pressly for  the  Ford  Motor  Co. 
to  sell  local  dealers  on  the  value 
of  radio  advertising. 

Ford  has  mailed  this  primer  to  its 
7,000  dealers,  explaining  why  the 
auto    maker   uses   radio   and    how  it 
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In  the  drug  store,  products 
advertised  on  WWJ-TV  are 
more  apt  to  get  attention,  more 
likely  to  be  purchased. 

The  reason?  WWJ-TV  adds  an 
extra  measure  of  believability 
to  your  advertising.  People  in 
southeastern  Michigan  have 
faith  in  WWJ-TV,  recognize  its 
leadership,  appreciate  its  high 
standards. 

Give  your  spring  campaigns 
this  big  advantage.  Buy 
WWJ-TV,  Detroit's  Believabil- 
ity Station. 


ASSOCIATE  AM-FM   STATION  WWJ 

first  in  Michigan    •     Owned  4  operated  by  The  Detroit  News 
National  Representatives:  Peters,  Griffin,  Woodward,  Inc. 
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can  be  adapted  by  dealers  locally  to 
help  increase  sales. 

Reactivation  of  the  issue  of  hard 
liquor  advertising  on  the  air: 

Following  the  discontinuance  of 
\uyens  Vodka  commercials  on 
WCRB,  Boston,  the  station  got  this 
reaction  from  listeners:  About  80% 
of  the  letters  received  decried  the 
hypocric)  las  the  station  put  it)  of 
radio  and  tv  in  refusing  to  air  liquor 
advertising. 

The  broadcast  appeals  for  public 
opinion  was  made  at  the  request  of 
the  Sackel  Co.,  Nuyen's  agency,  after 
a  midway  cancellation  of  the  liquor's 
2()-wcek  contract  with  WCRB. 

Said  the  stations  president:  "This 
sample  of  public  opinion  we  believe 
indicative  of  national  thinking.  We 
still  feel  the  whole  situation  should 
come  up  for  reappraisal  by  the 
NAB." 

Ideas  at  work : 

•  How  WSAI,  Cincinnati,  pro- 
moted its  newest  personality:  Station 
purchased  spot  announcements  on 
two  rival  stations,  providing  copy 
identical  to  its  own  promotional  spots. 
The  theme,  "Doc  Holliday  is  coming 
to  town,"  was  used  as  a  teaser  cam- 
paign with  no  call  letters  mentioned. 
"Doc"  Holliday  is  no  relation  to  the 
old  Western  character. 

•  They've  got  a  new,  streamlined 
method  for  preparing  logs:  WE  AW, 
Evanstown.  has  speeded  up  program 
log  writing,  cut  clerical  costs,  and 
keep  time  salesmen  in  the  field  fully 
informed  of  time  available  for  sale 
via  the  use  of  Bruning  Copyflex 
diazotype — developed  by  the  station's 
president.  The  copying  machine,  with 
translucent  acetate  film,  reproduces 
the  required  quantity  of  program 
logs,  leaving  room  for  sales  and  last- 
minute  insertions. 

•  Now  you're  a  'Moose  Milker': 
That's  the  new  club  formed  by  d.j. 
Throckmorton  of  WLOL,  Minneapo- 
lis-St.  Paul.  It  started  out  as  a  gag, 
but  in  a  couple  of  weeks  nearly  4.000 
requests  for  membership  came  into 
the  station.  This  prompted  the  print- 
ing of  cards  dubbed  the  'Moose  Milk- 
ers Club  of  Minnesota.' 

•  Record  Days  promotions: 
WOWO,  Ft.  Wayne,  held  its  Gold 
Record  Day  last  week,  playing  only 
those  records  selling  a  million  or 
more  copies.  To  herald  in  the  event, 
an   all-gold   parade   in   the   shopping 


area  preceded  it,  with  station  d.j.'s 
riding  in  gold  convertibles,  and  hand- 
ing out  gold  gimmicks  .  .  .  WMAZ, 
Macon,  Ga.,  saluted  the  record  indus- 
try last  week  by  honoring,  each  day, 
one  record  company  or  one  distribu- 
tor. Company  representatives  ap- 
peared in  the  studios  as  guests,  with 
their  top  recording  artists  calling  the 
station  and  having  their  conversa- 
tions aired. 

•  Two  off-beat  promotion  stunts 
at  WIP,  Philadelphia:  To  highlight 
the  return  of  a  d.j.  after  a  five-year 
hiatus,  an  all-night  Radiothon  was 
set  up  at  sponsor  Broad  Motors  show- 
rooms, with  on-the-air  promotions 
preceding  it.  Results:  3,000  people 
turned  out  for  the  event.  The  other 
stunt:  d.j.  Jack  Pyle's  traveling  sales- 
men club  continues  to  draw  member- 
ship and  has  held  two  events  in  its 
three-months  existence — a  dinner  and 
a  "beer  bust,"  attended  by  some 
1,000  men.  In  the  works  now,  a 
weekend  at  a  Pocono  mountain  resort 
for  the  traveling  salesmen  and  their 
wives. 

On  the  fin  front:    Robert  E.  Lee, 

of  the  FCC,  delivered  the  keynote  ad- 
dress last  week  at  a  dinner  marking 
the  30th  anniversary  of  WHDL-AM 
&  FM,  Olean,  N.  Y. 

Prophecied  Lee:  Fm  will  replace 
am  radio  communication  in  peace 
and  war,  with  revitalized  fm  show- 
ing signs  of  "being  the  future  serv- 
ice of  radio." 

Station  purchase:  WCUE,  Akron. 
Ohio,  to  Ted  Estabrook,  program 
producer  and  director  and  Jack 
Valdes,  late  of  BBDO. 

Thisa  'n'  data:  The  Electric 
League  of  Los  Angeles,  covering 
seven  Southern  California  counties, 
reports  that  this  market  enjoyed  the 
biggest  December  in  years,  with  ra- 
dio set  sales  for  1958  up  almost  7% 
over  1957  .  .  .  Fm'er,  KBIQ,  Los 
Angeles,  went  on  the  air  last  week, 
with  top  recording  artists  sending  in 
congratulatory  taped  messages  .  .  . 
Business  note:  WIP,  Philadelphia, 
has  linked  a  deal  for  sale  on  its 
fm  facilities  via  a  52-week  con- 
tract with  Curtis  Publishing  Co.  for 
15  spots  per  week,  across  the  board 
.  .  .  Even  though  they're  far  away: 
WINS,  New  York,  will  air  the  San 
Francisco  Giant  baseball  games  dur- 


ing the  1959  season  via  a  telegraphic 
report  from  the  ball  park. 

Kudos:  Richard  Taylor,  of  KFIV, 

Modesto,  Cal.,  named  the  "Outstand- 
ing  Young   Man"   by   the   city's   Jr. 
Chamber    of    Commerce    .    .    .    Jim 
Monroe,    news   director   of   KCMO, 
Kansas   City,   cited   by   the   national 
board  of  the  English-Speaking  Union  i 
for   promoting   better   understanding  j 
between  people  of  the  U.S.  and  those  \ 
of   other    English-speaking   countries 
.  .  .  Jim  Lange,  of  KGO,  San  Fran-  j 
cisco,   proclaimed   the   first   "Honor- 1 
ary   Mayor"   of   the   city   by   Mayor  ] 
George  Christopher  .  .  .  Mayor  Wag- 
ner   presented    the    New    York    City  | 
Safety  award  citation  to  WABC  per- 1 
sonality  Del  Sharbutt  .  .  .  WWRL, 
Woodside,  N.  Y.,  cited  for  outstand- 
ing community  service  in  promoting 
the  Heart  Fund  Drive  .  .  .  KYW-AM 
&  TV,  Cleveland,  received  the  radio 
and   tv   Airpower   Awards   given   by 
the  city's  chapter   of  the  Air   Force 
Association  .  .  .  Benedict  Gimbel, 
Jr.,  president  of  WIP,  Philadelphia, 
got  these  titles  upon  visiting  Louis- 
ville:   Honorary  citizen  of  Louisville; 
a    special    citation    from    Kentucky's 
Chamber   of  Commerce  and   Honor- 
ary  Ambassador    of   Good   Will   for 
Kentucky. 

Station  staffers:  Bill  Mason,  ap- 
pointed farm  program  director  for 
WLS,  Chicago  .  .  .  James  Snyder, 
new  head  of  WBC's  Washington 
News  Bureau  .  .  .  Kenneth  Manley, 
to  assistant  manager  of  WCSH,  Port- 
land, Me.  .  .  .  Diana  Loomis,  named 
director  of  publicity  and  public  rela- 
tions for  KFWB,  Hollywood  .  .  . 
Herb  Carl,  to  station  manager  of 
KENS,  San  Antonio  .  .  .  Norman 
Keats,  named  general  manager  of 
KFXM,  San  Bernardino,  Cal.  .  .  . 
Roy  Cordell,  to  director  of  opera- 
tions for  both  KFXM  and  KAFY, 
Bakersfield  .  .  .  A.  H.  Christensen, 
to  sales  promotion  and  advertising 
manager  of  KPIX,  San  Francisco. 

Add  station  staffers:  Herbert 
Golombeck,  to  manager  of  KOWH, 
Omaha  .  .  .  Bill  Clark,  named 
program  director  of  KING,  Seattle 
.  .  .  Dirk  Schaeffer,  to  direc- 
tor of  public  relations  and  continuity 
for  WWBZ,  Vineland,  N.  J Rus- 
sell Hoffman,  promoted  to  station 
manager  and  Howard  Hodgkins  to 
program  director,  KDUO,  Hollywood 
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To  sell  Indiana, 

you  need  both 

the  2nd  and  3rd 

ranking  markets. 

NOW 
ONE    BUY 

delivers  both  — 

AT  A  10% 
SAVINGS 


YOU   NEED   TWIN   BILLING 

in  Indiana ! 


Now,  a  new,  two-station  TV  buy  blankets  both  the 
South  Bend-Elkhart  and  Fort  Wayne  markets,  plus 
healthy  chunks  of  Southern  Michigan  and  Western 
Ohio.  Over  1.6  million  population  —  $2.8  billion  Effec- 
tive Buying  Income.  Alert  buyers  are  covering  these 
rich  markets  in  combination — and  saving  10%!  They're 
buying  them  right  along  with  Indianapolis — thus  cov- 
ering all  the  best  of  Indiana  from  within — with  just 
two  buys! 


see  your 


man   soon 


■*&m 


V^7 


SOUTH      BEND 


W7  Bs 


fOUr       WA Y  NE 


^%  Cap**  . 


iwe 


/^  RADIO  KPQ  GETS 
/  \    RESULTS .... 

2°1 


And  We  Challenge  All 
other  North  Central 
Washington  Media  To 
Disprove  Us! 

Strong     Statement?    Yes    .    .    . 
But,    KPQ   is    prepared   to   back 
that  claim  .  .  .  with  $MONEY 
on  the   line. 
(In    Five   Years,    No   Takers) 

When  you  buy  Inland  Washing- 
ton, Why  waste  money  testing? 
Use  the  ONE  MEDIUM  that 
produces  2  to    I. 

USE    KPQ 
WENATCHEE 

AN  ABC-NBC  AFFILIATE 


5000  WATT! 
560  K.C. 
WENATCHEE 
WASHINGTON 


PORTLAND   &   SEATTLE    REPS 
Art  Moore  and  Associates 

NATIONAL    REPRESENTATIVES 
Weed  and   Company 


.  .  .  Jerry  Miller  to  program  direc- 
tor and  Doug  China  to  production 
director,  KONO,  San  Antonio  .  .  . 
Thomas  Carroll,  to  business  man- 
ager of  WFMB,  Indianapolis  .  .  . 
John  Collins,  to  director  of  mer- 
chandising and  sales  at  WORC,  Wor- 
cester. Mass.  .  .  .  Five  staff  appoint- 
ments at  WIS,  Columbia,  S.  C: 
James  Whitaker,  to  regional  sales 
manager;  John  Wrisley,  to  direc- 
tor of  local  sales  and  program  plan- 
ning; Howard  Hamrick,  program 
director;  John  Thorne,  program 
manager  and  Homer  Fesperman, 
announcer-producer  for  the  station. 
.  .  .  Don  Hayes,  new  station  man- 
ager of  WKAZ,  Charleston-Hunting- 
ton. 


REPRESENTATIVES 


New  rep  firm:  Bernard  Ochs,  until 
recently  general  manager  of  For  joe 
&  Co.'s  Southeastern  office,  has 
formed  The  Bernard  I.  Ochs  Co. 

as  a  Southeastern  rep  for  radio  and 
tv  stations.  Location:  1401  Peach- 
tree  St.,  N.E.,  Atlanta. 

Rep  appointments:  WTTG,  Wash- 
ington, D.  C,  to  Peters,  Griffin, 
Woodward  .  .  .  KSRO,  Santa  Rosa, 
Cal.,  to  George  P.  Hollingbery  Co. 
.  .  .  WOKO,  Albany-Schenectady- 
Troy,  to  The  Branham  Co.  .  .  . 
KCEE,  Tucson,  to  Forjoe  &  Co.  .  .  . 
CKNW,  New  Westminster,  B.  C,  to 
Young  Canadian  Ltd.,  as  its  U.S. 
rep  .  .  .  WWSC,  Glens  Falls  and 
WSPN,  Saratoga  Springs,  N.  Y.,  to 
Devney,  Inc. 

Strictly  personnel:  Austin  Smith- 

ers  joins  AM  Radio  Sales  as  a  sales 
account  executive  in  the  East  .  .  . 
Fred  Bernstein,  appointed  v.p., 
general  manager  of  the  New  York- 
Eastern  sales  division  of  Forjoe  &  Co. 
.  .  .  Peter  Childs,  to  manager  of  the 
San  Francisco  office;  Andrew  Mur- 
phy, John  Blessington  and  Ed- 
ward Keady,  to  the  New  York  tv 
sales  staff  as  account  executives  for 
the  Branham  Co. 


TV  STATIONS 


Both  CBS  TV  and  ABC  TV  have 
taken  legal  steps  to  upset  the 
FCC's  decision  which  required 
candidates    for    public    office    to 


get  a  crack  at  the  screens  every 
time  an  incumbent  who  is  run-  j 
ning  for  re-election  is  shown  on  i 
tv. 

The  case  grew  out  of  the  demand 
of  a  candidate  for  the  Chicago  mayor-  j 
ship  for  equal  time  after  WBBM-TV 
had   shown  Mayor   Kelly  in   a  news  \ 
strip. 

Ideas  at  work: 

•  Lost  and  found :  Tv  was  able  |> 
to  come  to  the  aid  of  a  13-year-old 
amnesia  victim  and  find  his  parents  i 
the  other  night,  via  KDKA-TV, 
Pittsburgh.  Boy  was  presented  to  r 
viewers  before  the  11  p.m.  newscast,  1 
and  six  minutes  later,  his  family  was  l 
located. 

And  on  the  promotion  front,  * 
KDKA-TV  is  sending  a  storyboard 
presentation  to  all  agencies  and  cli-  11 
ents  describing  15  of  its  promotion  l 
and  publicity  campaigns,  and  stress- 1 
ing  summer  and  winter  activity  at  the 
station. 

•  Taking  the  cue  from  a  national  I 
habit:     WTCN-TV,   Minneapolis-St. 
Paul,  has  turned  the  common  enjoy- 1 
ment    of    an    evening    snack    while 
watching  tv,  into   a  new  promotion.  I 
The  idea:  Joining  forces  with  a  local 
firm  which  delivers  coffee,  sandwiches  j 
and  pastrv,  the  station  is  offering  a  \ 
free  tv  night  lunch  to  the  household. 
if  the  tv  set  is  tuned  to  WTCN  when! 
the  deliverers  knock.    It's  being  pro- 1 
moted  via  10-  and  20-second  spots. 

•  WCKT-TV,  Miami,  sent  a| 
small  box  containing  an  aspirin  to  I 
all  newspaper  people  in  the  area,  to  I 
remind  them  to  watch  M.D.  Interna-l 
tional. 

•  KYW-TV,   Cleveland,   and   one|1 
of  its  advertisers,  Hough  Bakery,  heldj 
this   promotion    gimmick   last  week:l 
the  bakery  made  a  "Barnaby"  cookie 
fashioned  after  the  station's  personal-j 
ity,  and  via  several  spots  on  the  sta-l 
tion,  offered  it  free  to  children  com-l 
ing   to   the   stores.     Results:     80,000 
cookies   were   given   away   during   a 
10-day  period. 

David  A.  Lown,  late  of  NBC  as 
director  of  the  TeleSales  depart- 
ment, is  joining,  as  president  and 
chief  operational  head,  Intercon- 
tinental Tv,  S.A.,  a  European  com-l 
pany  set  up  to  service  American  tv 
productions  in  Europe  and  through- 
out the  world. 

(Please  turn  to  page  76) 
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How  dominant  can  you  be? 
In  the  3 -V- station  Atlanta  market 

the  WSB-TV  share  of  sets  in  use 
as  shown  by  January  ARB . . . 


Sign-on  to  sign-off,  Sunday  through  Saturday  —  the  whole  works! 
While  WSB-TV  racked  up  45.4%  of  the  sets-in-use.  station  B 
barely  made  the  thirties,  station  C  was  in  the  low  twenties.  Even 
more  dominating  is  the  WSB-TV  position  in  audience  ratings.  Of 
the  452  quarter-hours  measured  WSB-TV  led  in  56.4%  of  them. 
Check  the  records  —  it's  the  same  story  month  after  month.  Cer- 
tainly your  advertising  in  Atlanta  belongs  on  WSB-TV. 


WSBTV 


Represented  by  Edw.  Petry  &  Co. 

Affiliated  with  the  Atlanta  Journal  ond 

Constitution.   NBC  affiliate. 
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Your  Salesman  on  Sight  for  783,232  Households    in 

THE  SOUTHEAST!  BIGGEST,  RICH  MARKET 


TELEVISION 

MTINSTOH-SALEM 


Put  your  salesman  where  impulses  to  buy  get  started 
...  in  the  783,232  households  of  WSJS  television's 
buying  market,  the  75  Piedmont  Counties  in 
North  Carolina  and  Virginia. 


s  Winston-Salem 
ill!]  for  7   Greensboro 
^High  Point 


AFFILIATE 
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WhaCs  happening  in  U.  S.  Government 
that  affects  sponsors,  agencies,  stations 


WASHINGTON  WEEK 


28  FEBRUARY   1959 

Copyright   1959 

SPONSOR 

PUBLICATIONS   INC. 


House  Commerce  Committee  chairman  Oren  Harris  (D.,  Ark.)  did  more  this 
week  than  formally  reconstitute  his  Legislative  Oversight  subcommittee:  He  an- 
nounced another  of  his  committee's  sub-groups  would  look  into  uses  of  the  spec- 
trim:. 

Harris  was  tight-mouthed  about  Legislative  Oversight.  He  refused  to  say  when  new 
probes  would  start  or  what  they  would  cover.  The  House  is  to  be  asked  to  put  $200,000 
for  the  new  investigations.  In  the  two  years  of  the  previous  Congress,  $300,000  was  spent  for 
this  purpose. 

Harris  also  introduced  what  was,  in  effect,  I  lit;  official  committee  bill  on  regulatory  agency 
practices.    He  was,  in  short,  a  busy  man. 

The  spectrum  study  proposed  by  Harris  for  the  House  Commerce  communica- 
tions subcommittee  steals  a  march,  both  on  the  White  House  and  on  the  Senate 
Commerce  Committee. 

Last  year,  the  Senate  passed  a  bill  calling  for  a  study  of  military  spectrum  uses.  The 
White  House  intervened,  and  in  the  Harris  committee  the  bill  was  amended  to  include  study 
of  all  spectrum  uses,  including  commercial  radio  and  tv.   The  bill  never  passed. 

Now  the  Office  of  Civilian  Defense  Mobilization  recommends  an  over-all  study  by  a  com- 
mission to  be  White  House  appointed.  The  Senate  Commerce  Committee  also  wants  a  study, 
but  it  would  like  the  commission  to  be  appointed  by  Congress.  It  feels  Congressional  ap- 
pointees would  be  much  more  sympathetic  to  the  radio/tv  industry. 

Harris  thinks  he  has  the  argument  settled  in  advance,  with  plans  to  conduct  the  in- 
quiry through  his  Communications  subcommittee,  which  can  be  relied  upon  to 
be  friendly  to  broadcasting. 

The  Harris  reform  bill  for  federal  regulatory  agencies  differed  very  little  from 
the  measure  Harris  introduced  last  year,  but  did  not  push. 

There  would  be  fines  and  jail  terms  for  attempts  to  influence  Commissioners  improperly. 
All  contacts  with  federal  agencies  would  have  to  go  on  the  public  record,  including  any  from 
Congressmen. 

Members  of  the  regulatory  agencies  would  elect  their  own  chairmen,  instead  of  present 
appointment  by  the  President.  The  law  would  be  made  clear  that  the  President  may  fire  a 
commissioner  for  malfeasance. 

The  specific  authority  FCC  commissioners,  alone,  now  have  for  acceptance  of  fees  and 
honorariums  would  be  revoked. 

The  special  hearing  on  the  award  of  Boston  channel  5  to  the  Herald-Traveler 
hasn't  uncovered  scandals  on  the  order  of  Miami  channel  10. 

Most  of  the  big  names  in  Congress  and  Government  seem  to  have  been  mentioned,  but 
there  is  no  evidence  that  any  took  action  with  respect  to  the  bitterly  contested  Bos- 
ton channel.  So  far,  at  least,  the  rumors  of  intense  political  interposition  has  proved  a  wet 
firecracker. 

A  bill  to  exempt  from  excise  taxes  that  portion  of  the  price  charged  retailers, 
which  is  marked  off  to  co-op  advertising,  has  been  introduced  by  Rep.  Don  Mag- 
nuson   (D.,  Wash.). 

This  would  countermand  a  recent  Internal  Revenue  ruling  to  the  opposite  effect  which  has 
disturbed  radio/tv  and  appliance  dealers. 
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Marketing  tools,  trends,  news, 
in  syndication  and  commercials 


FILM-SCOPE 


28  FEBRUARY  1959  ^  number   of  cigarette  brands  which  have  never  used  syndication  are  now 

copyright  1959  closely  studying  the  patterns  of  their  syndication-oriented  competitors. 

The  new  importance  of  tobacco  spending  in  syndication  is  underlined  by  a  Ziv  study 
on  Mackenzie's  Raiders,  which  revealed  alternate  week  tobacco  advertisers  are  in  13  of 
the  20  largest  U.  S.  markets. 


'  B* 


There  may  be  trouble  on  the  horizon  for  more  than  one  quarter  in  syndication  as  the  re- 
sult of  a  couple  disturbances  last  week. 
These  upsets  were: 

•  MCA  found  Lloyd  Nolan  momentarily  shying  away  from  making  more  than  26  episodes 
of  Secret  Agent  7 — or  the  number  he  had  originally  contracted  to  do. 

•  Guild  Film,  already  enmeshed  in  lawsuits,  became  the  target  of  threatened  suits  by  pro- 
ducers claiming  they  lost  revenue  when  Guild  bartered  instead  of  selling  their  films. 


Look  for  station  groups  to  become  an  increasingly  important  factor  in  the  pro- 
duction and  sale  of  video  tape  programs. 

Westinghouse  as  part  of  its  overall  policy  of  promoting  informational  and  education  pro- 
grams has  two  new  tape  properties,  Youth  Wants  To  Know  and  American  Forum. 

WNTA-TV — in  association  with  Telestudios  and  the  NTA  sales  staff — will  try  to  move 
programs  built  around  personalities  such  as  Bishop  Sheen,  David  Susskind,  Mike  Wallace, 
Peter  Potter. 

Prices  in  tape  syndication  will  likely  be  very  reasonable  at  first  to  encourage  the  new 
medium,  running  as  low  as  50%  of  film  prices. 


Feelers  by  CBS  Films  on  the  possibility  of  distributing  MGM  or  20th  Century- 
Fox  production  in  syndication  were  extended  last  week  by  Merle  Jones. 

Note  that  while  both  these  majors  have  stepped  up  tv  filming  schedules  for  the  coming  sea- 
son, neither  has  any  thorough  sales  tie  reaching  into  syndication. 


There's  a  definite  move  afoot  by  distributors  to  commit  themselves  to  an  en- 
tire series  this  coming  season  rather  than  selling  from  pilots. 

Consequently,  with  contracts  written  for  39  shows  the  syndicators  have  been  trying  more 
than  ever  to  make  network  sales  before  putting  programs  through  the  alternate  syndication 
route. 

Availabilities  to  the  local  and  regional  buyer  of  tv  film  will  therefore  not  be  known  in 
many  cases  until  late  spring  this  season. 

Film  prices  since  1953  have  fluctuated  upwards  only  slightly,  according  to 
Michael  Sillerman's  Kansas  City  talk  last  week. 

He  reported  representative  prices  in  that  city  to  have  been  $325  in  1953,  $400  in  1954, 
$325  in  1955,  $300  in  1956  and  $375  in  1957  and  1958. 
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FILM-SCOPE  continued 


The  relative  impact  of  minute  commercials  within  syndicated  programing  and 
within  feature  film  strips  is  now  heing  analyzed  and  compared  hy  one  of  tv's 
largest  spot  spenders. 

Initial  difficulties  caused  by  the  exhaustion  of  new  supplies  of  feature  films  were  com- 
plicated this  season  by  widespread  buying  of  minute  spots  in  half  hour  syndica- 
tion in  prime  time. 

Interest  in  the  question  from  the  station  point  of  view  is  largely  along  network  family 
lines  with  CBS  affiliates  having  the  heaviest  investment  in  feature  films  and  with  NBC  stations 
tending  to  have  the  lightest  programing  of  features. 


With  syndication  selling  prospects  on  the  upbeat,  a  number  of  distributors  are 
being  enticed  back  into  first-run  production  for  the  fall. 

Among  these  are  Official  Films  with  Police  Station,  Bernard  L.  Schubert  with  Counter- 
spy, Flamingo  with  Deadline,  and  other  distributors  which  have  been  out  of  first-run  selling 
for  a  few  seasons. 

A  live-plus-film  pattern  in  syndication  is  continuing  in  the  area  of  children's 
programing. 

Local  hosts  for  Bozo  the  Clown,  for  example,  have  been  specially  trained  in  Holly- 
wood for  WGN-TV,  Chicago  and  other  stations. 


COMMERCIALS 


An  agency  check  on  New  York  stations  last  week  revealed  wide  variation  in 
acceptance  and  in  charges  for  handling  tape  commercials. 

Present  policies  regarding  announcements  on  tape  are  as  follows: 
WCBS-TV:   will  take  tape  only  within  programs;  charges  vary. 
WRCA-TV:   charges  $100  extra  for  tape  plus  rehearsal  costs. 
WABC-TV:  will  not  accept  tape  commercials. 
WOR-TV:   charges  $50  fee. 

WNEW-TV:    no  charge  where  use  is  unrestricted. 
WPIX-TV:    charged  $15  fee. 
WNTA-TV:    no  charge  for  nighttime  use. 

Note  that  in  some  cases  the  tape  handling  charge  is  such  a  large  fraction  of  morning 
time  that  for  the  moment  tape  will  be  economical  only  during  prime  hours. 

The  next  big  obstacle  producers  will  have  to  overcome  in  getting  into  tape  is 
acquiring  a  staff  that  has  technical  experience. 

Up  to  now  there  have  barely  been  two  networks  and  one  other  producer  that  have  been 
able  to  do  the  business  to  give  their  technicians  needed  know-how. 

Commercials  flashes:  H.  Williams  Hanmer  is  new  president  of  Wilding  of  Chicago 
.  .  .  Peter  Cooper,  of  Robert  Lawrence  Productions,  criticized  animation  studios  for  "playing 
it  safe  with  a  style  that  worked  before"  .  .  .  Playhouse  Pictures  of  Hollywood  received  a 
medal  and  an  award  from  Los  Angeles  Art  Directors  Club  for  Ford  and  Esso  commercials 
.  .  .  Music  Makers  of  New  York  reports  that  representation  offices  in  Chicago,  Pittsburgh 
and  San  Francisco  will  be  opened  shortly  .  .  .  Transfilm  stock  is  now  being  traded  for  the 
first  time  on  the  American  stock  exchange  .  .  .  Klaeger  will  produce  a  documentary  for 
Prestone. 
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Discount  as  completely  misleading  the  report  that  a  prominent  rep  has  been  re- 
vamping his  sales  staff  as  an  economy  measure. 

If  there's  one  distinguishing  mark  about  the  man  it's  this:  In  his  years  as  an  operator, 
he's  always  laid  out  heavily  for  good  personnel. 


Looks  like  Lawrence  Welk  won't  be  spreading  himself  too  thin  next  season. 

His  Wednesday  night  spot  has  been  made  available  for  sale.    But  his  record  of  two 
hours  a  week  still  tops  the  achievements  of  his  radio  counterpart — Wayne  King — 

who  at  his  peak  was  doing  three  half-hours  a  week  for  Lady  Esther. 


A  Chicago  agency  with  a  hefty  stake  in  spot  is  gathering  statistical  ammunition 
to  fire  at  reps  for  alleged  servicing  neglect. 

The  agency's  media  chief  figures  that  his  agency  accounts  for  at  least  10%  of  the 
business  placed  in  Chicago;  his  gripe  is  that  he's  not  getting  10%  of  the  reps'  atten- 
tion when  it  comes  to  follow-through. 


An  agency  with  a  soft  goods  account  heavy  in  tv  is  still  losing  money  on  it 
after  two  years  because: 

•  Every  time  the  v.p.  in  charge  of  the  account  goes  calling  on  the  client  for  a  conference 
he  hauls  along  20  to  30  people  from  the  agency. 

•  The  client  himself  is  noted  for  the  personal  kick  he  gets  out  of  such  attention. 


The  producer  of  the  recent  Edsel  commercial  series  found  out  how  costly  it  can  be 
if  you  don't  protect  yourself  in  union  conflicts  of  authority. 

It  happened  that  the  studio  he  normally  used  was  too  small  to  take  care  of  all  the 
cars  he  needed  in  the  demonstrations ;  so  he  leased  a  larger  studio ;  but  as  it  turned  out,  this 
was  under  the  jurisdiction  of  a  second  stagehands'  union. 

The  upshot: 

He  had  to  pay  for  a  second  crew  which  did  nothing  but  stand  around. 


The  bartering  of  plane  passages  for  time  has  become  a  thriving  market  for 
the  I-can-get-it-for-you-wholesale  gentry. 

The  gimmick  in  its  manifold  ramifications  works  this  way: 

A  middleman  learns  from  a  station  that  it  will  swap  so  many  dollars  in  airline  tickets 
for  so  much  time.  The  airline  and  the  station  issue  checks  to  each  other  for  equal 
amounts. 

The  middleman  buys  the  tickets  from  the  station  at  20-25%  discount  and  sells 
them  for  10-15%  below  the  face  value. 

What  piques  ad  agencies  with  airline  accounts: 

The  swap  money  is  deducted  from  the  ad  budget ;  agencies  write  the  commercials 
involved  at  cost  plus  15%. 

In  any  event,  the  advertiser  cuts  himself  off  from  an  evaluation  of  what  he's  ac- 
tually getting  in  spots  for  his  tickets. 
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Nothing  else  like  it 

in  Greater  New  York 

IN  PROGRAMMING:  The  voice  of  WVNJ  is 
unique.  It's  the  only  radio  station  in  the  entire 
Metropolitan  New  York  area  that  plays 
just  Great  Albums  of  Music  from  sign  on  to 
sign  off — 365  days  a  year. 

IN  AUDIENCE:  So  different,  too.  So  largely 
adult  —  so  able  to  buy- — -so  able  to  persuade 
others  to  buy.  And  in  Essex  County  alone 
(pop.  983,000)  WVNJ  dominates  in 
audience  —  in  quality  of  audience  — 
and  in  prestige. 

IN  VALUE:  It  delivers  the  greater  New  York 
audience  for  less  than  31c  per  thousand  homes  — 
by  far  the  lowest  cost  of  any  radio  station 
in  the  market. 

radio  station  OF  "(Ehe  Kcruavk  Kctus 

national  rep:  Broadcast  Time  Sales    •    New  York,  N.  Y.    •    MU  4-6740 


Newark,  N.  J.—  covering  New  York  arid  New  Jersey* 
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WRAP  UP 

(Cont'd  from  fxige  68  I 

Equipped  with  mobile  tv  and  video- 
tape recording  equipment.  Intercon- 
tinental will  make  it  possible  for 
American  tv  producers  and  networks 
to  roam  Europe  and  the  world  for 
new  program  material. 

Thisa  V  data:  WKY-TV,  Okla- 
homa City,  uncrated  its  first  video- 
tape machine  on  camera,  with  the 
chief  engineer  explaining  its  capabili- 
ties to  viewers  ...  In  addition  to  its 
recent  gift  of  $4,000.  KPIX,  San 
Francisco,  last  week  presented  educa- 
tional tv  station  KQED  with  47 
pieces  of  tv  equipment  .  .  .  Business 
note:  KMOX-TV,  St.  Louis,  is 
writing  and  producing  a  one-hour 
documentary  to  be  narrated  by  CBS 
News'  Douglas  Edwards,  scheduled  to 
premiere  in  May  and  sold  to  Commu- 
nity Federal  Savings  &  Loan  Asso- 
ciation. 

Kudos:  Hugh  Terry,  president 
and  general  manager  of  KLZ-AM  & 
TV,  Denver,  has  been  named  to  the 
newly  created  National  Journalism 
Hall  of  Honor  at  the  University  of 


coast  line  PICKS 

JACKSONVILLE 


W.  Thomas  Rice,  President 
Atlantic  Coast  Line  Railroad 

The  Atlantic  Coast  Line  Railroad  has 
picked  Jacksonville  for  its  new  17- 
story  headquarters  office  building. 
The  Coast  Line's  choice  of  Jackson- 
ville is  evidence  of  their  faith  in  the 
State  of  Florida's  Gateway  City  and 
Jacksonville  is  enthusiastic  over  this 
latest  addition  to  the  rapidly  expand- 
ing North  Florida  economy. 

AND  JACKSONVILLE  PICKS 
WFGA.TV 

In   Jacksonville,    Jaxons    have   picked  m 

WFGA-TV,   Channel    12    as   the   best  I 

family  station  in   the  huge  $1V4  bil-  § 

lion     North     Florida-South     Georgia  || 

market.  I 

NBC  and  ABC  Programming 
Represented  nationally  by 
Peters.  Criffin,  Woodward,    Inc. 


(Second  Of  A  Series) 


WFG  A  —  TV 

Channel   12 

Jacksonville,  Florida 

FLORIDA'S     COLORFUL     STATION 


Missouri  .  .  .  Larry  Walker,  presi- 
dent and  general  manager  of  WSOC- 
TV.  Charlotte,  N.  C,  honored  by  the 
National  Conference  of  Christians 
and  Jews  for  "outstanding  leadership 
in  advancing  brotherhood"  .  .  .  J.  C. 
Kellam,  general  manager  of  KTBC- 
AM  &  TV,  Austin,  selected  the 
"Young  Man  of  the  Year"  by  the 
Jr.  Chamber  of  Commerce  .  .  .  Rob- 
ert Breckner,  v.p.  in  charge  of  pro- 
grams at  KTTV,  Los  Angeles,  named 
president  of  the  Michael  Burke  Foun- 
dation. 

On  the  personnel  front:  Roger 
Shaffer,  appointed  national  sales 
manager  of  WSPA-TV.  Spartanburg 
.  .  .  H.  Taylor  Vaden,  appointed 
sales  promotion  and  advertising  man- 
ager of  WJZ-TV,  Baltimore  .  .  .  Wil- 
liam McGowan,  to  the  news  staff  of 
WCSH-TV.  Portland,  Me.  .  .  .  Jack 
Downey,  named  executive  producer 
of  KMOX-TV.  St.  Louis  .  .  .  Jack 
Fox,  to  local  sales  manager  of 
WNBC-TV,  Hartford  .  .  .  Dick  Fair- 
banks, to  national  sales  manager  of 
KTVH,  Wichita  .  .  .  Doug  Duper- 
rault,  to  the  promotion  department 
of  WTAR-TV,  Norfolk  .  .  .  Barbara 
Wilkens  named  director  of  sales 
promotion  for  WNTA-AM-FM-TV. 
New  York. 


LEO  BURNETT 

(Cont'd  from  page  34) 

in  the  center  of  the  state  between 
Detroit  and  Grand  Rapids. 

His  father  was  a  dry  goods  mer- 
chant, but  Burnett  as  a  boy  hung 
around  the  local  newspaper  offices 
and  learned  printing  and  typesetting. 
After  he  graduated  from  high  school 
he  didn't  have  enough  money  for 
college  so  he  taught  a  one-room 
country  school  for  a  year. 

At  the  University  of  Michigan  he 
was  active  on  the  college  newspaper, 
the  Michigan  Daily,  and  other  campus 
publications.  He  majored  in  English 
and  his  favorites  in  those  days  were 
Kipling  and  O.  Henry.  He  also  had 
an  English  professor  who  insisted 
that  the  class  read  the  New  York 
World,  then  in  its  greatest  days  with 
such  columnists  as  F.P.A.  and  Hey- 
wood  Broun. 

His  dream  as  a  college  senior  was 
to  go  to  New  York,  0.  Henry's 
"Bagdad  on  the  Subway,"  and  be  a 
reporter  on  the  World.  But  due  to  a 
twist  of  fate  he  found  himself  after 


college  a  reporter  and  feature  writer 
on  the  Peoria  Journal. 

A  year  in  Peoria  extinguished  his 
journalistic  ambitions  and  a  Michi- 
gan classmate  provided  the  key  to  his 
real  life's  work.  0.  B.  Winters,  later 
a  famous  creative  executive  at  Erwin 
Wasey,  had  gone  directly  from  college 
into  advertising.  He  wrote  such  glow- 
ing accounts  of  its  promise  and  pros- 
perity that  Burnett  got  in  touch  with 
his  old  English  professor  to  ask 
whether  the  University  ever  received 
requests  from  big  companies  to  fill 
advertising  jobs. 

The  answer  came  back  by  return 
mail.  The  Cadillac  Motor  Car  Co. 
wanted  some  one  to  run  its  house 
organ.  Burnett  moved  to  Detroit,  and 
in  two  years  was  in  charge  of  Cadil- 
lac's advertising.  In  this  spot  he  met 
Theodore  F.  MacManus  one  of  his 
first  and  greatest  advertising  heroes. 

After  a  short  spell  in  the  Navy 
during  World  War  I,  he  returned  to 
Cadillac,  but  shortly  thereafter  be- 
came advertising  manager  of  the  ill- 
fated  Lafayette  car  with  headquarters 
in  Indianapolis.  When  the  Lafayette 
was  changed  to  a  low-priced  car  and 
moved  to  Racine,  he  joined  the  Indi- 
anapolis agency  of  Homer  McKee, 
and  built  up  a  solid  background  of 
all-round  advertising  experience  be- 
fore opening  his  own  shop  in  Chicago 
in  1935.  This  was  followed  by  four 
years  in  charge  of  creative  work  in 
the  Chicago   office  of  Erwin  Wasey. 

Such  a  rugged  apprenticeship  con- 
trasts sharply  with  the  training  which 
young  admen  receive  in  the  Burnett 
Co.   of   1959. 

Here  is  the  way  Burnett  sums  up 
their  selection  and  training  program. 
"To  describe  how  we  find  new,  young, 
creative  people  would  show  us  as 
completely  confused  and  disorganized 
as  every  other  agency.  But  find  them 
we  do. 

"When  we  locate  them  we  put  them 
to  work  under  an  experienced  super- 
visor and  let  them  learn  by  doing. 
They  attend  plans  board  meetings 
where  they  have  an  opportunity  to 
observe  the  thinking  (or  lack  of  it) 
of  our  best  people.  They  are  sent  to 
the  Coast  and  to  New  York  to  watch 
the  production  of  commercials  in  the 
hope  that  it  will  reduce  the  amount 
of  unproduceable  ideas.  This  last  is 
done  not  by  chance  but  by  a  deliber- 
ate one-year  plan  which  assures 
promising  young  writers  of  at  least 
(Please  turn  to  page  80) 
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A  very  moving  picture,  indeed! 
Now  is  the  time  to  put 
your  accounts  that  sell 

their  products  throughout 

KERO-TV    BAKERSFIELD   SERVING  MORE  THAN  ONE  MILLION  PROSPEROUS  PEOPLE 

California's  "five-county-city" 
on  kero-tv.  It's  the 
only  way  to  cover 

California's  svPER-market. 


REPRESENTED  BY  EDWARD  PETRY  &  CO.,  INC. 


*ifejo 


A 


GRAB  A  PLANE 


and  get  out  to  Chicago.    The  NAB  Convention  is  between 

15  and  18  March.  That  way  you'll  meet  most  everyone  you  want  to  meet 

and  see  most  everything  first  hand.  It  may  be  hectic  but  it's  bound 

to  be  a  great  show. 


READ   SPONSOR 


That  way  you'll  get  to  see  the  industry's  collective  mind  on  almost 
every  important  problem  of  the  day.   The  Convention  Issue  will  have  reports 
on  major  exhibitors  and  equipment.   Reports  from  NAB,  RAB,  and  TvB, 
a  special  N AB-dominated  Sponsor-scope;  rundowns  on  all  convention 
hotels — who  is  staying  where,  and  how  to  get  there.  A  complete  directory  of 
agencies,  advertisers  and  reps  in  the  Chicago  area.   Listings  of 
the  best  restaurants  .  .  .  and  we  could  go  on.  It's  a  big  important  issue 
you.  just  can't  afford  to  miss. 


ADVERTISE  IN  THE  CONVENTION  SPECIAL 

When  you  advertise  in  the  Convention  Issue,  you  can  advertise  in 
the  Convention  Special,  too,  at  bargain  rates.    That  way  you  get  your 
message  to  everyone  who  is  anyone  at  the  convention  itself.   For 
SPONSOR'S  Convention  Special  (it's  a  separate  book  of  its  own)  is 
hand-delivered  to  the  hotels  of  2000  of  the  very  top  people  at  the  show. 
It  blankets  the  NAB  hotels  in  Los  Angeles.    This  double  exposure, 
double  impact  to  the  key  men  in  the  industry,  costs  you  only  $75  extra  per 
page  over  the  regular  rate. 


Advertising  forms  for  the 
Convention  Issue,  plus 
the  Convention  Special, 
close  first  week  in  March.  Wire 
collect  for  reservations  now. 


THE    WEEKLY    MAGAZINE    TV/RADIO    ADVERTISERS    USE 

40  East  49th  Street,  New  York  17,  New  York      •        MUrray  Hill  8-2772 


Ray  Ellingsen 
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can  give 

your 

photographic  needs 

the  kind  of 

attention 

you  like 

.  .  .  backed  by 

experience 

and  artistry! 

Simply  call 
DEIaware   7-7249 

or  write  to 

12  E.  Grand  Ave. 

Chicago 


LEO  BURNETT 

{Cont'd  from  page  76) 

one  production  trip  of  no  less  than 

a  week's  duration." 

Despite  this  careful  attention  to 
junior  members  of  the  staff  Burnett 
is  not.  however,  one  who  believes  in 
the  old  cliche  that  "advertising  is  a 
young  man's  business." 

He  says,  "It  is  true  only  in  the 
sense  that  success  can  come  early  and 
youth  is  no  bar.  But  to  imply  that 
the  best  thinking  in  advertising  comes 
from  youngsters  is  a  curious  myth 
foisted  on  the  profession  by  middle- 
aging  creative  men  who  want  to  get 
out  of  harness  and  to  pass  the  hard 
work  on  to  their  juniors  in  such  a 
way  as  to  make  the  young  rejoice  in 
wielding  the  pick." 

To  test  him  out  on  this  subject, 
sponsor  asked  Burnett  a  loaded  ques- 
tion, "Have  you  any  plans  to  retire?" 

Says  Mr.  Burnett,  "I  would  like 
to  state  unequivocally,  categorically, 
and  implicitly  that  I  am  neither 
planning  on  retiring  or  dreaming  of 
it." 

To  which  Draper  Daniels  adds  this 
comment,  "For  the  sake  of  everyone, 
all  who  know  Leo  hope  that  he  will 
get  his  reward  in  heaven.  Otherwise 
we  expect  to  see  a  large-scale  adver- 
tising campaign  launched  which  will 
change  the  image  of  hell  and  make  it 
seem  like  the  only  place  worth  going 
to. 

But  no  analysis  of  the  Burnett  char- 
acter would  be  complete  without  men- 
tioning another  much  more  serious 
side  of  his  nature. 

Leo  Burnett,  for  all  his  passionate 
interest  in  every  phase  of  modern  ad- 
vertising and  selling,  brings  to  the 
business  a  kind  of  old-fashioned 
idealism  that  is  as  refreshing  as  it  is 
unusual. 

Here  are  some  quotes  which  illus- 
trate his  beliefs: 

•  "I  have  learned  that  the  greatest 
single  thing  to  be  achieved  in  ad- 
vertising is  believability. 

•  "I  have  learned  to  respect  ideas 
wherever  they  come  from. 

•  "I  have  learned  that  it  pays  to  fight 
for  causes  and  concepts  which  may 
be  unpopular  at  the  moment  rather 
than  following  the  course  of  easy 
agreement. 

•  "I  have  learned  that  people  should 
be  made  to  want  your  goods,  not 
constantly  induced  to  buy  them. 

•  "I  have  learned  that  a  really  good 
advertising  man  is  more  interested 


in  earnestness  than  in  glibness, 
takes  more  satisfaction  out  of  con- 
verting people  than  in  'wooing' 
them. 

•  "I  have  learned  to  look  for  the  'in- 
herent drama'  in  any  product.  It 
exists  in  them  all,  and  it's  what  the 
manufacturer  had  in  mind  when  he 
conceived  them. 

•  "I  have  learned  the  glacier-like 
power  of  friendly  familiarity.  A 
friendly  feeling  toward  a  brand 
says  value  to  a  consumer  more 
clearly,  more  convincingly  than  the 
word  'value'  itself. 

•  "I  have  learned  to  respect  the  fit- 
ness of  things  in  advertising — not 
only  in  terms  of  good  taste  but  by 
giving  the  ad  or  the  commercial 
which  is  somehow  becoming  and 
natural  for  the  product  it  adver- 
tises." 

Such  principles,  which  Burnett  are 
inclined  to  state  shyly,  even  hesitat- 
ingly, are  unquestionably  keys  to  the 
Burnett  story. 

They  explain,  at  least  in  part,  such 
statistics  as  these: 

Eight  clients  of  Leo  Burnett  Co. 
Inc.  billed  in  total  $9,569,348  in  their 
first  full  years  with  the  agency.  In 
1958,  these  same  eight  billed  in  total, 
$69,600,000. 

Obviously  in  the  development  of  a 
$100  million  agency,  many  highly 
capable  talents  are  required.  Burnett, 
himself  says  that  he  owes  his  success 
to  his  large  number  of  "strong  right 
arms"  and  pays  special  tribute  to 
Dick  Heath,  former  president  and 
present  chairman  of  the  executive 
committee  who  joined  him  during  the 
agency's  second  year.  Industry  ob- 
servers insist  that  Burnett's  genius 
for  organization  and  for  attracting  top 
people  is  perhaps  his  greatest  asset. 

These  people  and  methods  will  be 
discussed  in  next  week's  sponsor. 

Meanwhile,  however,  the  personal- 
ity and  character  of  the  man  from  St. 
Johns,  Michigan  must  be  reckoned 
as  major  factors  in  any  realistic 
appraisal  of  the  Leo  Burnett  Co.  Inc. 

Midwesterners  who  are  used  to  at- 
tending Big  Ten  football  games  are 
familiar  with  the  thundering  chorus 
of  the  University  of  Michigan's 
famous  "Hail  to  the  Victors"   song. 

It  seems  probable  to  sponsor  that 
Leo  Burnett's  dream,  like  that  of  his 
alma  mater,  has  been  to  be  "The 
Champion  of  the  West."  And  820 
Burnett  employees  are  claiming  that 
title  for  him  today.  ^ 
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One 
TV  station 
had 
to  be 
unique 


Take  these  ingredients:  A  maximum  power  TV 
station  strategically  located  thirty  line-of-sight 
miles  from  Canada's  3rd  market.  Add  strong, 
clear  telecasting  from  a  half  mile  high  tower 
with  top  CBS  network  shows  and  syndicated 
half  hours.  Then  add  the  fact  that  only  one  other 
TV  station  operates  in  the  Greater  Vancouver 
area  and  you  see  how  KVOS-TV  achieves  its 
unique  position:  an  international  station  rating 
first  among  TV  viewers  in  Vancouver,  Victoria 
and  5  other  B.C.  communities.  This  is  why 
Canada's  leading  advertisers  are  consistently 
scheduling  KVOS-TV. 
Plus  82,000  TV  homes  in  Northwest  Washington 


KVOS  TV 


VANCOUVER  OFFICES— 168V  W.  Broadway.  REgent  8-5141 
STOVIN-byles  LIMITED— Montreal,  Toronto.  Winnipeg 
FORJOE  TV  INC. —  New  York,  Chicago,  Los  Angeles,  San  Francisco 
ART  MOORE  and  ASSOCIATES— Seattle,  Portland 
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SACRAMENTO'S 

#1  Station* 

SELLS  for  YOU  with 

\ '  Outstanding    Personalities 

V  Family  Fun-tests 

V  Local  News 

V  Top-  Rated  Shows 

\    Merchandising  & 
Promotion 

KXOA 

Placed  1st  in  59%  V4  Hrs.* 
Leads  "F"  (2nd)  by  48% 
Leads  "C"  (3rd)  by  153% 

The   BEST  Salesman 
Is  Your   BEST   Buy 


DYNAMIC 


KXOA 


•Pulse — Oct.  1958   (Last   Metro) 
Nat'l.   Rep:    McCavren-Quinn 


IT'S  ft  FACT! 


1859— John  H.Gregory  discovered  the  first 
gold  lode  in  Gilpin  County,  Colorado. . . 
The  population  of  Denver  was  4,726! 

1959— Population  of  the  Denver  TV  cover- 
age area  served  by  Channel  9  is 
1,479,500  people  who  have  a  spend- 
able income  of  $2,803,077,000! 

IT'S  fiLSO  A  FACT! 

One  day  spot  saturation  on  Channel  9 
for  Denver  Car  dealer  resulted  in 
42  new  car  sales  in  one  day.  A 
new  record! 

Channel  9  personalities  promoted  kids 
theatre  party  and  outpulled  com- 
petition's identical  promotion  . . . 
same  day,  same  time— two  to  one! 

THE  FACT  IS... 

For  the  best  buy  in  Denver 


KBTV, 


Itifi  V  CHANNEL 

THE  FAMILY  STATION 


Join  fhe"Rush  To  The  Rockies" 
Come  to  Colorado  in  '59  .  .  . 


SINGLE-RATE 

[Cont'd  from  page  42) 
most  particularly  to  newspapers  be- 
cause of  the  local  merchants'  long- 
time affinity  for  print.  (National  ad- 
vertising lineage  in  newspapers  con- 
tinues to  drop  and  it's  in  this  area 
that  broadcast  media  are  strongest.) 

Many  stations  who  have  long 
grappled  with  this  problem  have 
established  a  tight  two-rate  system, 
(1)  national  or  general  and  (2)  local 
or  retail.  Aware  of  the  difficulty  in 
setting  and  adhering  to  fixed  rates 
for  different  categories  of  business, 
they  hew  to  a  policy  of  defining 
rigidly  the  classifications  of  business 
earning  general  or  retail  rate. 

But  many  stations  vacillate  in  fix- 
ing the  rates  as  well  as  in  keeping 
them.  This  is  what  has  caused  con- 
sternation and  confusion  at  the  na- 
tional agency  and  client  level.  Those 
who  argue  for  the  single  rate  con- 
tend that  it's  unfair  for  a  national 
automotive  advertiser,  for  example, 
to  pay  more  than  the  local  car  dealer. 
The  client,  unintentionally  or  other- 
wise, causes  consternation  by  credit- 
ing more  co-op  money  to  dealers  or 
by  buying  in  a  local  dealer's  name. 

This  leaves  the  agency  and  the 
station  representative  out  in  the  cold 
in  terms  of  billing  and  commissions. 

It  also  exposes  an  agency  to  re- 
criminations from  an  account  when 
it  discovers  the  competition  is  buy- 
ing locally  and  getting  time  cheaper. 

Agency  men  say  their  best  tactic  is 
simply  to  keep  talking  to  media  sales- 
men until  they  get  to  the  rock-bottom 
available  rate.  Stations  call  this 
"chiseling,"  but  an  agency  takes  the 
view  of  equal  sauce  for  the  goose 
and  gander. 

Warren  Bahr,  in  his  advocacy  of 
the  one-rate  principle,  contends  a 
buyer  buys  a  total  audience  and  the 
total  coverage  of  the  station.  If  a 
local  buyer  happens  to  want  lesser 
coverage  and  the  price  on  Station  A 
is  too  high  for  him,  he  will  auto- 
matically take  Station  B  with  a  nar- 
rower coverage  pattern,  fewer  listen- 
ers and  therefore  lower  rates.  He  be- 
lieves that  if  a  buyer  doesn't  want 
total  area  coverage,  he  should  buy 
city-only  coverage. 

Station  representatives  are  dis- 
turbed because  they  see  clearcut  signs 
of  buying  resistance  to  national  spot 
for  this  cost  reason.  SPONSOR  knows 
of  specific  instances  in  which  spot 
has  been  omitted  entirely  because  of 


the  possibility  of  a  hassle  with  the 
client  concerning  the  best  rate.  But 
newspapers  are  losing,  too,  because 
of  their  multiple  rates.  One  account 
executive  said  this  accounts  for  the 
loss  in  national  ad  lineage  and  a  sub- 
stantial switch  to  newspaper  supple- 
ment advertising  which  gives  national 
clients   a   better   rate  break. 

A  broadcaster  prominent  in  several 
major  market  areas  says  the  single 
rate  "is  a  fine  idea  but  absolutely  im- 
possible to  attain.  Trade  practices 
are  deeply  ingrained  and  patterns  are 
long  set.  One-rate  cards  in  small 
markets  are  possible  and  much  more 
easily  controllable.  But  in  a  multiple- 
station  major  market  we'd  all  be  out 
of  business  if  we  put  one  rate  in." 

He  agrees  with  many  industry 
thinkers,  however,  in  decrying  more 
than  two  rates.  Some  stations,  fol- 
lowing the  newspaper  lead,  have  as 
many  as  five  rates  (and  in  some  cases 
these  five  are  subject  to  expansion  as 
the  situation  warrants) .  He  sees  a 
need  for  two — the  general  rate  for 
national  business  and  the  local  rate 
for  "one-store  local  merchants." 

Chairman  Bahr,  in  tracing  his  six- 
year  interest  in  the  need  for  single 
rates  and  in  outlining  the  informal 
grouping  of  the  Single  Rate  Commit- 
tee, said  he  has  witnessed  many  in- 
stances of  a  station  representative  or 
station  executive  leaving  two  rate 
cards  at  the  same  agency  for  the  same 
kind  of  national  business.  The  single- 
rate  station,  he  contends,  is  no  longer 
a  questionable  buy  as  "too  many  sta- 
tions are.  With  one  rate  we  don't 
have  to  eternally  ask  whether  we're 
getting  the  lowest  possible  rate." 

Because  the  group  is  informal,  the 
chairman  and  his  committee  members 
have  stated  that  they  would  like  to 
hear  from  other  single-rate  propo- 
nents who  would  like  to  join  the 
group.  Correspondence  should  be 
forwarded  to  the  Single  Rate  Commit- 
tee, Warren  Bahr,  Young  &  Rubicam, 
270  Madison  Ave.,  New  York  City. 

Stations — whether  radio  or  tv — 
who  subscribe  to  the  single-rate  con- 
cept and  are  interested  in  registering 
their  call  letters  with  the  committee 
(as  well  as  using  the  single-rate  seal 
promotionally)  have  also  been  asked 
by  Mr.  Bahr  to  contact  him.  The 
committee  will  release  lists  of  these 
stations  periodically  and  review  any 
disputes  based  on  a  complaint  that 
a  station  is  not  living  up  to  its 
single-rate  pledge.  ^ 
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"Imagin' 


me  goin'  ta  collidge!"  W JAR-TV  made  nationwide  headlines  recently  when  it 
initiated  a  live  TV  course  on  the  history  and  philosophy  of  communism.  Full 
academic  credit  was  given  by  Providence  College  and  enthusiastic  letters  poured 
in.  Daring,  imaginative,  unorthodox  local  programming  like  this  is  the  biggest 
single  reason  why  WJAR-TV  consistently 
walks   off  with   the   lion's   share   of  the 

audience  in  the  Providence  Market.  Cock-of-the-walk  in  the  PROVIDENCE  MARKET 

NBC    •    ABC    •    Represented    by    Edward    Petry    &    Co.,    Inc 


WJAR-TV 


CHANNEL  10 


, 
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Problem  Solved  by  an 
Account  Executive 


Hal  needed  help.  He  was  on 
his  fifth  ulcer  trying  to  boost 
Florida  sales. 


"Help,"  he  cried.  "We're  com- 
ing," said  Media. 


"Blair  TV  Associates  said 
WCTV  offers  a  great  undupli- 
cated  buy  in  a  market  that 
buys  like  crazy!" 


It  worked  so  well  he  can  af- 
ford to  beat  the  ad  manager 
at  golf. 


WCTV 


Tallahassee 
Thomasville 


for  North  Fla.  and  South  Ga. 

John  H.  Phipps 
Broadcasting  Stations 


$SOO  MILLION 

I  Cont'd  from  page  45  I 

2.  The  improvement  of  spot  radio 
at  the  source.  This  involves  both 
eliminating  the  inefficient  and  out- 
moded business  practices  which  have 
grown  up  within  the  industry,  and 
building  up  local  radio  stations  as 
Americas  No.  1  community  media. 
The  first  part  of  the  job  requires  a 
relentless  pruning  away  of  needless 
paper  work,  confusing  rate  cards,  un- 
fair local-national  rate  differentials, 
and  cut-throat  selling  between  sta- 
tions. The  second  means  a  new  con- 
centration by  stations  on  strengthen- 
ing their  "community"  positions — as 
the  leaders  in  news,  public  affairs, 
service  features,  and  editorial  stature. 

3.  The  selling  of  spot  radio  as  a 
prestige  medium.  To  take  business 
from  its  major  competitors,  spot  ra- 
dio must  be  sold  in  new,  more  chal- 
lenging ways.  It  must  come  up  with 
plans  and  packages  which  make  it 
more  attractive  and  efficient  for  the 
national  advertisers.  And  it  must  con- 
stantly emphasize  its  "community 
prestige"  image  in  all  its  selling. 

In  drawing  up  the  $500  Million 
Plan  sponsor  has  attempted  to  give, 
not  detailed  and  precise  instructions, 
but  a  clear,  easily  understandable 
blueprint  which  can  serve  as  a  guide 
for   the   industry. 

Spot  radio,  we  believe,  deserves  far 
more  national  advertising  dollars 
than  it  is  now  getting.  To  realize 
this  goal  will  require  the  best  think- 
ing and  best  work  of  experienced  ra- 
dio men  everywhere.  ^ 


Reprints   of   SPONSOR'S 
$500   Million   Series 

Because  of  the  unusual  interest 
in  SPONSOR'S  $500  Million 
Plan  for  Spot  Radio,  and  in 
answer  to  a  number  of  requests 
from  stations  and  station  rep- 
resentatives, we  are  reprinting 
the  complete  series  of  six  arti- 
cles as  they  have  appeared  in 
recent  issues  of  SPONSOR  in  a 
convenient  16-page  folder. 
Copies  are  available  at  350  each. 
Address:  $500  Million,  c/o 
SPONSOR,  40  E.  49th  St.  New 
York  17.  Special  prices  available 
for    quantities    of    50    or    more. 


FIVE-MINUTE 

[Cont'd  from  page  43) 

same  times  as  in  the  test  markets. 
Here  is  the  total  list,  including  the 
test  markets: 

SHOWS 
PER    WEEK 

Connecticut 

WATR— Waterbury  18 

Maine 

WFAU— Augusta  24 

WABI— Bangor  15 

WIDE— Biddeford  12 

WLAM— Lewiston  10 

WLOB— Portland  10 

WRUM— Rumford  10 

WSME— Sanford  10 

WTVL— Waterville  12 

Massachusetts 

WARA— Attleboro  12 

WNAC— Boston  15 

WFGM— Fitchburg  15 

WNBH— New  Bedford  12 

WMAS— Springfield  15 

WSPR— Springfield  12 

WAAB— Worcester  15 

New  Hampshire 

WKCB— Berlin  24 

WTSV— Claremont  12 

WKXL— Concord  12 

WBNC— Conway  12 

WKNE— Keene  12 

WLNH— Laconia  12 

WTSL— Lebanon  12 

WFEA— Manchester  15 

WWNH— Rochester  15 

Rhode  Island 

WEAN— Providence  13 

Vermont 

WBTN— Bennington  12 

WTSA— Brattleboro  12 

WDOT— Burlington  12 

WJOY— Burlington  12 

WSKI— Montpelier  15 

WIKE— Newport  12 

WHWB— Rutland  12 

WWSR— St.  Albans  15 

WTWN— St.  Johnsbury  12 

WCFR— Springfield  10 

WDEV— Waterbury  10 


In  New  England,  as  in  other  areas, 
Carling  puts  approximately  50%  or 
more  of  its  budget  in  radio,  40%  in 
tv,  10%   in  print. 

Bob  Thomas,  who  is  advertising 
manager  for  Carling's  Northeast,  Mid 
Atlantic,  and  New  York  regions, 
notes  that  the  loss  of  frequency 
in  a  five-minute  show  is  more  than 
counterbalanced  in  impact.  ^ 
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YOUR 

1959 

BUSINESS 

WILL  BE 

UP 

because  you'll  get  more  of  it  if  you  read 
SPONSOR'S  12th  annual 

FALL  FACTS  BASICS 

38  pages  on  Marketing  with  15  pages  of  BASICS  charts 
86  pages  on  Radio  with  15  pages  of  BASICS  charts 

78  pages  on  Television  with  18  pages  of  BASICS  charts 
17  pages  on  Film  with  four  pages  of  BASICS  charts 
Full  copies   of   Fall    Facts   BASICS    available   for   $1 


Reprints  of  the  popular  BASICS  charts  sections: 

1   TO  9  35   cents  each 

10  TO  49  25   cents  each 

50  TO  99  20  cents  each 

100  TO  499  15   cents  each 

500  TO  999  121^    cents   each 

1,000  OR  MORE  10  cents  each 

Prices   include   postage 


16  pages  on  Marketing 

16  pages  on  Radio 

24  pages  on  Tv  and  Film 


For  fast  delivery,  use  the  coupon   below: 


Readers'  Service,  SPONSOR,  40  E.  49  St.,  New  York  17,  N.  Y. 
Please  send  me  the  following  reprints  from  Fall  Facts  BASICS. 

Check  or  cash  enclosed  _  Bill  me  

Section  Quantity  desired  Unit   price  Total  amount 

Marketing  _ 

Radio 

Television-Film 

Full  copy  of  Fall  Facts  BASICS— $1 
Name 


Company 
Address 


*r 


DYNAMIC 

KXOA 

is   THE    LEADER    in 

DYNAMIC 

SACRAMENTO 

\s*  Place— Pulse  Oct.  '58 

(Last  Metro) 

1st  Concerted  Local  News 
1st  Top  Personalities 
1st  Regular  Editorials 
1st  Daily  Stereophonic 
1st  Family  Fun-tests 

KXOA 

BEST  SELLS  SACRAMENTO 

Retail  Sales  229%  over 

Nat'l.  Avg.,  192%  over 

Calif.  Avg. 

Nat'l.    Rep:    McGavren   Qumn 


IMPACT! 


PROVED  3  WAYS 
AMERICA'S  BEST  TV  BUY 

4RB,     May     J958  — highest    rated    station    in  . 

America     in    markets    of    three    or    more 

stations, 
Te/epu/se     1957     Year-End    Review  —  highest 

rated    station    in    America    in    markets   of 

three    or    more    stations    for    the    entire 

year   of    1957. 
Telepuhe.'  May     J958  —  first    in    the    market 

91.3%   of   rated   quarter-hours. 


XRQD-TIT 


® 


CBS  Television  Network     •     Channel  4     •     El   Peso.  Tei.l 
REPRESENTED  NATIONALLY  BY  THE  BRANHAM  COMPANY 
lorrence  D.  Roderick,   Trei.rVal  Lawrence,  V.-Prei.  end  Sen.  Mor 


SOFT  GOODS 

{Cont'd  from  page  37) 

with  the  introduction  of  nylon.  Since 
then,  the  synthetics  have  been  de- 
veloped at  a  fast  clip  and  are  fight- 
ing hard  in  an  intramural  competition 
with  other  man-made  fibers  as  well 
as  with  natural  fibers. 

"Tv  proved  very  exciting  when  it 
was  new,"  says  Mr.  Elliott.  "Depart- 
ment stores  and  other  people  inter- 
ested in  soft  goods  have  worked  hard 
to  find  a  tv  formula.  Some  have  suc- 
ceeded but.  nevertheless,  tv  just 
hasn't  fully  arrived." 

The  tv  formula  which  can  be  ap- 
plied locally  (even  though  it  may  be 
national  advertising)  to  create  a  stim- 
ulus at  the  local  retail  level  will  affect 
both  the  retailer  and  the  consumer. 
This  is  television's  task.  Tv  is  stressed 
more  often  than  radio  by  admen  as 
a  desirable  "undiscovered  medium" 
for  soft  goods  because  of  its  obvious 
visual  appeal. 

This  is  why  the  prospect  of  color 
television  is  tantalizing  to  many  re- 
tailers, manufacturers  and  fabrica- 
tors. But  even  though  admen  dream 
of  showing  color,  form  and  texture  in 
full  color  tv,  but  they're  still  produc- 
ing commercials   in   black-and-white. 

One  soft  goods  manufacturer  who 
has  found  a  tv  formula  is  Cannon 
Mills,  which  has  just  completed  a 
January  white  sale  advertising  cam- 
paign for  its  towels,  wash  cloths, 
sheets  and  pillow  cases.  Cannon 
worked  with  120  different  major  re- 
tail stores  in  39  cities  and  slotted  its 
announcements  on  86  stations  during 
that  month  in  what  ad  manager  Dick 
Swiggert  calls  "a  great  big  mix  of 
experimentation."  Preliminary  re- 
ports from  stores  indicate  a  success- 
ful program.  Cannon  will  continue, 
however,  to  mix  and  match  ad  media 
until  it  finds  proportions  which  it 
thinks  can  be  carried  over  from  sea- 
son to  season  and  year  to  year. 

Cannon's  technique  was  presuma- 
bly patterned  after  one  developed  by 
Malley's  department  store  in  New 
Haven,  Conn.,  WNHC-TV  in  the 
same  city,  Spring  Mills,  and  the  TvB. 
The  formula,  as  this  four-way  com- 
bine worked  it  out  for  soft  goods  ad- 
vertising, hinged  on  saturation  of  the 
market. 

The  formula  evolved  from  two 
white   goods   campaigns,   one   in   the 


summer  of  1957  and  one  in  the  tradi- 
tional sale  month  of  January  1958. 
Sheet  sales  went  up  more  than  10% 
above  the  previous  year  despite  "very 
bad  weather  and  general  business 
conditions  during  that  January."  So 
reports  TvB. 

The  pattern  which  led  to  hypoed 
sales:  use  of  a  local  live  woman  per- 
sonality who  sold  Springmaid  sheets 
(Spring  Mills)  via  the  demonstration 
technique  and  32  one-minute  an- 
nouncements per  week  during  day- 
time hours  for  two  weeks. 

Some  rules  of  the  game: 

1.  Always  demonstrate  the  uses  of 
your  merchandise.  Don't  just  show 
it  or  talk  about  it. 

2.  Give  prominence  to  the  sale's 
low  prices.  Use  large  sign  cards 
backed  by  voice-over  audio  com- 
ments. 

3.  Use  a  local  personality  as  the 
focal  point  of  the  campaign  to  gain 
maximum  identification. 

4.  Arrange  one  or  more  in-store 
promotions  with  the  personality. 

5.  Stress  heavy  saturation  sched- 
ules because  repetition  underscores 
the  importance  of  your  campaign  and 
creates  a  desire  to  buy  now. 

6.  Launch  your  campaign  with  a 
heavy  tv  schedule  and  keep  going 
right  through  the  sale  days. 

Because  most  often  there  is  no 
sense  of  urgency,  the  customer  needs 
to  be  pre-sold  on  a  brand  before  she 
plans  to  buy  it. 

The  pre-selling  technique  has 
worked  so  well  with  some  soft  goods 
lines  that  they  are  now  being  pack- 
aged for  self-service  in  retail  stores 

Advertising    breaks    through    this 
barrier   of  consumer   awareness  and 
pre-sells.    There  are  many  degrees  of 
a  general  lack  of  awareness.  Any  con 
sumer,  for  example,  is  well  aware  of 
the  general  advantages  of  fabric  and 
style  in  a  suit  or  a  coat.   This  aware-  I 
ness  barrier  is  lower — and  therefore  i 
easier  to  penetrate — than  is  the  bar-  | 
rier  attendant  to  new  soft  goods  de-  i 
velopments    or    with   components   of  I 
end    products    rather    than    the    end 
products  themselves. 

Three    examples    of    this    can    be  ! 
found   in   the   strategy   of   broadcast  I 
usage    for    Syl-Mer,    a    Dow-Corning 
silicone;     Dynel,    a    chemical    fiber  ) 
manufactured     by     Union     Carbide; 
and  Milium. 
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James  Linden,  advertising  manager 
of  the  Milium  division  of  Deering- 
Milliken,  has  an  amorphous  symhol 
to  promote.  Milium  is  a  process,  not 
a  product.  His  job  is  to  promote  the 
trade-mark  in  any  and  all  effective 
ways — and  he  uses  radio  to  do  it. 

Milium  is  a  process  for  insulating 
fabrics  with  metal,  usually  suspended 
aluminum. 

Milium's  advertising  and  promo- 
tional job:  to  sell  the  advantages  of 
this  process  to  manufacturers,  to  re- 
tailers and  to  consumers. 

Radio,  specifically  in  New  York 
City,  is  used  as  a  talking  point  with 
retailers  and  manufacturers  and  as  an 
educational  effort  with  listeners.  Mil- 
ium's pattern:  tie  in  the  name  of  a 
manufacturer  and  the  name  of  a  retail 
outlet  stocking  Milium-processed  ap- 
parel in  30  seconds  of  a  60-second 
commercial  with  the  remaining  time 
used  in  live  copy  as  an  explanation  of 
the  process  and  its  advantages. 

Syl-Mer,   a   Dow-Corning   silicone, 
has  a   similarly   multi-faceted   adver- 
tising problem.  Again  there  is  no  end 
product.  Syl-Mer  is  a  patented  process 
which  makes  fabrics  of  all  kinds  stain 
and   water-resistant.    The   job   to   be 
[done:  sell  the  hang-tag — the  Syl-Mer 
[process  tag  to  hang  on  a  button  or 
[belt  of  apparel  — -  and  convince  cut- 
ters, designers  and  stylists  they  should 
[buy  and  work  with  raw  fabrics  treat- 
ed  with   silicone;    convince   retailers 
ley  should  stock  items  treated  with 
>yl-Mer;    sell   buyers   on   the   name. 
Victor  Seydel,  v.p.  in  charge  of  tv 
id    radio    for    Anderson    &    Cairns, 
Jew   York,    which   services   this   ac- 
count,   says    "broadcast    media    lend 
excitement    and    immediacy    to    fab- 
rics."   This  is  not  easy  to  do.    Yet, 
iree  years  ago,  radio  testing  of  the 
Concept  was  successful  and  the  fol- 
awing  year  additional  markets  were 
lidded  to  the  schedule. 
Last  year  they  moved  into  tv  with 
demonstration  story.    Films  told  a 
imple  and  direct  story  of  why  the 
|onsumer   should    look   for   the   Syl- 
ler  hang-tag.    One-minute  films  al- 
>wed  for  12  seconds  of  a  local  cut-in. 
The  initial  tv  campaign  was  highly 
accessful,  says  Mr.  Seydel,  and  the 
1/  appropriation  has  been   approved 
|>r    1959   on    a   seasonal    use   basis. 
Another   Anderson   &   Cairns   soft 
loods    client    is    Dynel,    a    synthetic 
Jber  produced  by  Union  Carbide.  Its 
jaims  to  fame  and  fortune  with  buy- 


ers: when  blended  with  wool  it  is 
lighter  and  warmer,  non-allergic, 
washes,  doesn't  catch  fire  or  mat. 

Radio  was  used  initially  to  help 
local  stores  move  merchandise  which 
incorporated  Dynel.  It's  used  radio 
successfuly  for  special  promotions  in 
certain  areas  and  it  went  heavily  into 
network  radio  with  13  weeks  of  Moni- 
tor on  NBC. 

As  the  broadcast  media  have  been 
used  successfully,  the  agency  and  cli- 
ent have  developed  more  promotional 
situations  which  can  be  coordinated 
with  ad  media.  The  promotional  hook 
must  be  the  start  of  any  ad  campaign, 
says  Mr.  Seydel.  "Soft  goods  selling  is 
the  result  of  a  series  of  local  promo- 
tions spearheaded — but  not  achieved 
solely — by  tv  and/or  radio." 

Some  of  the  lessons  these  people 
have  learned  in  their  use  of  advertis- 
ing and  broadcast  media: 

1.  Don't  dissipate  your  ad  budget. 
Concentrate  specifically  on  set  goals 
and  then  go  after  them. 

2.  Tie-in  all  national  or  market 
promotion  to  the  retailer's  day-to-day 
selling  effort. 

3.  Make  your  own  promotions 
whenever  possible  and  be  sure  they 
benefit  the  retailer  first  and  your  own 
effort  second. 

4.  Make  copy  simple  and  clear  be- 
cause you're  selling  conceptually  as 
well  as  tangibly. 

5.  Use  a  local  person  with  strong 
community  identification  when  feasi- 
ble and  one  who,  therefore,  can  make 
store  and  personal  appearances. 

6.  In  transcriptions  and  films, 
leave  an  open  end  for  local  mention. 

7.  In  tv,  make  the  maximum  use 
of  demonstration  with  the  product  or 
the  service  in  actual  operation  rather 
than  merely  the  subject  of  talk. 

8.  Pre-plan  promotions  which  tie 
in  with  advertising.  Work  as  much 
in  advance  as  possible  to  get  cooper- 
ation all  up  and  down  the  line — 
among  managers,  department  heads 
and  clerks  in  retail  outlets;  among 
your  own  field  staff. 

9.  Remember  that  women  are  your 
prime  target  and  that  most  of  your 
audiences  should  have  a  balance  of 
women's  circulation.  This  is  true  of 
men's  soft  goods  lines,  too. 

10.  Work  to  eliminate  customer 
confusion  in  an  area  where  there  are 
many  confusing  new  developments, 
product  claims  and  brand  names.  ^ 
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Rush  To 
The  Rockies 

This  Is  The  Year  . . . 

thousands  upon  thousands  of  Ameri- 
cans will  visit  KOA's  home  state  — 
Colorado  —  celebrating  the  100th 
anniversary  of  its  historic  "Rush  to 
the  Rockies."  They'll  enjoy  many  of 
the  state-wide  celebration  events  in 
person...  and  listen  to  others  via 
KOA-Radio. 

This  Is  The  Year . . . 

like  the  35  other  years  in  KOA's 
own  history,  when  more  and  more 
Westerners  will  jfay  with  KOA  .  . . 
and  when  more  newcomers  will  dis- 
cover that  850  on  their  radio  dial 
means  the  finest  in  radio  program- 
ming. 

This  Is  The  Year . . . 

when  more  advertisers  will  realize 
greater  sales  results  than  ever  from 
KOA's  vast  coverage  of  302  counties 
in  12  states. ..from  KOA's  skillful 
programming  that  offers  wonderful 
listening  variety  ..  .from  KOA's  pop- 
ular personalities  who  entertain,  in- 
form, and  sell ! 

This  Is  The  Year  . . . 

for  you  to  discover  KOA-Radio,  the 
only  station  you  need  to  sell  the 
entire   rich   Western   Market! 


Represented  nationally  by 

■     Henry  I. 

Christal  Co.,  Inc. 


>> 


A^>W 


KO 

DENVER 

One  of  America's  great  radio  stations 

850  on  your  dial 
•IfiJ        50,000  Watts 
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says  Fred  Thrower,  Vice  Pres.  &  Gen.  Mgr. 

WPIX 

NEW  YORK 
Popeye  can  lift  anything  .  .  . 
especially  ratings!  "As  usual,  our 
Popeye  show  is  completely  sold 
out",  says  Fred  Thrower, Vice  Pres. 
and  General  Manager  of  WPIX. 

"Our  Popeye  show  has  been  scor- 
ing top  ratings  with  the  kids  in 
New  York,  since  its  first  week. 
Now,  after  three  years,  it's  still 
leading  all  seven  channels  in  its 
time  period,  with  a  strong  10.7 
rating  (A.R.B.,  December)." 

Year  after  year  stations  have  been 
racking  up  sponsor  sell-outs  with 
Popeye.  That's  because  the  millions 
of  Popeye  rooters  are  fantastically 
loyal  and  highly  receptive  to 
sponsors'  messages. 

So  put  Popeye's  mighty  muscles 
to  work  for  your  station.  Like 
WPIX  you'll  find  he  belts  the 
competition  .  .  .  and  brings  in  the 
spinach! 

ua.a. 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICACO.  75  E.  Wacker  Dr.,   DEarborn   2-2030 
DALLAS,   1511    Bryan   St.,  Riverside  7-8553 
LOS  ANCELES,  9110  Sunset  Blvd.,  CRestview  6-5886 


Tv  and  radio 
NEWSMAKERS 


Philip  B.  Hinerfeld  has  been  appointed 
director  of  advertising  for  the  Pepsi-Cola 
Co.  He  has  had  eight  years  of  experience 
in  soft  drink  advertising  and  marketing 
both  at  the  parent  company  and  bottler 
^B  field   level  via  association   with   Pepsi's  ad- 

IJL^B  1^.,.  vertising.    This  was  at  Kenyon  &  Eckhardt.p 

WL     £  f|     Bft  where  he  spent  the  past  two  years  as  an  ac- 

count executive  on  the  Pepsi,  Hudnut  and 
Lever  accounts.  Prior  to  this.  Hinerfeld  spent  about  15  years  with 
the  Biow  Agency,  as  an  acct.  exec.  (See  page  59  for  more  details.) 

George  J.  Arkedis  has  been  appointed  v.p. 
in  charge  of  network  sales  at  CBS  Radio. 
He  replaces  John  Karol  who  becomes  v.p. 
in  charge  of  planning  and  development  (See 
21  February  sponsor,  page  56.)  Arkedis 
joined  CBS  Radio  as  an  account  executive 
in  1946.  and  has  served  the  network  in  vari- 
ous executive  capacities  since  then.  He  is 
currently  general  sales  manager  of  WBBM- 
TV,  Chicago.  A  graduate  of  De  La  Salle  Institute  and  Fordham,  in 
N.  Y.,  Arkedis  is  now  a  Lt.  Commander  in  U.  S.  Naval  Reserve. 


Arthur  M.  Swiff  has  been  appointed  to 
the  newly-created  position  of  manager  of 
WTCN,  Minneapolis-St.  Paul.  For  the  past 
nine  years,  Swift  was  general  sales  manager 
of  WOOD-AM  &  TV,  Grand  Rapids.  Both 
the  latter  and  the  Twin  Cities  broadcasting 
properties  are  owned  by  Time,  Inc.  Swift  is 
an  alumnus  of  Michigan  State  University. 
During  the  war  he  was  a  combat  pilot  in 
and  worked  with  the  military  government  in  Korea.  He  is 
sportsman  and  participator  in  community  and  civic  affairs. 


the  ETO 
an  active 


Richard  A.  R.  Pinkham  has  been  elected 
senior  v.p.  in  charge  of  broadcast  opera- 
tions and  a  member  of  the  board  of  direc- 
tors at  Ted  Bates  &  Co.  He  has  been  v.p.  of 
tv  and  radio  at  Bates  since  1957.  Prior  to 
this,  Pinkham  spent  six  years  with  NBC, 
holding  these  successive  positions:  manager 
of  tv  planning;  executive  producer;  v.p. 
in  charge  of  the  program  department;  v.p. 
in  charge  of  participating  programs;  v.p.  in  charge  of  tv  network 
programs  and  v.p.  in  charge  of  advertising.   He  is  a  graduate  of  Yale. 
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YOUR  FUTURE  IS  GREAT  IN  A  GROWING  AMERICA 


THE  CITY  THAT  DIDN'T  EXIST  A  MONTH  AGO 


Every  30  days  the  U.  S.  adds  as  many  new  Americans  as 
ive  in  Norfolk,  Va.— creating  brand-new  wants  and 
leeds  which  must  be  satisfied. 

What  does  this  mean  to  you?  It  means  greater  opportu- 
lities  than  ever  before  — in  all  fields.  Home  construction 
is  expected  to  double  by  1975.  Power  companies  plan  to 
increase  output  250  cc  in  the  next  20  years  to  provide 
the  power  for  scores  of  new  labor-saving  devices.  Cloth- 
ing suppliers  predict  a  one-third  increase  in  7  years. 

With  11,000  new  citizen-consumers  born  every  day, 
there's  a  new  wave  of  opportunity  coming. 

7   BIG    REASONS    FOR   CONFIDENCE    IN    AMERICA'S    FUTURE 

1.  More  people  .  .  .  Four  million  babies  yearly.  U.  S.  popula- 
tion has  doubled  in  last  50  years!  And  our  prosperity 
curve  has  always  followed  our  population  curve. 

More  jobs  . . .  Though  employment  in  some  areas  has  fallen 
off,  there  are  15  million  more  jobs  than  in  1939— and  there 
will  be  22  million  more  in  1975  than  today. 

.  More  income  .  .  .  Family  income  after  taxes  is  at  an  all- 
time  high  of  $5300 -is  expected  to  pass  $7000  by  1975. 


4.  More  production  .  .  .  U.  S.  production  doubles  every  20 
years.  We  will  require  millions  more  people  to  make,  sell 
and  distribute  our  products. 

5.  More  savings  .  .  .  Individual  savings  are  at  highest  level 
ever—. $3£0  billion— a  record  amount  available  for  spend- 
ing. 

6.  More  research  .  .  .  $10  billion  spent  each  year  will  pay  off 
in  more  jobs,  better  living,  whole  new  industries. 

7.  More  needs  ...  In  the  next  few  years  we  will  need  $500 
billion  worth  of  schools,  highways,  homes,  durable  equip- 
ment. Meeting  these  needs  will  create  new  opportunities 
for  everyone. 

Add  them  up  and  you  have  the  makings  of  another  big  up- 
swing. Wise  planners,  builders  and  buyers  will  act  now  to 
get  ready  for  it. 

FREE!  Send  for  this  new  24-page  illus- 
trated booklet,  "Your  Great  Future  in  a 
Growing  America."  Every  American 
should  know  these  facts.  Drop  a  card  to- 
day to:  Advertising  Council,  Box  10, 
Midtown  Station,  New  York  18,  N.  Y. 

(This  space  contributed  as  a  public  service  by  this  magazine.) 
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Good  things  on  tv 

Of  course  tv  programing  can  stand  improvement.  And  the 
carping  of  the  vociferous  minority  (most  of  whom  profess 
never  to  watch )  has  its  place  in  the  checks  and  balances  that 
makes  for  a  better  tv  medium. 

But  broadcasters  are  of  the  opinion  that  the  great  things 
on  television  frequently  get  lost  in  the  carping  with  the  result 
that  the  vocal  critics  deliver  the  impression  that  there's  very 
little  good  on  television. 

NBC  has  recognized  the  problem  and  is  doing  something 
about  it.  In  a  series  of  full-page  newspaper  ads  NBC  is  point- 
ing out  some  of  its  specials  and  service  programs.  The  con- 
solidation packs  lots  of  wallop  and  gets  across  the  idea  that 
there's  plenty  to  applaud  every  week. 

Other  forces  are  at  work,  too,  to  acquaint  the  public  (and 
the  critics)  with  what's  good  on  the  air.  The  NAB  is  doing 
something  about  this,  and  its  plans  will  probably  be  unfolded 
at  the  annual  Convention  next  month  in  Chicago. 

There's  room  for  the  tv  critics — even  the  ones  that  don't 
watch  tv.  But  there's  also  room  for  industry  improvement 
simply  by  highlighting  the  many  good  things  on  the  air. 

Spot  radio's  challenge 

In  this  issue  (page  44)  sponsor  sums  up  its  new  $500  Mil- 
lion Plan  for  national  spot  radio  with  a  challenge  to  the 
industry. 

Can  those  who  are  involved  in  spot  radio's  future  put 
aside  their  intra-industry  battles,  and  work  together  to  build 
up  the  medium? 

The  stakes  are  high,  the  potential  rewards  great,  sponsor's 
estimate  that  national  spot  radio,  properly  organized,  could 
and  should  do  at  least  three  times  as  much  business  in  1963 
as  in  1958  is  a  very  conservative  one. 

But  the  burden  of  proof  lies  squarely  on  the  shoulders  of 
those  who  have  most  to  gain.  If  they  are  willing  to  plan  en- 
ergetic action  now,  they  can  win  a  tremendous  victory.  Other- 
wise, the  opportunity  may  be  lost  for  all  time. 


this  we  fight  FOR:  A  realistic  pegging 
of  radio/tv  rates  so  that  they  give  any  national 
advertiser  a  fair  return  on  his  investment,  and 
provide   a   reasonable   profit  to    management. 
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lO-SECOND  SPOTS 

Merrie  England:  From  London's 
The  Spectator — "  'Disk  jockeys  should 
be  more  like  teachers,  and  teachers 
should  be  more  like  disk  jockeys,' 
said  Mr.  Groombridge."  Like  trading 
the  Three  R's  for  the  Top  40? 

Night  people:  A  Madison  Ave.  ad- 
gal,  long-conditioned  to  working  over- 
time, demanded  of  a  harrassed  office 
manager  an  explanation  of  why  the 
office  should  start  cooling  off  around 
9  p.m. 

Spaceman:  From  a  Worthington 
Corp.  press  release — "The  U.S.  De- 
fense Department  today  politely  but 
firmly  said  'no'  to  an  Australian  busi- 
nessman's plan  to  become  the  firsl 
sponsor  to  have  his  commercials 
broadcast  from  the  radios  of  'talking' 
earth  satellites."   Shucks! 

Non-conformist:  Symon  B.  Cowles, 
WCKT-TV,  Miami,  wants  to  "go  on 
record  as  being  one  guy  who  didn't 
put  in  a  bid  for  Miami's  Channel  10. 

New  saws:  Some  more  of  those  zany 

office   mottoes   from  the   Let's   Have 

Better  Mottoes  Assoc,  sponsored  by 

P-O-P  creators  Phelps  Mfg.  Co. : 

"In  case  of  fire,  yell  "Fire  " 

"I'm  fairly  stupid  myself,  but  I  have 

some  very  intelligent  help." 

"You're  doing  a  good  job  but  you're 

doing  it  all  wrong." 

"Think  twice  before  you  act,  unless 

the  strain  is  too  great." 

"I  can  get  along  with  anybody — jusl 

let  me  have  my  way." 

.  .  .  and  this  for  a  secretary's  desk — - 

"Familiarity  breeds  attempt." 

Captive  audience:  The  city  jail  of 
San  Diego  offers  tv  for  the  inmates^ 
with  programs  selected  by  Chief  lailer 
Lt.  Dickson.  These  ought  to  get  good 
ratings:  The  D.A.'s  Man,  Line-upi 
Day  In  Court,  Racket  Squad,  Ac- 
cused,  and  Who  Do  You  Trust? 


Medal  for  him!  An  exec  of  Missouri 
Valley  Limestone  Co.,  sponsors  of  U. 
of  Iowa  football  games  on  KMA, 
Shenandoah,  Iowa,  phoned  station 
manager  Tony  Koelker  before  the 
1958  season,  and  said,  'I  don't  want 
those  commercials  to  get  in  the  way 
of  these  games." 
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REPRESENTED  BY  THE  KATZ  AGENCY  /  BASIC  ABC  IN  PITTSBURGH 
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with  fop  CBS-ABC-NTA  network  shows  now  in  America's  28th  TV  market91' 


CBS 

ike 

Inn  Will  Travel 
vyhovm  90 
Jack  Beany 

Ed  SttlliVstSi 

Alfred  Hitchcock 
.E.  Theatre 
Silvers 
srson  to  Person 
Bny  Mason 
ichard  Diamond 


Oh  Susanna 
Rawhide 
Name  that  Tune 
December  Bride 
The  Millionaire 
Tve  Oct  A  Secret 
Danny  Thomas 
Bed  Skelton 
To  Tell  the  Truth 
Douglas  Edwards 
What's  My  Line 
Keep  Talking 
Lassie 


Bachelor  Father 
20th  Century 
Hit  Parade 
Trackdown 
Zane  Grey 
Lux  Playhouse 
Wanted  Dead  or  Alive 
Robin  Hood 
Mighty  Mouse 
(tarry  Moore 
Captain  Kangaroo 
Morning  Playhouse 


Arthur  Godfrey 
Top  Dollar 
Love  of  Life 
World  Turns 
Jimmy  Dean 
House  Party 
Big  Payoff 
Verdict  is  Yours 
Edge  of  Night 
Secret  Storm 
CBS  Hockey 
Pursuit 


ABC 

Cheyenne 

Sugarfoot 

Zorro 

Walt  Disney 

Lawrence  Welk 

Bin  Tin  Tin 

American  Bandstand 

Mickey  Mouse  Club 

Wed.  Night  Fights 

Voice  of  Firestone 


Pat  Boone 
The  Lawman 
Patti  Page 
All-Star  Golf 

NTA 

This  Is  Alice 
Man  Without  a  i 
How  to  Marry  4 
Millionaire 


as  for  coverage,  NCS  #3  confirms  Channel  9  domination  in  the  rich  Upper  Ohio  Valley. 


*Ba*ect  on  m.6O0  Tv  heme*.    Television  Magasine.  December  1968 
Member  of  the  Friendly  Group  Stallone; 
CODE-TV,  WBOY-TV,  WSTV-TV 

92  Vanderbilt  Ave.,  N.Y.   »    311  Smith! ield  St,  Pittsburgh 
Represented  by  Avery-Knodel,  Inc. 
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I  y!  This  Gal's  Leaded. ..in  the  Land  of  Milk  &  tfoney! 
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WHY  AUTO  AD 
BUDGETS  ARE 
SNARLED  UP 

The  reasons  behind 
Detroit's  current  con- 
fusion. Part  I  of  a  two- 
part    sponsor    special 

Page   33 


Merle  S.  Jones' 
big  profitable 
CBS  tv  empire 

Page   37 


e's  stacked  with  ammunition, 
annel  2  for  greatest  coverage 
S  for  greatest  Network  . . . 
ares  of  small  cities  and 
msands  of  big  dairy  farms. 

0,000  Tillie  Vision  homes ! 


How  the  Burnett 
agency  organizes 
for  tv  and  radio 

Page   39 

Spot  tv  passes 
half  billion 
billing  record 


If  you 

make  it  for  a  dime, 
sell  it  for  a  dollar  and 
it's  habit -forming, 
then  you  don't  need 
us.  (Although  we'd 
like    to    meet   you.) 


If  not, 

the  best  way  to  sell 
your  product  in  the 
great  Northwest  is 
through  the  tremen- 
dous selling  power 
and  impact  of  the 
Northwest's  first 
television     station 


K)Q® 


MINNEAPOLIS- ST.  PAUL 

100,000  WATTS     NBC 


REPRESENTED    BY    EDWARD    PETRY    &    CO.,    INC.     —     A    GOLD    SEAL    STATION 


NOW 
THEY'RE 
APPLAUDING 
"CAMEO 
THEATRE"! 


We  call  it  CAMEO  THEATRE.  It's  the  same  "Matinee 
Theatre"  series  that  had  a  three  year  network  run.  In  syndi- 
cation, these  full-hour  dramas  are  winning  the  applause  of 
advertisers  and  viewers  alike. 

In  Detroit,  for  example,  WWJ-TV  hung  up  the  SRO  sign  for 
participations  within  eight  selling  days— before  the  show  even 
hit  the  air!  Procter  &  Gamble,  which  had  been  among 
"Matinee  Theatre"  network  sponsors,  wanted  in  again.  P  &  G 
joined  the  American  Tobacco  Company,  Bristol-Myers  Com- 


pany, Brown  &  Williamson  Tobacco  Corp.,  Miles  Laboratories 
Inc.,  Standard  Brands,  Inc.,  and  the  Wildroot  Co.,  Inc. 

Here's  an  Emmy  Award  winner  show  that's  solid  "box  office.' 
As  CAMEO  THEATRE,  it  is  now  being  cheered  in  man: 
major  markets  coast  to  coast,  among  them :  Boston,  Chicago 
Detroit,  Los  Angeles,  Miami,  New  Orleans,  New  York,  Phila 
delphia  and  San  Francisco. 

Enjoy  your  full  share  of  the  applause  in  your  market. 


VICTORY  PROGRAM  SALES 

A  DIVISION  OF  CALIFORNIA  NATIONAL  PRODUCTIONS,  INC.   •    Canadian  Representative:  Fremantle  of  Canada,  Ltd. 
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THE    WEEKLY    MAGAZINE    TV/RADIO    ADVERTISERS    USE 


DIGEST  OF  ARTICLES 

Where  is  the  auto  industry  going? 

33    Detroit,  today,  is  a  capital  of  confusion.    Rumors  and  denials  regarding 
small  cars  by  Big  Three  mean  the  admen  must  be  ready  now  for  anything 

Merle  S.  Jones'  diverse  tv  domain 

37     In  the  year  since  he  was  named  head  of  the  CBS  Tv  Stations  Division, 
Jones  has  juggled  a  host  of  problems  with  a  relaxed,  assured  manner 

The  house  that  Leo  built — Part  II 

39    sponsor's    two-part    study    of    the    Leo    Burnett    Co.    concludes    with    a 
detailed    examination    of   that    agency's   unique   organizational    structure 

Tv  cat  rings  rug  phone 

42     Pittsburgh  rug  cleaner  capitalizes  on  remembrance  value  of  air  themes 
to  get  customer  inquiries,  fight  do-it-yourself  trend    (Glamourene,  etc.) 

How  non-prime  spots  build  radio  audience 

44    Nielsen  study  of  morning  weekday  schedule  shows  how,  on  one  station, 
buyer  can  increase  homes  reached  by  25%  by  substituting  weekend  spots 

Spot  tv  passes  $500  million  mark 

44    TvB-Rorabaugh   gross   time   figures   for   1958,   just   released,   show    14% 
increase   over    1957.      P&G   is   No.    1   with   total   of   nearly   $34   million 

Too  many  products  crowding  the  d.j.? 

46  Here's  a  plan  for  merchandising  a   campaign  specifically  to  him,  done 
by  a  west  coast  agency  with  only  three  weeks  to  create  "household  word" 

Minute  plugs  best  for  Parti-Day  toppings 

47  As  tv  test  for  dessert   product   passes  18th  week,  some  conclusions  are 
reached.   Among  them:  adequate  demonstration  needs  at  least  60  seconds 

sponsor  asks:    Does  the  personality  d.j  fit  into  for- 
mula radio? 

52     As  formula  radio  programing  assumes  more  importance,  station  men  dis- 
cuss   compatibility    of    the    personality    d.j.    with    this    type    of    format 
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Its  a  habit... 


like  liming  ¥M  J'T? 

iTL  FRESNO  (California) 


FIRST    TV    STATION    IN    FRESNO 

For  example: 

"KMJ-TV  news  programs  are 
tops  and  viewers  make  it  a 
habit  to  see  them — the  two 
highest  rated  news  programs 
in  the  area  are  on  KMJ-TV*. 


KMJ-TV  coordinates  with 
McClatchy  newspapers  for 
complete  up-to-the-minute 
reporting.  The  local  scene  is 
also  covered  on  a  24  hour 
basis  with  sound  and  silent 
film  cameras." 

*ARB,  Oct-Nov  '58    •    NSI,  Nov-Dec  '58 


THE      KATZ    AGENCY,     NATIONAL    REPRESENTATIVE 


KMJ-TV  .  .  . 

first  station   in 

The  Billion-Dollar 

Valley  of  the  Bees 
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summer '  radio  goes  where 


w^^Wb& 


the  family  goes 


People  do  take  vacations,  and 
Radio  goes  along. 

That's  why  SPOT  RADIO  is  so  nec- 
essary in  your  summer  media  plans. 

Reach  people-wherever  they  are, 
at  home  or  on  vacation -with  SPOT 
RADIO. 


SPONSORED  BY  MEMBER  FIRMS  OF 
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IT  HAPPENED 
IN  MEMPHIS! 


by 

Bert  Ferguson 

Exec.  Vice-President 

WDIA 


A  big  success  story  began  right 
here  in  Memphis,  just  ten  years  ago, 
when  WDIA  began  to  program  ex- 
clusively to  Negroes.  WDIA  is  now 
America's  only  50,000  watt  Negro 
radio  station  .  .  .  only  50,000  watt 
station  in  the  Memphis  area!  And 
.  .  .  WDIA  reaches — and  sells — 
1,237,686  Negroes.  Almost  10%  of 
the  nation's  entire  Negro  popu- 
lation! 

SALES  UNLIMITED! 

And,  this  fabulous  success  story 
can  mean  high  volume  sales  and 
profits  for  you!  Negroes  in  WDIA's 
big  listening-buying  audience 
brought  home  paychecks  totaling 
$616,294,100  last  year.  Negroes 
make  up  over  40%  of  the  Memphis 
market  area.  And  they  spent,  on  the 
average,  80%  of  this  income  on  con- 
sumer goods. 

In  the  past  ten  years,  national  and 
local  advertisers  have  invested  $4,- 
396,854.81  in  WDIA!  That's  a  lot 
of  money.  That's  a  lot  of  satisfied 
advertisers!  To  name  just  a  few: 
B.C.  HEADACHE  REMEDY  .  .  . 
WONDER  BREAD  .  .  .  PROCTER 
&  GAMBLE  .  .  .  CARNATION 
MILK  .  .  .  CAMEL  CIGARETTES 
.  .  .  NATIONAL  BISCUIT  COM- 
PANY. 

Why  don't  you  stake  out  a  claim 
in  this  ready  made  gold  mine  now? 
Drop  us  a  line.  Let  us  prove  to  you : 
If  you  want  acceptance — and  buy- 
ing action — in  the  Memphis  Negro 
Market,  you  want  WDIA! 


TOP  RATED 

BY  ALL  AUDIENCE  SURVEYS 

FOR  TEN  YEARS! 


WDIA  Is  Represented  Nationally 
by  John  E.  Pearson  Company 

ECMONT  SONDERLINC    President 
ARCHIE  S.  CRINALDS,  JR.,  Sales  Manager 


NEWSMAKER 
of  the  week 


A  radical  break  with  the  usual  agency  conclave  pattern  found 
one  agency  inviting  a  full  brace  of  "outsiders"  to  address 
its  annual  convention.  Underlying  the  unprecedented  move: 
the  belief  that  the  "consumer  is  king'''  attitude  overlooks 
important  economic  and  business  factors  that  do  not  come 
to  light  so  long  as  agency  men  talk  "only  to  themselves." 

The  newsmaker:  BBDO  president  Charles  H.  Brower 
asked  four  authorities  outside  the  advertising  field  to  address  the 
agency's  31st  annual  convention.  His  motive:  to  attempt  a  break- 
through in  a  situation  that  could,  in  the  long  run,  endanger  the 
position  of  the  advertising  agency.  Ironically,  he  pointed  out,  it  is  a 
situation  admen  have  largely  created  for  themselves. 

As  Brower  sees  it,  "For  years  we  have  been  prophets,  telling  our 
clients  the  consumer  was  king  and  that  by  knowing  and  under- 
standing and  cultivating  the  consumer,  American  business  could 
accomplish  more  for  itself  than  by 
any  other  way.  The  irony  is,  we 
have  been  found  to  be  right." 

"As  long  as  business  didn't  be- 
lieve very  much  in  advertising," 
he  said,  "we  were  able  to  go  be- 
fore top  management  a  couple  of 
times  a  year,  fan  through  our  flip- 
over  presentations  and  get  out. 
But  now,  what  have  we  done? 
We've  got  top  management  to 
adopt  our  point  of  view,  and  we 
are  suddenly  getting  the  bulk  of 
their  attention.  They  now  think 
we're  important  enough  so  that  top  management  begins  to  employ 
advertising  men  in  its  top  positions,  and  we  work  under  the  skilled 
scrutiny  of  men  who  know  as  much  of  what  we  are  talking  about  as 
we  do  —  and  possibly  more.  Endlessly  they  press  us  for  proofs, 
documentation,  supporting  data,  How  can  we  justify  our  strategy?" 

During  the  1960's,  he  warned,  agency  men  are  going  to  hear  those 
questions  over  and  over  again. 

The  four  "outsiders"  Brower  invited  to  the  conclave  threw  some 
light  on  just  what  lies  ahead  in  the  way  of  general  knowledge  the 
adman  will  have  to  absorb: 

Chief  economist  for  the  National  Conference  Industrial  Board, 
Martin  R.  Gainsbrugh  pinpointed  population  trends.  An  increasing 
dependence  on  imports  was  pointed  up  by  Gerald  Piel,  founder- 
publisher  of  Scientific  American  magazine. 

Edward  A.  Weeks,  Atlantic  Monthly  editor  outlined  how  the 
highly  selective  purchasing  power  of  more  "sophisticated  consum- 
ers" would  "radically"  affect  advertising  in  the  '60's,  and  New 
York  Times  Washington  Bureau  Chief  James  Reston  spelled  out  the 
influence  of  changing  international  affairs  on  advertising.  ^ 


Charles  H.  Brower 
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Id  by 


robert  e.  eastman  &  co.,  i 


WSMAKER    STATION    OF    THE    WEEK 


With  WIL  in  St.  Louis  the  "coverage"  of  news  is  as  important  as  the  event! 

St.  Louis  knows  it.  The  dials  are  set  for  it.  Every  major 

news  service,  five  mobile  news  units,  aerial  traffic  control, 

a  mobile  River  Cruiser  and  over  three  hundred 

weather-alert  reporters  give  St.  Louis  coverage  with  a  capital  WIL. 

No  wonder. . .  it's  the  number  one  sound  in  town! 


BUY  Radio   when  you  buy  media 

BUY  Balaban  when  you  buy  radio 

BUY  WIL   when  you  buy  St.  Louis 

WRIT 

anri   wn„    RIIV  the.    n*nrMn   ^h~    f)IIV  


WIL 

S|  L0U1S  In   tempo    with   the   times 

KBOX     THE    BALABAN    STATIONS 


John   F.  Box.  Jr.,  Managing   Director 

— 


Way  out 
Front! 


WPTF  is  way  out  front  with  lis- 
teners both  at  home  (Metropolitan 
Raleigh)  and  throughout  its  32- 
County  Area  Pulse.  70  out  of  72 
quarter  hours  at  home  . .  .  and  every 
single  quarter  hour  throughout  the 
area!  And  here's  the  share  of  audi- 
ence story: 

Metropolitan  Raleigh  (Wake  County) 

WPTF  ....  31.4% 

"B" 24 

"C" 16.7 

"D" 9 

"E" 5.3 

All  Others.  .    8 


35% 


Share  of  Audience 

1958 

Area  Pulse  32  Counties 


12.7% 


6.7%    5,7% 


WPTF         Local         2nd  Sta.       3rd  Sta. 
Network 


Timebuyers 
at  work 


Lyndon  W.  Cross,  media  director.  Guild,  Bascom  &  Bonfigli,  San 
Francisco,  feels  that  many  stations  could  save  themselves  a  lot  of 
time  and  money  and  enhance  their  relations  with  buyers  by  improv- 
ing their  sales  brochures.  "The  printed  material  sent  by  the  stations 
and  brought  by  the  reps  is  important  because  it  is  often  the  most 
direct  contact  we  have  with  a  sta- 
tion," Lyndon  says.  "From  it  we 
glean  all  the  information  we  can 
in  order  to  formulate  an  image 
and  evaluation  of  the  station  it  rep- 
resents." Printed  matter  should 
be  file-sized  and  provide  informa- 
tion that  gives  thorough  accounts 
of  the  market,  the  station,  its  pro- 
graming, coverage,  personalities, 
audience  data  and  rate  policies, 
Lyndon  says.  Literature  with 
bright  little  gimmicks,  contrived 
claims  and  other  noxious  insults  to  the  intelligence  end  up  in  the 
wastepaper  basket.  "In  addition,"  he  says,  "stations  should  keep  up- 
to-date  mailing  lists.  Station  which  sell  are  the  ones  which  provide 
top-flight   comprehensive   promotion   materials   for  the   advertisers." 


Warren  Osrerwald,  Alfred  Auerbach  Associates,  Inc.,  New  York, 
feels  that  the  increase  in  the  number  of  tv  stations  using  satellites 
will  benefit  both  advertiser  and  broadcaster.  "The  satellite  station 
adds  impact  for  the  advertiser,"  Warren  says,  "reaching,  in  many 
areas,  communities  which  are  not  otherwise  able  to  support  a  station 

of  their  own.  But  most  important 
is  that  it  minimizes  costs  for  the 
advertiser  and  station,  by  relaying 
the  programing  of  the  parent  sta- 
tion." Schedules  on  these  stations, 
Warren  says,  often  give  the  adver- 
tiser an  excellent  cost-per-1,000 
and  enable  program  and  announce- 
ment purchases  for  an  entire  area 
or  even  region.  "The  satellite  re- 
lationship." Warren  points  out,  "is 
working  out  well  on  KELO-TV  in 
Sioux  Falls,  South  Dakota,  with  its 
satellites  KDLO-TV  and  KPLO-TV,  and  KCKT-TV  in  Great  Bend, 
Kansas,  has  been  operating  satellite  KGLD-TV  very  successfully  and 
is  adding  KOMC-TV  in  March.  Doubtless,  we  will  see  in  the  next 
few  years  more  and  more  stations  throughout  the  country  adding 
satellites  to  their  operations  and  bolstering  their  over-all  operation. 
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Merchandising 


NBC -TV 
BASIC 

Tom  Tinsley 

President 

Irvin  Abeloff 
Vice  Pres. 


1.  FOOD  MERCHANDISING 

2.  COMMUNITY  CLUB  AWARDS 

3.  IN-STORE  FOOD  DISPLAYS 

4.  IN-STORE  DRUG  DISPLAYS 

5.  IN-STORE  FOOD  DEMONSTRA- 
TIONS, SAMPLING,  COUPONING 

6.  STORE  WINDOW  DISPLAYS 

7.  GROCERY  BAR  PROMOTIONS 

8.  MAILINGS  TO  RETAILERS 

9.  PERSONAL  CALLS  ON  JOBBERS, 
WHOLESALERS,  RETAILERS 

10.  REPORTS  TO  FOOD  ADVERTISERS 


11.  PROMOTIONAL  SPOTS 


in  the  rich 

market  of 

Richmond, 

Petersburg 

&  Central  Va. 


12.  NEWSPAPER  ADS 


National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington 
Clarke  Brown  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  New  Orleans  McGavren-Quinn  in  Chicago,  Detroit  and  West  Coast 
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Fact-Based 
Half  Hours! 


Host- 
Narrator 
TRUMAN 
BRADLEY 


0  «  «ace-age  adventures  with 

TVs  unique  series  «**£*  dramas.  Winning 
big  name  stars  in  exct.ng  f*  Vegas  ^  Wich,a 
top  multi-run  ratings  ■■  ■  —      y| 

948     Orlando  20.3,  ^T      £L 

24  ■    '  Harlingen-Weslaco  .  ■  ■  ^   f  ."T 


Starring 

The  U.S. 

Midshipmen 


„  hv  a  host  of  leading  stations 
Already  snapped  up  by  a  hos  ^^ 

and  advertisers  whc "e  ^f      se,es.  Boise  2M, 
for  this  power-packed  presig  jM 

Buffalo  20.2,  Beaumont-  OO         / 

t  Arthur  24.8,  Charlotte  .  .  •  ^Q  B  f 


Citizen! 
Communist! 
Counterspy! 

^^^^^^ 

9 

Starring 
RICHARD 
CARLSON 


I  LED  3  LIVES 


From  the  secret  files  of  a  counterspy  for  the  FBI, 
117  gripping  half-hour  stories  of  the  patriotic  Ameri- 
can who  led  three  lives  for  his  country.  Buffalo  17.2, 

Colorado  Springs  16.3,        ^^    JM        £^ 

Honolulu  16.2,  Albany-  J  ^L      ^"J 

Schenectady-Troy .  .  .  Mil         l    ■  %J 


SMASH 
RE-RUN 
RATINGS 

AND  RESULTS... 
for  stations  and 


i 


Mystery! 

Thrills! 

Romance! 


Starring 

KENT 

TAYLOR 


BOSTON  BUCKIE 


America's  most  s 
scoring  half  hour 


:,mh°s!^essfu,myst-yshow/58hi 


Platts  burgh 


Burlington- 


in 


America  s 

Favorite 

Family  Show! 


Starring 

MACDONALD 

CAREY 


DR.  CHRISTIAN 

that  delivers  the  all-family  aud.ence:  New  Orleans 
21 .2,  Kansas  City  18.6,  Cin-  ^%  ^%  *% 
cinnati20.2,        Pittsburgh  .  .  .   J^^J  B  V* 


CURRENT  FILES  PACKED 
WITH    SUCCESS    STORIES 

In  market  after  market,  for  show  after  show,  the 
story's  the  same:  Economee  TV  series  offer  unlimited 
opportunities  to  strengthen  programming,  win  larger 
audiences,  build  sales  and  profits'  All  series  available 
for  full  or  alternatp  sponsorship  or  as  spot  carriers  to 
fit  sales  or  program  needs. 

J     *        RATING-PROVED!    ZIV-PRODUCED! 

^^^^T  ECONOMEE  TELEVISION  PROGRAMS.  INC  . 

488  Madison  Ave.,  New  York  22.  N.Y. 

Other  Economee  TV  Series:  The  Unexpected,  Your  TV 
Theatre,  The  Eddie  Cantor  Comedy  Theatre,  Yester- 
day's Newsreel,  Sports  Album,  The  Living  Book. 


Great  new 

stars  in 

each  show! 


Host- 
Narrator 
ADOLPHE 
MENJOU 


FAVORITE  STORY 

78  success-proved  half  hours  based  on  stories 

written  by  the  world's  greatest  authors.  Charleston 

18.J, Huntington-Ashland  22.1,    ^\   ^        ^^ 

Birmingham  .  .  .'      ij    B        ^^ 


■CetWtH^y 


nigh-Rated 
Half  Hours! 


Starring 

DAVID 

BRIAN 


BMKt  Mr 


Birmingham 


21.3 


Host 

HERBERT 

MARSHALL 


TIMES  SQUARE  PLAYHOUSE 


Top  Hollywood  stars,  brilliant  stories,  and  master- 
ful showmanship  in  every  half  hour  program ..39 
exciting  dramas  with  ratings  like  Philadelphia  1- 
St.  Louis  19.5, Cleveland  20.6, 
San  Antonio-  •  • 


e  r iiiiauci^/i""  ■»»■— i 

32.5 


ALL  RATINGS  SHOWN  ARB  or  PLUSE.  1958 


Puts  a  smile 

in  your 
programming! 


Starring 

ANN 

BAKER 


MEET  CORLISS  ARCHER 

39  sparkling  half-hour  situation  comedies,  lavishly 
staged,  skillfully  directed.  ^%  ^\  ^\ 
Pensacola  17.4,  Buffalo.  .<t      ^^^J  |^# 


Exciting  Production  —  Interesting  Results 


BARTELL  FAMILY  RADIO  places  a  firm 
accent  on  audience  attention.  A  wide  range 
of  service  features,  attractively  produced, 
gives  to  each  advertising  message  deeper 
impact,    more    definite    response,    greater 

RESULTS. 

Audience  dominance  in  each  of  our  markets 
is  only  part  of  the  Bartell  Family  Radio 
results  story.   Habitual  audience  reliance 


upon  Bartell  Family  Radio  for  entertaining, 

honest     program    material performed 

with  a  touch  of  excitement  —  makes  for 
RESULTS  of  interest  to  an  advertiser. 
That's  why   products   that   depend   upon 
volume  sales  depend  upon  Bartell  Family 
Radio. 

Bartell  it  .  .  .  and  sell  it! 


BRRTEIL 

Fnmiiv 

RADIO 

COAST  TO  COAST 


AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 


SPONSOR-SCOPE 


7  MARCH  1959 

Copyright  l»M 

SPONSOR 

PUBLICATIONS  INC. 


Spot  tv  in  major  markets  now  has  reached  the  point,  according  to  calculations  of 
key  timebuyers,  where  minutes  are  practically  unavailahle  and  desirable  smaller 
units  at  night  show  signs  of  becoming  equally  tight. 

Reps  with  stakes  in  these  top  markets  agreed  this  week  that  it  looks  as  though  the  SRO 
plaque  for  minutes  will  out  at  least  through  April  and  May. 

What  may  loosen  up  the  situation  for  summer  buyers:  (1)  many  of  the  national 
campaigns  now  running  are  shortterm,  and  (2)  the  huge  appropriation  which  P&€  is 
tossing  into  the  spot  pool  right  now — involving  Gleem,  Crisco,  and  Fluffo — will  have  spent 
itself  hy  the  end  of  June. 

The  reps  are  keeping  their  fingers  crossed  in  another  respect:  They're  hoping  that 
some  of  the  money  that  can't  find  a  tv  home  will  wind  up  in  the  spot  radio  fold. 


Among  the  stringent  formulas  currently  used  in  huying  spot  is  this  one  attrib- 
uted by  tv  station  people  to  Folger  Coffee: 

.It's  got  to  he  the  four  top-rated  stationhreaks  regardless  of  market. 


NBC  TV  stands  to  snag  the  biggest  order  for  news  ever  (in  terms  of  dollars  per 
weekly  gross)   if  it  can  come  up  with  the  stations  Texaco  wants  by  the  end  of  June. 

The  requisition  is  for  over  100  markets  for  26  weeks.  The  lime  bill  for  five  shots  a 
week  would  come  to  around  $90,000  gross;  program,  $5,000. 

A  possible  fly  in  the  ointment:  Many  of  the  affiliates  are  tied  up  with  either  Esso 
or  Shell  news  contracts. 

Aside  from  the  gushers  coming  out  of  P&G  in  behalf  of  a  host  of  brands,  the 
highlight  of  the  week  in  national  spot  tv  was  Lever's  stepping  up  in  a  big  way  its  mar- 
kets and  schedules. 

Other  spot  tv  business  in  process  of  placement  includes  P&G's  Fluffo  (Tathuni  Laird  I 
in  about  90  markets;  Purex's  Sweetheart  Soap  (E.  H.  Weiss)  in  40  markets  for  five  weeks 
on  the  basis  of  60  ratings  points  a  week;  Chung  King  (JWT,  Chicago),  a  shift  from  net- 
work tv. 

Among  the  testers:  Pillsbury's  refrigerated  bake  and  sliced  cookies  (Campbell- 
Mithun)  in  St.  Louis  for  five  weeks. 


Top  ABC  TV  executives  continue  to  pass  the  word  on  to  the  agencies  that  \\w\ 
can  regard  that  network  as  one  that  Mill  adhere  to  the  ratecard  in  the  selling  for  the 
coming  season. 

AB-PT  president  Leonard  Goldenson  has  said  that  he's  convinced  that  the  network — 
especially  in  view  of  the  fact  that  it's  practically  running  neck-and-neck  in  average  au- 
diences with  competitors — will  still  come  out  appreciably  better  by  playing  it  straight. 

Incidentally,  ABC  expects  to  garner  an  additional  $2  million  per  annum  under  the 
new  contract  for  the  Maverick  time  and  program.  (There  have  been  intimations  thai  i- 
a  result  of  this  Kaiser  may  elect  to  go  on  an  alternate  basis.) 
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SPONSOR-SCOPE  continued 


Necco  is  pulling  out  of  its  spot  tv  list  of  28  markets  at  the  end  of  May  but  the 
candy  sponsor  will  be  back  in  the  fall  with  a  lot  more  money  and  additional  markets. 

This  season  it  spent  around  $500,000  for  time  and  $100,000  for  syndication.  The  blue- 
print for  next  season  calls  for  $1  million  for  time  alone. 

Early  morning  patients  may  have  a  hard  time  getting  attention  from  medicos 
next  season. 

CBS  TV  is  figuring  on  putting  on  a  7-7:30  a.m.,  Monday-through-Friday  series  of  medi- 
cal documentaries  to  update  doctors  on  their  profession. 

The  expected  sponsors:  Ethical  drug  houses  and  others  that  sell  to  the  medical 
profession. 

Once  NBC  had  a  similar  idea  for  6-6:30  a.m.,  but  it  never  got  out  of  the  think  stage. 

With  all  the  money  that  P&G  has  been  pouring  into  Big  Top  and  Jit*  since  it 
entered  the  peanut  butter  field,  that  business  continues  to  have  one  thing  in  common  with 
coffee : 

All  the  national  peanut  butter  brands  only  account  for  the  minor  share  of  the 
packaged  peanut  butter  sold  nationally.  Their  dent  on  regionally-packaged  and  private 
labels  has  been  small. 

Rare  occurrence:  An  agency — Regal  Advertising — has  been  asked  by  reps  to  have 
the  client  (in  this  case,  Exquisite  Form)  countersign  a  contract  for  a  spot  tv 
schedule. 

Regal,  which  is  reputedly  owned  by  the  president  of  Exquisite  Form,  Garson  Reiner, 
had  heretofore  been  the  barter  arm  solely  for  the  foundations  and  bras  firm.  Buying  time 
directly  from  stations  for  cash  is  a  new  development  for  Regal. 

What  with  Washington  trying  to  hem  them  in  with  constant  probes,  suits,  and  what- 
not, the  tv  networks  seem  bent  on  expanding  their  investments  internationally. 

AB-PT,  holding  company  for  ABC  TV,  has  just  bought  an  interest  in  News  Limited 
of  Australia;  its  activities  include  newspapers,  magazines,  and  an  Adelaide  tv  station  that's 
about  to  go  on  the  air. 

Don't  be  surprised  to  hear  next  that  CBS,  Inc.,  has  bought  into  some  tv  proper- 
ties in  Japan  and  possibly  other  points  in  the  Far  East. 

Like  Benrus,  Elgin  has  taken  the  marketing  wraps  off  its  new  line  of  economy- 
priced  watches  (with  Timex  the  obvious  competitive  target). 

Elgin's  springboard  is  American  Bandstand  thrice  weekly,  with  probably  other 
buys  being  made  via  JWT  during  the  spring. 

The  vast  majority  of  timepieces  sell  for  under  $30.  Elgin's  Starlight  for  women 
and  Sportsmen  for  men  are  priced  from  $19.95.  They'll  be  the  same  standard  jewel 
movements  as  the  higher  priced  lines,  and  will  be  distributed  through  Elgin's  regular  re- 
tail channels. 

Since  you're  going  to  hear  a  lot  about  stereophonic  sound  from  here  on  out, 

you  might  as  well  know  what  engineers  at  the  development  end  have  to  say  about  its  status. 

To  them  the  art  is  still  pretty  much  in  an  amorphous  state  and  experimental 
for  the  simple  reason  that  there  are  no  standards  governing  that  form  of  transmission. 

But,  anyway,  here  are  three  possible  ways  of  using  stereo: 

1)  Combination  of  a  tv  channel  and  an  am  channel,  a  la  the  Como  show  last 
weekend. 

2)  One  transmission  on  an  am  channel  and  the  other  on  fm. 

3)  Fm  equipment  that  is  adaptable  for  sub-carrier  uses — the  sub-carrier  perform- 
ing in  sound  a  function  similar  to  transmission  of  color  in  tv. 
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1958-59  season 

10. 

>7-58  SEASON 

114 

120 

30 

34 

26% 

28% 

36 

45 

17 

26 

47% 

58% 

SPONSOR-SCOPE  continued 

From  evidence  now  at  hand,  this  won't  be  as  perilous  a  season  for  network  tv 
commercial  programing  as  1957-58  was. 

One  reason  is  that  fewer  new  shows  took  to  the  air — in  short,  there  was  less  infant 
mortality. 

Here's  how  SPONSOR-SCOPE  sees  the  nighttime  casualty  statistics  shaping  up  as 
compared  to  the  season  before: 

Total  number  of  entries 

Total  shows  dropped 

Casualty  rate  for  all  sponsored  shows 

Number  of  new  shows  started  since  fall 

Number  of  newcomers  dropped 

Casualty  rate  among  new  shows 

Note:  Only  six  of  the  1958-59  newcomers  might  he  considered  as  hits.  They 
are  Rifleman,  Lawman,  The  Texan,  Peter  Gunn,  Wanted  Dead  or  Alive,  and  77 
Sunset  Strip. 

CBS  TV  has  picked  up  some  of  the  daytime  money  that  General  Foods  has 
withdrawn  from  ABC  TV's  Operation  Daybreak  (meantime  much  of  the  Bufferin  pull- 
back  from  the  same  operation  is  being  split  between  the  Jack  Paar  Show  and  spot  tv). 

Daytime  doing  on  another  front:  NBC  TV  is  switching  Queen  for  a  Day  from  4 
to  2  p.m.  and  Truth  or  Consequence  from  2  to  4  p.m.  in  order  to  improve  its  station  lineup 
in  the  earlier  time.    Via  the  shift  it's  been  able  to  clear  eight  additional  markets. 

Network  officials  and  agency  people  concerned  with  tv  programing  are  making 
Hollywood  their  mecca  earlier  than  usual  this  season. 

In  other  words,  the  sponsor  money  for  next  fall  is  ready  to  be  spent;  so  it's  now 
a  question  of  what's  available  in  properties  and  where  they  can  be  spotted. 

Incidentally,  ABC  TV  apparently  is  so  confident  of  the  outlook  that  it's  making 
agency  presentations  on  a  new  series,  the  Alaskans,  without  benefit  of  pilot.  The  main 
sales  point:   Look  at  the  Warner  Bros,  record  in  tv. 

Network  tv  certainly  can't  cry  too  hard  about  the  way  Detroit  has  been  treat- 
ing it  this  season — especially  in  view  of  how  car  sales  have  been  behaving. 

The  only  one  of  the  Big  Three  whose  expenditures  don't  look  as  though  they'll  come  up 
to  the  old  levels  is  Chrysler  Corp. 

Here's  the  rate  at  which  the  Big  Three  has  been  running:  General  Motors,  $31- 
32  million;  Ford  Family,  $13-14  million;  and  Chrysler  Family,  $11-12  million. 

Overall  cutback  for  the  trio  as  compared  to  the  previous  season:  about    10%. 

(See  auto  industry  analysis  on  page  33  of  this  issue.) 

It  wasn't  so  long  ago  that  a  nighttime  tv  network  show  with  a  40%  audience 
share  was  deemed  only  adequate;  now  40%  practically  puts  it  in  the  click  category. 

Here's  how  the  top  30  shows  over  three  seasons  have  stacked  up  in  terms  of  share 
of  audience: 

shark  1956-57  1957-58  L958-59 

55 %  and  higher  5  1  1 

50-55  9  4  1 

45-50  15  14  7 

35-40  1  7  15 

30-35  0  4  6 

Total  30  30  30 
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^>  I  SPONSOR-SCOPE  continued 

Research  organizations — particularly  those  in  the  rating  field — are  getting  more  and 
more  assignments  from  advertisers  who  want  to  know:  1)  Whether  the  right  people 
are  getting  their  tv  messages,  and 

2)  What  they  think  about  the  commercials. 

What  surprises  the  probers  is  this:  The  vast  majority  of  viewers  like  to  discuss 
their  impressions  of  a  commercial — in  fact,  they  get  as  much  a  kick  out  of  analyzing 
the  sell  as  they  do  the  contents  of  the  program.  It's  not  uncommon  for  a  viewer  to  offer 
suggestions  on  how  the  commercial  might  be  improved. 

The  obvious  moral  drawn  by  researchers  using  the  playback  method:  Regardless  of  what 
the  critics  say,  people  don't  abhor  commercials;  they  just  have  firm  likes  and  dislikes. 

Another  type  of  job  that  the  researchers  are  getting  more  calls  for:  Checking  to  find 
out  who  in  the  family  wanted  to  watch  a  particular  program. 

The  sudden  death  this  week  of  Nat  Wolfe,  59,  one  of  tv-radio's  foremost  show- 
men, caused  a  shock  among  his  contemporaries  on  Madison  Avenue. 

His  succumbing  to  an  operation  for  a  lung  tumor  came  but  six  weeks  after  his  return 
to  Y&R  as  a  v.p.  in  the  television  department. 

He  had  also  acquired  a  considerable  reputation  and  extensive  experience  as  a  freelance 
program  producer. 

The  old  bugaboo  about  newspaper  competition  is  being  raised  by  those  op- 
posed to  single  rates  for  radio  stations. 

The  nub  of  their  contention:  Stations  adopting  the  single  rate  open  themselves  up  to  a 
disadvantage  unless  the  local  newspapers  do  the  same  thing.  How,  they  ask,  can  a  sta- 
tion take  business  away  from  a  newspaper  (its  principal  competitor  today)  if  the  newspaper 
can  counter  with  a  choice  of  several  rates? 

(See  6  Admen  Form  Single  Rate  Committee  28  February  issue,  page  40.) 

Looming  up  as  a  real  assault  on  the  soap  marketing  ramparts  is  the  trend  among 
the  chains  and  private  label  people  to  horn  in  on  the  heavy-duty  liquid  detergents. 

What  apparently  has  stirred  the  newcomers  to  make  a  shelf  play  against  Lestoil  et  al.  is 
that  they  feel  these  brands  have  an  attractive  profit  margin.  (The  tendency  of  Lestoil 
and  its  competitors  has  been  to  finance  their  growth  out  of  burgeoning  profits.) 

Incidentally,  TvB's  1958  spot  expenditure  report  credits  Lestoil  with  this  figure :  $3, 
854,000.  That,  of  course,  is  on  the  basis  of  a  one-time  rate  card  charge. 

CBS  TV's  competitors  think  that  the  network  may  find  that  it's  painted  itself 
into  a  corner  if  it  sticks  much  longer  to  the  philosophy  of  concentrating  for  busi- 
ness on  the  top  10-20  advertisers  in  all  media. 

They  see  the  strategy  as  beginning  to  backfire  in  terms  of  share  of  billings  and  audience 
ranking. 

To  make  their  point  they  cite  these  figures:  The  top  10  advertisers  account  for  only 
37%  of  all  tv  network  billings  and  CBS  TV's  share  of  this  37%  is  45%.  Three  years  ago 
the  top  10  provided  around  45%  of  the  tv  network  billings.  In  other  words,  the  total  num- 
ber of  advertisers  has  been  steadily  increasing  in  tv,  and  in  many  cases  the  new- 
comers moved  in  on  the  hit  programs. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6; 
Spot  Buys,  page  48;  News  and  Idea  Wrap-Up,  page  72;  Washington  Week,  page  67;  sponsor 
Hears,  page  70;  Tv  and  Radio  Newsmakers,  page  84;  and  Film-Scope,  page  68. 
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Among  twelve  Olivetti 
figure-work  machines  and  five 
Olivetti  typewriters  there  is 
probably  at  least  one  that  can 
help  total  up  the  profits  when 
you  run  your  television 
advertising  on  KPRC-TV 
in  Houston,  Texas 
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Edward   Petry  &  Co.,  National   Representatives 


DEI  v¥ie# 


mca  tv 


]    FILM    SYNDICATION    598  Madison  Avenue,  New  Yo' 


Flexibility! 


Early  morning  or  early  evening,  strips 

>r  single  programs  —  top  audience  and  sales 

-  50%  adults,  50%  kids. 


Made  by  Republic  Pictures 
Corporation  and  now  being 
renewed  in  market  after 
market  for  profitable 
programming. 


hour  films 


IN  TV  HOUR  STRIPS! 


liability! 


lore  staying  power  year  after  year 
egardless  of  run  —  great  audience 
iterest  and  acceptance. 


Laza  9-7500  and  principal  cities  everywhere 


hour  films 

Made  by  Republic  Pictures 
Corporation  and  now  being 
renewed  in  market  after 
market  for  profitable 
programming. 


COLUMBUS,  GEORGIA 


TheTV 
Market 


47 

County  Area 


SALES  MANAGEMENT  1958 
POPULATION  1,095,200 

FAMILIES  268,300 

EFF.  BUYING  INCOME         $1,256,  409,000 


It's  Nice  To... 


What  You're  Getting! 


•  BALANCED  PROGRAMMING 

•  AUDIENCE  RATINGS 

•  COVERAGE 

•  COSTS  PER  THOUSAND 

•  TRUSTWORTHY  OPERATION 


WRBL-TV 


CALL  HOLLINGBERY  CO. 


by  Joe  Csida 


Sponsor 
I  backstage 

Tv's  next  hook-up— Mars? 

Between  the  time  this  is  being  written  and  the 
day  it  arrives  on  your  desk  seven  more  fellows 
in  good  jobs  around  the  television  business  will 
have  notified  their  bosses  that  they  are  leaving 
to  join  up  with  a  new  video  company  to  be 
headquartered  in  Geneva,  Switzerland.  The 
seven  are  in  addition  to  three  who  have  already 
given  their  present  employer  notice.  One,  and 
the  operating  head  man  of  the  new  organization, 
is  David  Lown,  who  just  resigned  as  director  of  the  Telesales  Dept. 
of  the  National  Broadcasting  Co.  He  is  president  of  this  new  Inter- 
continental Television,  S.  A.  la  European  company).  The  other  two 
are  John  Herbert  Riedel,  up  to  now  a  supervising  engineer  for  NBC 
Tape  Central  and  Hugo  Seiler.  Riedel  will  be  Lown's  chief  engi- 
neer in  Intercontinental.  Seiler  will  be  the  firm's  vice  president  in 
charge  of  sales.  He  has  an  extensive  and  varied  production  and  ad- 
ministrative background  in  television. 

International  tv  goes  mobile 

Four  of  the  other  seven  are  engineers,  among  the  finest  in  the 
business;  and  three  are  administrative-production  people.  Simple 
arithmetic  tips  the  fact  that  of  10  key  operating  people  involved  in 
the  new  project,  five  are  engineers.  It  is  a  commentary  on  today's 
showbusiness,  today's  television,  today's  advertising  world  that  an 
important  new  television-advertising  organization  requires  50%  of 
its  key  personnel  to  be  first-rate  engineers. 

But  a  further  description  of  Intercontinental,  and  what  it  plans  to 
do  for  global  television  and  advertising  operations,  makes  it  plain 
that  the  50-50  engineering  administrative-production  split  is  essen- 
tial. Intercontinental  is  being  bankrolled  by  an  international  finan- 
cier with  the  enchanting  name  of  Theodore  Roosevelt  Racoosin. 
Racoosin. 

At  this  very  minute,  over  in  Camden,  New  Jersey,  a  35-foot  land 
cruiser  (that's  the  length  of  a  Greyhound  Bus)  is  being  fitted  with 
three  RCA  television  cameras,  an  Ampex  VR  1000,  the  videotape 
recorder,  of  course,  and  literally  hundreds  of  thousands  of  dollars 
worth  of  other  electronic  equipment.  This  carefully  custom  built  bus 
features  air  suspension  throughout.  On  1  April,  this  mobile  unit  will 
drive  aboard  the  Liberte  and  sail  across  the  ocean  to  Le  Havre, 
France,  where  it  will  land  on  10  April. 

Also  at  this  moment  in  Stuttgart.  Germany,  a  second  mobile  unit  is 
being  constructed  for  Intercontinental  by  the  Daimler-Benz  Co.  D-B 
is  creating  a  28-foot  long  Mercedes  Benz  bus,  which  will  also  be 
equipped  with  three  field  unit  television  cameras,  as  well  as  another 
Ampex  VR  1000,  or  videotape  machine. 

These  two  mobile  units,  plus  two  power  supply  trucks  will  roam 
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KBIG  JUST  DON'T  MOVE   ME 


A^flM 


■mnH 


i  True,  KBIG  probably  leaves  some  "cool  characters"  cold.  But  there's  a  good 
reason.  Everything  about  KBIG -from  its  refreshing,  popular  music  to 
award-winning  news-is  aimed  at  the  widest  audience  of  convincible  prospects 
Mature  people  are  our  major  target.  And  KBIG  scores  a  perfect  hulls-eye 
...91rA  adult  listeners  (Pulse,  Inc.)  in  2:54  market  areas. 

A  spot  campaign  on  KBIG  will  reach  buyers,  not  the  "beat  generation'.' 
KBIG  is  the  "happy  medium"  in  radio  entertainment  that  produces  profitable 
radio  coverage... at  an  average  cost  of  71' '.'<  less  than  competitive  stations 
with  comparable  range  throughout  Southern  California. 


.  Santa  B 


The  Refresh  in  f)  Sound  of  Radio 

JOHN  POOLE  BROADCASTING  CO.,  INC. 

6540  Sunset  Boulevard,  Los  Angeles  28,  California 


740kc   10,000  watts 
HOllvwood  3-3205 


Ust 

Radio 

Catalina 

trail 

California 


San  Dieao" 


National  Representatives:  WEED  &  COMPANY 


tetley  TEA  uses  one  radio 
network:  CBS  Radio.  For 
those  tiny  little  tea  leaves, 
only  the  best  will  do! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan— with  unified  station 
clearances  and  strong 
program  sequencing— will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 
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Sponsor  backstage  continued 


Europe  for  Intercontinental,  performing  manifold  and  fascinating 
television  services  for  advertisers  and  agencies,  as  well  as  networks, 
independent  producers,  et  al. 

Intercontinental  is  going  to  produce  tv  shows  and/or  commercials 
in  any  length,  of  any  type  for  American  or  other  producers.  They've 
already  contracted  to  do  shows  for  Don  Fedderson's  new  Holiday 
series  in  Paris,  Rome  and  Geneva.  In  Paris,  too,  they're  going  to 
shoot  shows  for  Dave  Garroway's  Today,  for  Jack  Paar  and  for 
Steve  Allen.  They're  going  to  shoot  Elsa  Maxwell  in  Cannes  and 
Nice,  and  some  Timex  Jazz  Shows  in  various  sections  of  Europe. 

In  addition  to  producing  shows,  Intercontinental  expects  to  do  a 
thriving  business  in  closed  circuit  tv  with  industry  and  associations, 
such  as  medical  and  drug  groups,  throughout  Europe.  They  also 
look  forward  to  running  theatre  telecasts  of  major  European  sport- 
ing events  like  the  International  Soccer  matches  in  Stockholm,  the 
bike  races  so  popular  in  Italy  and  France,  and  the  tennis  matches  in 
Australia.  Since  only  one  out  of  about  every  45  families  in  Europe 
owns  a  tv  set,  Lown  expects  theatre  telecasts  to  do  quite  well  at  the 
box  office. 

Watch  those  translations! 

Those  five  hotshot  engineers  are  also  going  to  be  charged  with 
coming  up  with  high-quality  translations  of  American  tape  shows,  to 
enable  same  to  be  shown  on  various  European  tv  networks  and  vice 
versa.  Since  Western  Europe's  standard  is  625  lines;  France's  819 
lines  and  great  Britain's  405  lines,  you  can  see  that  this  is  a  fairly 
neat  engineering  trick  in  itself.  Ironically,  only  America's  and 
Russia's  line  standards  are  the  same,  each  525  lines,  but  even  then 
they're  not  quite  compatible,  since  the  Soviets  use  a  different  gateway 
system  than  we  do. 

Without  competing  with  American  or  European  producers  with 
whom  they  make  arrangements,  now  or  in  the  future,  Lown  does 
believe  that  Intercontinental  may  very  well  undertake  to  produce 
some  shows  of  its  own.  And  as  a  dream,  not  too  distant  nor  too  dim, 
Dave  thinks  it's  possible  Intercontinental  may  go  into  the  manufac- 
turing of  raw  video  tape.  This  would  be  particularly  desirable  at 
such  a  time  as  home  videotape  recording  became  commonplace. 

Intercontinental  is  a  commentary,  indeed,  on  the  great  need  for 
top  engineering  talent  in  the'  advertising-television  business  these 
days.  And  its  symptomatic,  too,  of  the  ever  and  rapidly  decreasing 
size  of  our  tiny  globe.  We're  going  to  be  seeing  lots  more  Moiseyevs 
and  Japanese  dancers  in  the  immediate  future.  I  wouldn't  be  sur- 
prised to  find  Mr.  Theodore  Roosevelt  Racoosin  buying  his  boys  a 
couple  of  interplanetary  mobile  units  before  he's  through.  And  if  I 
ever  meet  him,  I  must  ask  him  how  come  his  mom  and  dad  decided 
to  name  him  Theodore  Roosevelt.  ^^ 


Letters    to    Joe    Csida     are    welcome 
Do  you  always  agree  with  what  Joe  Csida  says  in  Sponsor  Back- 
stage?   Joe  and  the  editors  of  SPONSOR  will  be  happy  to  receive 
and    print    your    comments.     Address    them    to    Joe    Csida,    c/o 
SPONSOR,    40    East    49th    Street,    New    York    17,    New    York. 
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this  Is  the    Piedmont  Industrial  Crescent . . . 


and  it'$  Dominated  by 


ujfmy-tv 


The  Piedmont  Industrial  Crescent  is  a  unique  concentration 
of  buying  power ...  a  vast  "area  laboratory". . .  stretching 
across  the  productive  Piedmont  section  of  North  Carolina. 
South  Carolina  and  Virginia. 

It  is  a  vast  urban  complex  created  by  bustling  cities, 
booming  industry  and  big  agricultural  purchasing  power  where 
millions  of  your  customers  WORK,  EARN,  SPEND. 

Strategically  located  at  the  hub  of  this  big  year-round 
market  is  WFMY-TV. . .  the  most  powerful  selling 
influence,  by  far. 


Utolina  '$  Interurbia   I 


.  .  .The  largest  metropolitan  market  in 
the  two  Carolinas.  Here,  WFMY-TV 
dominates  because  it  serves  .  .  .  sells 


uufmy-tv 


GREENSBORO.     N.     C. 

Represented  by  Harrington,  Righter  and  Parsons,  Inc.,  New  York,  Chicago,  San  Francisco,  Atlanta,  Boston,  Detroit 
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Le&ds  the  7m 


IN EATINGS  ANj 


....■  ■  ■ . 


pical  spring-summer  ratings  in  20  major  markets 


nati,  Ohio 
WKRC-TV-16.3 

Detroit,  Mich. 
WXYZ-TV-13.3 

Cleveland,  Ohio 
WEWS-16.5 

Duluth,  Minn. 
WDSM-TV-18.4 


\ 


Kansas  City,  Mo. 
KCMO-TV-17.9 

Lubbock,  Tex. 
KDUB-TV-15.5 

Minneapolis,  Minn. 
WCCO-TV-12.7 

New  Orleans,  La. 
WDSU-TV-11.5 


Indianapolis,  Ind. 
WFBM-TV-11.9 

San  Antonio,  Tex. 
KONO-TV-15.9 

Grand  Rapids,  Mich. 
WOOD-TV-19.8 

Seattle,  Wash. 
KOMO-TV-16.1 

Tulsa,  Okla. 
KOTV-14.2 

Memphis,  Tenn. 


Hartford,  Conn. 
WTIC-TV-21.1 

Scranton,  Pa. 
WDAU-TV-22.8 

Spokane,  Wash. 
KREM-TV-18.2 

Corpus  Christi,  Tex. 
KRIS-TV-15.6 

Ft.  Wayne,  Ind. 
WKJG-TV-17.7 

Peoria,  III. 
WEEK-TV-15.0 


sports  program  on  TV 
comes  up  with  ratings  like 
"CHAMPIONSHIP  BOWLING" 


SPECIAL  PACKAGE  DEAL  for  once  a  week, 
twice  a  week,  or  strip  programming. 

Also  available,  26  of  the  top  matches 

in  a  special  "BEST  OF  BOWLING" package. 


I 


?O£'FPER-7&0USmi> 


„,„_ _  ^ 

"CHAMPIONSHIP  BOWLIN&' 

lias  the  top  bowling  stars. 


Don  Carter 

Lou  Campi 

Bill  Lillard 

Buddy  Bomar 

Buzz  Fazio 

Tom  Hennessey 

Steve  Nagy 

Therman  Gibson 

Ray  Bluth 
Glenn  Allison 
&  many  others 


"CHAMPIONSHIP   BOWLING" 
now  available  for 

spring-summer  release. 


130 


one-hour 

programs! 


The  only  complete  bowling  show  in 
America  with  three  entire  games  — not 
condensed  or  cut. 


WALTER  SCBWIMHEB, INC 


CHICAGO       a  main  office   •  75  E.  Wacker  Drive 
FRanklin  2-4392 


NEW  YORK  ,527  Madison  Ave. 
ELdorado  5-4616 


Produced  in  co-operation  with  the 
IBRUNSWICK-BALKE-COLLEN  3. 


f 


MILWAUKEE'S 

TOP  VALUE 


High    income   radio   homes 


Consumer  spendable  income  is 
22%  above  the  national  aver- 
age. Based  on  Pulse  ratings, 
any  one  of  many  1  minute  spot 
packages  buys  1,000  quality 
radio  homes  for  51$  on  WISN. 


51 


« 


per  thousand 
on  WISN 


Merchandising  Aids 
Ask  about  WISN'S  complete  merchan- 
dising plan  that  will  move  your  prod- 
uct in  and  out  of  A  &  P,  I.  G.  A.  and 
Sentry  stores. 


'mmmmm 


WISN  RADIO 
5,000  WATTS 
NONE   BIGGER 


WISN 

James  T.  Butler,  Station  Manager 
Represented  by  Edward  Petry  &  Co.,  Inc. 


49th  am 
Madisoi 
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Blindsville,  U.S.A. 

The  article  by  Joe  Csida  entitled 
"Blindsville,  U.S.A."  in  the  7  Febru- 
ary issue  of  sponsor  is  one  of  the 
most   timely   we  have  read   recently. 

On  January  23  David  Susskind  ad- 
dressed the  Detroit  Adcraft  Club  and 
belabored  his  dogmatic  opinions  of 
television's  inadequacies.  Joe  Csida's 
article  will  make  an  interesting  re- 
sponse which  we  would  like  to  send 
to  a  select  list  of  Detroit  executives 
and    advertisers. 

Would  you  please  rush  us  400  re- 
prints of  the  Csida  article? 

Have  them  sent  to  my  attention, 
together  with  a  billing  for  them. 

Don  DeGroot,  ass't  gen.  mgr. 

WWJ-AM-TV 

Detroit 

Now,  hear  this  .  .  . 

As  one  of  your  oldest  subscribers  out 
here  on  the  West  Coast,  I  have  con- 
sistently enjoyed  your  publication 
"sponsor"  until  reading  the  issue  of 
January  17th,  and  your  listing  of  the 
"100  Active  Tv  Commercial  Produc- 
ers. 

I  was  completely  puzzled  to  find 
that  no  mention  was  made  of  Swift- 
Chaplin  Productions  in  the  Los  An- 
geles group,  and  I  wonder  under  what 
basis  this  list  was  compiled. 

If  it  were  on  the  basis  of  activity, 
then  from  our  volume  of  business  in 
the  commercial  field  I  am  certain  you 
will  find  we  certainly  exceed  quite  a 
few  of  our  competitors  in  the  Los 
Angeles  area  that  are  listed. 

If  it  were  from  a  standpoint  of 
facilities,  the  same  would  apply,  since 
quite  a  few  of  your  listings  in  Los 
Angeles  are  little  more  than  service 
offices,  while  we  own  our  own  build- 
ings, with  complete  facilities  for  all 
phases  of  production. 

If  it  were  on  the  basis  of  quality, 
may  I  call  your  attention  to  a  recent 
reprint    from     a    competitive    trade 
(Please  turn  to  page  28) 
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Kansas   City   has  the   pitch 


Or  should  we  say  pitches!  For  Kansas  City's  a 
big-league  town  in  lots  of  ways.  The  A's  fill  up 
the  ball  park  week  after  week.  The  Downtown 
Committee  has  given  the  retail  district  a  shot 
in  its  wallet.  Redevelopment  of  the  North  End  is 
making  national  news. 

And  it  won't  be  long  before  there's  an  area 
authority  to  preside  over  the  booming,  bustling 


4-county,  2-state  community  that  is  Greater 
Kansas  City.  More  than  a  million  persons  live 
here.  They  pack  a  walloping  buying  power  of 
nearly  $2  billion. 

So  stakes  (and  steaks,  as  you  well  know)  are 
big  in  big-league  Kansas  City.  And  KCMO-Radio 
— 50,000  watts  and  basic  CBS — has  the  leader- 
ship that  can  make  your  claim  stick. 


/ 


810  kilocycles -50,000  watts 
Kansas  City,  Missouri 

|oe   Hartenbowcr,   Ccneral   Manager 
R.   W.    Evans,    Station    Manager 


KANSAS  CITY 

KCMO 

KCMO-TV                       The  Katz  Agency 

SYRACUSE 

WHEN 

WHEN-TV                      The  Katz  Agency 

PHOENIX 

KPHO 

KPHO-TV                        The  Katz  Agency 

OMAHA 

WOW 

WOW-TV      John  Blair  &  Co.— Blair-TV 

TULSA 

KRMG 

John  Blair  &  Co. 

Represented  nationally  by  The  Katz  Agency 

Meredith  stations  are  affiliated  with 
BETTER  HOMES  AND  GARDENS  and  SUC- 
CESSFUL FARMING  Magazines. 


Topeka  has 

1  TV  Station 

WIBW-TV  is  it 


That's  Why 

NOBODY  FROM  NOWHERE 

Can  Saturate 

TOPEKA 

like 

WIBW-TV 

SATURATES  TOPEKA 


ALL  DAY -ANY  DAY 

Here's  why  survey-proved  WIBW-TV  is 
your  best  buy  for  complete  coverage 
of  the  entire  Topeka   Farm  market. 

•  WIBW-TV  commands  the  viewing  audi- 
ence.   Nole  current   survey   figures: 

Share  of  Audience  Monday-Sunday 

7:45-12  N.         12N.-6p.rn.    6p.m.-12Mid. 
57.0%  50.3%  51.1% 

•  In  the  447  rated  quarter-hours  .  .  . 
WIBW-TV  ranked  FIRST. 

•  In  the  top  15  Once-a-Week  shows  (with 
an  average  program  rating  of  44.13) .  .  . 
WIBW-TV  had  an  average  rating  of 
37.69%. 

•  WIBW-TV  serves  38  rural  and  urban 
counties  in  the  heart  of  Kansas  .  .  .  where 
total  gross  income  for  1957  was 
$719,277,000.00.    1958  is  a  banner  year. 

•  WIBW-TV  saturates  218,190  TV  homes. 

(NCS-#3) 
• 

Survey  Figures  Prove 
WIBW-TV's  Value 

•  Not  even  the  combined  efforts  of  3  dis- 
tant Kansas  City  TV  stations  can  begin  to 
dent  the  Rich  Topeka  Form  Market,  accord- 
ing to  a  current  survey. 

Share   of   Audience 

Monday-Sunday 

7:45       12N  6  p.m. 

12N      6p.m.  12  Mid. 

WIBW-TV,    TOPEKA    57.0%  50.3%  51.1% 

Sta.  A,    Kansas  City   10.7       10.0  9.7 

Sta.    B,    Kansas   City     6.1        10.4  9.6 

Sta.  C,   Kansas  City  13.4       14.7  15.3 

WIBW-TV  CBS -ABC 

Channel  13       Topeka,  Kansas 

REPRESENTED  BY  AVERY- KN0DEL,  INC. 


49th  &  MADISON 

[Cont'd  from  page  26  I 

paper  (Advertising  Age),  where  once 
again  we  were  selected  as  the  pro- 
ducers of  (in  their  opinion  I,  one  of 
the  10  best  television  commercials  of 
the  year. 

You  will  also  notice  in  that  reprint 
that  in  the  ARB  continuing  audit  of 
"Best  Liked  Commercials,"  two  of  the 
top  three  are  produced  by  Swift- 
Chaplin  Productions.  No  other  pro- 
ducer can  make  that  claim. 

I'm  extremely  sorry  that  I  must  en- 
close a  competitive  trade  paper  to 
substantiate  my  points,  but  as  your 
Mr.  McMillin  said  in  his  article  in 
the  same  issue. 

"I  am  speaking  here  not  as 
an  institution  to  an  institu- 
tion, but  as  man  to  man  . .  ." 
Charles  Chaplin,  pres. 
Swift-Chaplin  Productions,  Inc. 
Hollyivood 

•        To    Reader    Chaplin,    our    apologies! 


Valuable  reference 

There  was  an  article  in  sponsor  mag- 
azine in  either  August  or  September 
1957  concerning  television's  sales  ef- 
fectiveness in  launching  new  brands 
and  products.  This  article  made  the 
statement  that  more  new  products 
have  been  introduced  to  the  buying 
public  since  1950  than  in  the  whole 
history  of  retailing  before  1950. 

The  article  went  on  to  list  the  new 
products  —  like  Ban,  Campbell's 
Frozen  Soups,  Dove,  Isodine,  Lestoil, 
Newport  Cigarettes,  etc. 

We  have  been  using  this  point  of 
reference  in  our  sales  promotion 
arguments  and  in  speeches. 

Could  you  send  me  a  reprint  of 
this  article — or  the  magazine  itself — 
at  your  earliest  convenience? 

John  F.  Hurlbut,  pub.  rel.  mgr. 

WFBM 

Indianapolis 

Station  first 

I  noticed  an  article  in  your  January 
17th  issue  of  SPONSOR  regarding  the 
Southeast  and  the  thoughts  of  one 
rate.  I  would  like  to  point  out  to  you 
that  we  were  one  of  the  first  stations 
to  definitely  classify  who  was  quali- 
fied for  the  General  and  Retail  Rate 
in  our  area. 

George  Jenkins,  nat'l  sales  dir. 

Columbus  Bdcstg.  Co.,  Inc. 

Columbus,  Ga. 


GENERAL  MOTORS  assigns 

the  biggest  share  of 
its  total  network  radio 
business  (91%  in  1958) 
to  CBS  Radio.  For  more 
power  on  the  road!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan— with  unified  station 
clearances  and  strong 
program  sequencing— will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 
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as  basic  as  the  alphabet 


7 
FTP 


EGYPTIAN 

Word  of  mouth  was  man's  first 
form  of  communication.  There- 
fore, the  sign  for  mouth  was  one 
of  the  most  common  ideographs 
used  on  the  papyrus  the  Egyp- 
tians made  from  reeds  growing 
along  the  Nile. 

PHOENICIAN 

Marketing  papyrus  throughout 
the  ancient  world  was  big  busi- 
ness with  the  Phoenicians.  In 
time,  the  Egyptian  mouth  sign 
became  their  letter  pei  —  fore- 
runner of  the  modern   P. 


GREEK 


To  papyrus  and  wax  tablets,  the 
Greeks  added  another  writing 
material:  parchment,  made  from 
animal  skins  and  first  used  in 
the  city  of  Pergamum.  Gradu- 
ally, pei  was  changed  to  pi. 


ROMAN 

Paper  became  a  favorite  with  the 
Romans  about  the  8th  Century 
after  the  Arabs  had  brought  the 
Chinese  invention  into  southern 
Europe.  Meanwhile,  scholars  had 
transformed  pi  into  P. 

Historical  data  by 
Dr.  Donald  J.  Lloyd, 
Wayne  Slate  University 


.  Ut  your  money 
where  the  people  are 

Seventy  per  cent  of 
Michigan's  population 
commanding  75  per 
cent  of  the  state's  buy- 
ing power  lives  within 
WWJ's  daytime  pri- 
mary coverage  area. 


Mb 
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Push  up  spring  sales  by  using  WWJ,  Detroit's 
Basic  Radio  Station.  Dealers  and  distributors  favor 
WWJ  because  they  know  it  moves  merchandise. 
Listeners  prefer  WWJ  because  it  entertains  them  with 
modern   radio  at  its  very  best. 

Personalities  like  Melody  Paraders  Hugh 
Roberts,  Faye  Elizabeth,  Dick  French,  Bob  Maxwell, 
and  Jim  DeLand  —  programs  like  WWJ  News,  sports, 
and  weather,  NBC's  Monitor  and  Nightline  are  the 
talk  of  the  town.  Buy  WWJ— it's  the  basic  thing  to  do! 


m     m     v  <n      «     g     I  AM  and  FM 

WWJ  RADIO 

Detroit's  Basic  Radio  Station 


Owned  and  operated  by  The    Detroit    News 

NBC  Affiliate 

National  Representatives:  Peters,  Griffin,  Woodward,  Inc. 
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WILLIAM   CAMPBELL, 

as  Jerry  Austin,  riding  the  roads  to 
adventure  and  action,  as  "Cannonball" 
Mike  Malone's  driver-partner-sidekick, 
in  the  new  series  by  Robert  Maxwell, 
famed  creator  of  LASSIEI 


\ 
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ADVERTISERS  EVERYWHERE  CLIMB  ABOARD  THE 
CANNONBALL  SALES  CARAVAN!  FIRESTONE  TIRES! 
GENERAL  PETROLEDM!  THE  GREAT  ATLANTIC  &  PACIFIC 
TEA  CO.!  WINN-DIXIE  FOOD  STORES!  JOHNSON'S  WAX! 
ROBIN  HOOD  FLOOR!  SCHMIDT  BEER!  STANDARD 
RADIATOR  COMPANY!  MARY  JANE  BAKERIES!  PRICE'S 
DAIRY!  SHEPHERD'S  LAUNDRIES!  BURGER-KING! 
JORDAN  JEWELRY!  FACTORY  MOTOR  EXCHANGE! 

A  FEW  TOP  MARKETS  ARE  STILL  AVAILABLE !  DON'T  BE  DISAPPOINTED- WIRE  TODAY  FOR  YOURS ! 


CANNONBALL  RACES  TO  DYNAMIC 
ACTION -HUMAN  INTEREST  SALES  RECORD! 
ONLY  A  FEW  CHOICE  MARKETS  ARE  STILL 
AVAILABLE!  PHONE-WIRE  COLLECT  TODAY! 


mm/ 
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PAUL  BIRCH, 

SOLD  IN 

as  "Cannonball"  Mike  Malone, 

MARKETS  LIKE 

one  of  the  rugged  men 

Philadelphia 

entrusted  to  maintain  the 

San  Francisco 

nation's  commercial  lifeline  — 

Detroi 

the  long-haul  truckers! 

Salt  Lake  City 

Clevelanc 

Denve 

Minneapolis-St.  Pau 

/            :jt             f 

Columbus.  0 

■i  /    r  s 

San  Diego 

Dallas- Fori  Worth 

m    In   /              /        / 

Jacksonville 

r            J^ 

New  Orleans 

T            v           S  J 

New  Haven -Hartforc 

Seattle  -Tacoma 

Portland 

AND  95  OTHERS 

EAST  -  WEST 

NORTH  -  SOUTH 

INDEPENDEN 


TELEVISION 
CORPORATION 


488  Madison  Ave.  •  New  York  22  •  PLaza  5-2100 
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Two  great  Carolina  stations  can  telecast  your  advertising 
message  simultaneously  with  one  purchase — increased 
economy  with  increased  coverage. 


57.4%  OF  CAROLINA  TV  HOMES  in 
one  buy  at  an  attractive  discount 


UIBTV 


WBTUJ 


WBTV,  Charlotte,  and 
WBTW,  Florence,  are  now 
linked  by  two-way  micro- 
wave, enabling  these  great 
area  stations  to  telecast 
simultaneously  and  giving 
advertisers  an  exciting 
double  buy  at  an  attractive 
bonus  discount. 

Extend  your  advertising 
on  either  Jefferson  Standarc 
television  station  to  include 
the  other— or  buy  both 
stations  together.    You'll 
cover  almost  60%°  of  all 
television  homes  in  the 
Carolinas! 

J  Combination  buys  earn  155? 
discount  on  WBTW  rates, 
in  addition  to  all  other 
applicable  discounts— 
increased  economy  with 
increased  coverage. 
If  vou're  already  using 
WBTV,  you  can  add  the 
rich,  balanced  agricultural- 
industrial  WBTW  market 
at  an  exceptionally  low 
cost-per-thousand. 

Here  s  the  combination  for 
increased  Carolina  sales 
at  a  most  economical  rate. 
WBTV-WBTW,  by 


microwave. 


°NCS  #3-March,  1958. 


One  call  to  CBS  TV  Spot  Sales  will  do  it! 


JEFFERSON     STANDARD      BROADCASTING     COMPANY 
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PART  ONE  OF  A  TWO-PART  STORY  ON  DETROIT  WHICH  PLANS 
ECONOMY    CARS    THIS   YEAR    AFTER    lO-YEAR    LOW    IN    1958 


wwhen  you  wonder  \\h\  the  auto  industr)  has 
been  such  a  jumpy  air  media  advertiser  this  season 
— why  no  really  definable  pattern  of  campaigning 
has  been  established — why  budgets  seem  to  be  op- 
erated on  such  an  ad  hoc  basis — remember  this: 

Despite  its  giant-size,  top-rank  spot  in  the  U.S. 
economy,  the  automotive  industry  remains  the  ele- 
phant that  can  be  stampeded  by  a  mouse. 

This  time  the  mouse  is  the  14'  ',  share  of  domes- 
tic market  inroads  made  by  small  economy  cars  in 
1958.  And  the  direction  of  the  stampede  appears 
obvious:  The  Big  Three  is  set  to  meet  competition 
with  small  cars  of  their  own  this  fall.  The  news 
touched  off  a  rash  of  rumors  and  denials,  of  specu- 


lation on  what  they'll  look  like,  and  cloak-and-dag- 
ger attempts  to  find  out  for  sure.  "Today,"  an  au- 
tomotive expert  told  sponsor.  "Detroit  i>  the  capi- 
tal of  confusion." 

Confusion  in  Detroit  is  highly  contagious.  Auto 
dealers,  oil  companies,  accessory  suppliers,  export- 
ers, financiers — not  to  mention  the  car-buying  pub- 
lic— have  caught  the  bug.  Neither  is  the  advertising 
industry  immune.  It  sits  on  the  edge  of  the  forming 
stampede:  it  may  have  to  jump  fast  when  it  starts. 

How  wholeheartedly  will  the  Big  Three  leap 
into  the  small  car  contest?  How  will  it  affect  their 
spring  sales  and  spring  advertising  plans?  \\  ill 
prospective  buyers  hold  off  until  fall?    What  may 
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CURRENT  AIR  MEDIA  AND  AUTO  PRODUCTION 


MAKE  &  AGENCY 


NETWORK  TELEVISION 


f*M  Sales  last  year  dipped 
13%;  corporate  earn- 
ings fell  25%.  However,  this 
giant  which  has  dominated 
U.S.  auto  industry  for  20 
rears  still  picked  up  46.3% 
share  of  sales,  a  rise  of  1.5% 
over  previous  year,  but 
short  of  1956's  51.6% 
share.  Last  year  saw  many 
style  changes,  heavy  adver- 
tising. Chevrolet  recaptured 
top   sales    spot    from    Ford 

CHRYSLER  The  third 

largest  U.S. 
car  builder,  it  suffered  a 
$33  million  loss  last  year 
after  its  peak  $120  million 
1957  profit.  Share  of  mar- 
ket fell  from  19.1%  to 
13.9%.  This  year  off  to  bad 
start  due  to  strike  at  glass 
supplier.  But  Chrysler  has 
pulled  out  of  jams   before 


SHOW  AND   NETWORK 

COST 

Buick 

Wells  Fargo  

(NBC) 
(NBC) 

$  42,800 
275,000 

(Mc-EJ 

Bob  Hope*...... 

Cadillac 

(Mac,J&A) 

None 

Chevrolet 

(Camp-E) 


Oldsmobile 

(Brother) 


Pontiac 

(Mac,J&A) 


Pat  Boone  Chevy  Showroom  ....  (ABC) 
Dinah  Shore  Chevy  Showroom   (NBC) 

Bing    Crosby    Golf*.. ....  ..(ABC) 

Patti   Page   Show...         ...(ABC) 

Bing  Crosby*. .....  (ABC) 

New  program  beginning  3/26     (NBC) 

Gene  Kelly  Show* (CBS) 

Phil  Silvers  Show (CBS) 

A  New  Look  at  Love* (NBC) 

Special,    March    '59.. (NBC) 


Denotes  net  tv  specials. 


Sources:    Automotive   News,   CBS,    NBC,   ABC,    Mutual. 


45,000 
150,000 


100,000 

40,000 

200,000 


225,000 
250,000 


,  Chrysler 

(Burnett) 

Fred   Astaire*    (repeat) 

(NBC) 

150,000 

DeSoto 

(BBDO) 

None 

Dodge 

(Grant) 

Lawrence  Welk 

(ABC) 

36,000 

Imperial 

(Y&R) 

None 

Plymouth 

(Grant) 

The  Plymouth  Show  (Welk). 

..(ABC) 

48,000 

^iilllllllllllililllllllllllllN 


this  do  to  sales  and  advertising  of 
small  cars  now  available?  Finally, 
when  the  new  small  cars  arrive,  which 
will  get  more  advertising  emphasis — 
chrome-spattered  juggernauts  or  un- 
pretentious midgets? 

These  are  some  of  the  major  ques- 
tions that  admen  and  broadcasters  are 
asking.  Here's  a  rundown  of  the  basics 
which  sponsor  gathered  in  talking  to 
persons  in  or  close  to  the  automotive 
industry: 

•  NEW  AD  PATTERNS:  The  cyclic 
character    of    automotive    advertising 


has  changed  radically  in  the  past  few 
years.  1955,  the  year  that  U.S.  auto 
production  reached  its  peak  of  nearly 
eight  million  passenger  cars,  might  be 
called  the  turning  point.  From  the  early 
days  of  motoring  until  then,  tradi- 
tional advertising  strategy  involved 
two  big  pushes — one  in  fall  to  intro- 
duce new  models,  the  other  in  spring 
to  sell  the  summer  motorists.  Between 
the  two  seasons,  car  advertising  dwin- 
dled to  a  minimum.  The  latter-day  car 
buyer,  however,  has  turned  out  to  be  a 
different  breed.    No  fair-weather  trav- 


eler, he  is  on  the  road  12  months  a 
year,  buys  a  new  car  whenever  he  feels 
it  necessary.  So  the  ad  cycle  has  tended 
to  flatten  out,  too.  A  mid-July  cam- 
paign makes  just  about  as  much  sense 
as  one  in  March;  a  52-week  flight — 
with  an  added  dollop  at  new-model 
time — more  sense  than  all.  Such  might 
have  become  a  real  pattern  had  the 
recession  not  occurred.  Because  of 
that  interruption,  both  admen  and 
broadcasters  will  have  to  expect  any- 
thing, be  ready  to  launch  a  saturation 
flight  on  short  notice. 
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PICTURE  AT  GENERAL  MOTORS  AND  CHRYSLER 

NET   RADIO  SPOT  TV  SPOT   RADIO  PRODUCTION 


SHOW  AND   NETWORK 

1    Jan.    to 
14   Feb.   1959 

1    Jan.    to 
15   Feb.    1958 

NONE 

None 

None 

$   49,678 

$   50,236 

JOHN    DALY   &  THE   NEWS, 
MON.-FRI.   (ABC) 

None 

None 

24,678 

19,886 

5-MIN.  NEWSCASTS  ON 
WEEKENDS   (CBS) 


None 


Plans  spot  radio  in  late  April; 
350  stations 


222,623         219,496 


NONE 


Planning    a    tv  Just    finished    one    campaign;  58,791 

spot    campaign  plans  another  for  spring 


58,907 


NONE 


None 


Plans  a   spot   radio   schedule  57,681  45,631 


NONE 

None 

Plans  start  in  March 
markets 

top  25 

7,579 

8.539 

NONE 

Shows  in  most 
major  markets 

Where  right  tv  shows 
able 

unavail- 

5.764 

5,204 

NONE 

None 

None 

13,224 

12,432 

NONE 

None 

None 

2.711 

2,674 

NONE 

None 

Top   50   markets 

28.423 

52.853 

Illllllllllllllll!llllllllllllllllllllllllllllllllllllllllllllllllll!llllllllllllllllllll!l!i 
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•  SPRING  OUTLOOK:  Despite  the 
fact  that  seasonal  buying  is  a  thing  of 
the  past,  automobile  manufacturers 
are  looking  ahead  to  a  good  spring. 
Not  a  sensational  one —  but  a  good 
one.  Optimism  is  based  on  more  than 
wishful  thinking.  For  one  thing,  sales 
picked  up  brisky  in  the  final  quarter  of 
last  year,  are  continuing  good  this 
year  with  production  so  far  about  36% 
ahead  of  the  like  period  in  1958.  In 
the  spring  months  ahead,  there  is  more 
reason  to  look  for  a  rise  than  a  dip. 
From  the  peak  in  1955,  sales  in  1956. 


1957  and  the  first  nine  months  of  1958 
slipped  badly.  This  means  just  one 
thing:  that  the  majority  of  motorists 
are  today  driving  cars  three  or  more 
years  old.  Many  are — or  shortly  will 
be — eager  to  replace  them. 
•  CONSUMERS'  CHOICE:  How  will 
this  potentially  big  market  shape  up? 
SPONSOR  learned  that  right  now  only 
three  U.S.  car  brands  enjoy  backlogs 
of  orders  at  dealers  —  Studebaker's 
Lark.  American's  Rambler.  Ford's 
Thunderbird.  If  this  position  of  Ram- 
bler and  Lark  is  indicative  of  a  con. 


-inner  satiets  with  grinning  grilles  ami 
flapping  fins,  then  it  is  possible  that 
the  Big  Three  may  not  <;et  all  the  re- 
placement bin  s  they  hope  for  between 
now  and  the  time  they  spring  their  ow  n 
economj  cat-. 

On  the  other  hand,  then-  i-  the  pos- 
sibility that  buyers,  long-impressed 
with  Ford,  GM,  and  Chrysler  names. 
ma\  eschew  Lark.  Rambler,  ami  small 
foreign  ear-  until  they've  seen  the  Big 
Three  products.  Meantime  those  mo- 
torists who  would  never  "be  found 
dead"  in  a  small,  eeonoun  auto  will  BO 
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right  ahead  replacing  as  usual.  To  De- 
troit and  its  far-flung  web  of  dealers, 
it  is  not  a  situation  of  unalloyed  joy: 
to  the  adman,  it  is  not  a  situation  that 
permits  relaxing  advertising  effort.  It 
also  is  unlikely  that  dealers  will  let 
manufacturers  relax  in  ad  support: 
they  can't  hold  their  breath  until  fall. 
•  DEALER  ROLE:  Perhaps  the  big- 
gest marketing  revolution  in  automo- 
tives  is  the  status  of  the  local  dealer. 
Until  quite  recently  he  was  underdog 
in  the  sales  structure.  He  accepted 
what  cars  the  manufacturer  sent  him. 
borrowed  from  his  own  bank  to  pay 
for   them,   arranged   his  own   deals   to 


unload  them  when  he  became  over- 
stocked. His  role  in  the  scheme  of 
things  was  to  keep  Detroit  happy. 

But  today  Detroit  is  being  forced  to 
keep  the  dealer  happy.  The  dealer 
still  operates  on  his  own  capital,  does 
his  own  worrying  about  new  cars  in 
the  showroom  and  old  ones  on  the  lot 
— but  he  is  no  voice  crying  in  the  wil- 
derness. When  he  speaks  now — either 
personally  or  through  his  dealer  asso- 
ciation, Detroit  listens.  The  transition 
has  been  a  costly  one  on  both  sides. 
In  the  years  since  1955  about  25%  of 
local  dealerships  have  been  involved  in 
brand  switches  or  lost  altogether. 


•  SALES  ECONOMICS:  Many  deal- 
ers representing  the  Big  Three  are 
lukewarm  to  the  idea  of  handling 
small  cars  along  with  their  regular 
line.  The  reason  is  as  plain  as  dollars- 
and-cents.  They  will  not  make  so  much 
profit  on  an  under-$2,000  small  car  as 
they  will  on  a  $3,000  standard  size. 
Some  view  the  small  car  they  will  han- 
dle as  competition  to  the  established 
car  they  now  stock.  It  will  take  just  as 
much  time  and  work  to  sell  one  as  the 
other.  They  envision  the  trade-in  prob- 
lems of  the  future  as  a  gargantuan 
headache.  If  small  cars,  for  example, 
(Please  turn  to  page  64) 
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WHO'S  WHO  IN  TIMEBUYING  AT  GM  &  CHRYSLER 


COMPANY   & 

BRAND 

COMPANY   AD   MANAGER 

AGENCY 

TIMEBUYER 

GM   CORP. 

General   Motors   E 
Detroit,  Midi. 

uilding 

A.  G.  DeLorenzo,  v.p.  p.r. 
Howard  E.  Crawford,  dir.  sis. 
Felix  Bruner,  inst.  adv. 

No  agency 

Buick 

Hamilton  Ave 

Flint.   Mich. 

Gerald  M.  Millar,  adv.  mgr. 
Edward  C.  Kennard,  gen'l 
sis.  mgr. 

McCann-Erickson 

3546  Penobscot  Bldg. 
Detroit,  Mich. 

Kelso  M.  Taeger,  M.  dir. 
Wm.  J.  Davis,   asst.  M.  dir. 
Judy  Anderson,   Timebuyer 

Cadillac 

2H60    Clark    St. 
Detroit,   Mich. 


J.  P.  Schaupener,  adv.  mgr. 
F.  H.  Murray,  gen'l  mgr.  sis. 


MacManus,  John  &  Adams      Robt.  Britton,  VP,  M.  dir. 

N.  Woodward  Ave.  Charles  Campbell,    M.   dir.   Con.   Div. 

Bloomfield   Hills.   Mich.  Robt.    Barrett,    Timebuyer 

Wm.  A.  Bushway,  Timebuyer 


Chevrolet 

General  Motors  Bldg 

Detroit.    Mi  -h. 


W.  G.  Power,  adv.  mgr. 
W.  E.  Fish,  sis.  mgr. 


Campbell-Ewald 

4th  Fl..  G.  M.  Bldj 
Detroit,  Mich. 


Phillip  L  McHugh,  VP 

Carl   Georgi,  Jr.,   VP   M.   dir. 

R.   H.  Crooker,  Timebuyer 


Oldsmobile 

Townsend   St. 
Lansing,   Mich. 


C.  D.  Barker,  sup.  adv.  accts. 
Lloyd  Grobe,  adv.  mgr. 
V.  H.  Sutherlen,  sis.  mgr. 
M.  J.  Seaton,  sis.  prom.  mgr. 


D.  P.  Brother 

4th  FL,  G.  M.  Bldg 
Detroit,  Mich. 


Watts  Waclcer,   VP   M.   dir. 
Jack  Walsh,  Ti   Buyer 
Richard   Hoffman,  Timebuyer 


Pontiae 

Oakland   Ave. 
Pontiac,  Mich, 


B.  A.  Kissam,  adv.  mgr. 

W.  H.  Taylor,  asst.  adv.  mgr. 

Frank  V.  Bridges,  sis.  m^r. 


MacManus,  John  &  Adams 

N.  Woodward  Ave. 
Bloomfield  Hills,  Mich. 


Robt.  Britton,  VP,  M.  dir. 

Charles   Campbell,    M.   dir.    Coi.    Div. 

Robert   Barrett,  Timebuyer 

Wm.  A.   Bushway,  Timebuyer 


CHRYSLER   CORP. 

341   Massachusetts 
High/and    Park.   .Mich. 

R. 
J. 

E.  Forbes,  dir.  corp. 

and  sis.  prom. 
R.  Barlow,  mgr.  prod. 

adv. 
adv. 

Leo  Burnett 

Buhl  Bldg'. 
Detroit,  Mich. 

Leonard  Hyde,  M.  dir. 
Walter  Zippier,    Prod.   mgr. 
Harold   Tillson,   Med.   supvr. 

Chrysler 

12200   E.  .Ieffev.-c.ti 
Det  .lit,   Mich. 

J. 

H 
C. 

C.  Cowhey,  dir.  adv. 
L.  Ault,  adv.  mgr. 
E.  Briggs,  v.p.  sis. 

Young  &  Rubicam 

1600  Penobscot   Bldg. 
Detroit,  Mich. 

C.  A.  Nixon,  T.  R.  Maynard  & 
■  Clyde  Smith,  Timebuyers 

Imperial 

12200  E.  Jefferson 
Detroit,   Mich. 

J. 

H 

c. 

C.  Cowhey,  dir.  adv. 
L.  Ault,  adv.  mgr. 
E.  Briggs,  v.p.  sis. 

Young  &  Rubicam 

1600  Penobscot  Bldg. 
Detroit.  Mich. 

Gerdon    R.    Fahland,    Med.   dir. 
C.  A.  Nixon,   R.  T.  Maynard, 
&  Clyde   Smith,   Timebuyers 

DeSoto 

6000  Wyoming 

Detroit,   .Mich. 


J.  L.  Wichert,  dir.  adv. 

&  sis.  prom. 
R.  L.  Goodwin,  adv.  mgr. 
J.  B.  Wagstaff,  gen*l  mgr.. 


BBDO 

1800  Penobscot  Bldg. 
Detroit,  Mich. 


A.  J.  Weinrich,  VP,   Med.  supvr. 
W.   B.  Crouse,  Timebuyer 


v.p. 


Dodge 


7900  Joseph  Campau  Ave. 
I  ).troit,    Mich. 


W.  D.  More,  dir.  adv.. 

sis.  prom. 
A.  C.  Thomson,  adv.  mgr. 
M.  C.  Patterson,  gen'l  mgr. 


Grant  Advertising 

2900  Guardian  Bldg. 
Detroit  26,  Mich. 


Albin    F.   Yagley,    Med.   Dir. 
James   Hughes,   Asst.   M.   Dir. 
David    Balnaves,   Timebuyer 


Plymouth 

6334  Lynch  Road 
Detroit,  Mich. 


L.  T.  Hagopian,  dir.  adv.,  N.  W.  Ayer 

sis.  prom.  4100  Penobscot  Bldg. 

Wm.  A.  Hammond,  adv.  mgr.    Detroit,  Mich. 

Jack  W.  Minor,  ass't  gen'l 
mgr. 


Les    Farnath,    M.    Dir.-Phila. 
Helen   Hartwig,    Med.   Supvr.   &   Time- 
buyer 


Source:    This  directors   ol   ad  ami  media  execs   responsible  fur  car  spending  was  compiled  for  StPONSOB  by  Wm.   II.  Cartwright,  mcr.  of  Edward  Petry  4  Co.,  Detroit, 
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Merle's  empire: 
It  brings 
CBS  tv  half 

its  profits 


MERLE    JONES    observes     1st    year    as    head    of    CBS    Tv    Stations    Division 


^    Merle  S.   Jones  wears  five  hats  in  superintending 
complex    non-network    station,     programing    activities 


CBS  profits  from  television  operations. 

Jones'  present  post  evolved  from 
the  conviction  among  powers-that-be 
at  CBS,  Inc.  (including  Jones,  him- 
self, as  a  member  of  the  board  of 
directors),  that  the  then  Tv  Division 
— which  incorporated  all  video  func- 
tions under  Jones — had  become  un- 
wieldy. On  12  March  1958,  the 
division  was  broken  into  two.  Louis 
G.  Cowan  took  over  the  network  part 
and  Jones  the  station  division. 

The  fact  that  Jones  was  relieved  of 
the  network  burden  suggested  to  some 
outsiders  that  he  was  demoted,  a  con- 
clusion that  bothers  Jones  not  at  all. 
If  his  focus  has  been  narrowed  some- 
what, it  is.  according  to  CBS  execu- 
tives, primarily  because  the  area  he 
formerly  focused  on  lias  become  too 
wide  for  one  person  to  administer. 

Actually,  Jones  would  probabl) 
deny  any  kind  of  feeling  that  his  cir- 
cumference of  authorit)  was  shrink- 
ing. Looking  at  his  work  from  the 
perspective  of  the  day  that  a  sponsor 
editor  caught  him  between  flving 
trips  to  Hollywood  and  Buenos  Aires, 
one  can  understand  why. 

Both  trips  were  connected  with 
CBS  film  activities,  an  area  to  which 
Jones   has   been   devoting   about    hall 


erle  S.  Jones  is  a  relaxed  man. 
But,  it's  not  because  he  has  nothing 
to  worry  about. 

As  president  of  the  CBS  Television 
Stations  Division  I  a  misnomer,  if 
there  ever  was  one )  his  purlieu  is 
literally  global  in  nature.  He  superin- 
tends five  top-market  television  sta- 
tions, a  spot  sales  organization,  the 
production  of  tv  film  for  world- 
wide distribution,  the  largest  anima- 
tion studio  in  the  east  I  it  produces 
cartoons  for  both  theatres  and  tv  and 
makes  commercials  to  boot)  plus 
newsfilm  and  licensing  operations.  He 
presides,  in  short,  over  all  the  non- 
network  tv  activities  of  CBS,  Inc., 
and  is  currently  observing  his  first 
anniversary  in  the  job. 

An  athletic-looking  man  with  a 
lantern  jaw,  which  makes  his  gray 
hair  look  out  of  place,  Jones  relaxes 
while  working  hard  70  hours  a  week. 
Though  his  responsibilities  no  longer 
include  the  care  and  feeding  of  the  tv 
network,  this  has  done  nothing  to  cut 
down  his  work  schedule.  The  fact  is 
that  the  non-network  areas  in  his 
bailiwick  are  looming  more  import- 
antly in  the  CBS  picture.  It  is  not 
commonl)  known  that  these  activities 
now   account   for  more   than   half  of 


his  working  time.  He  had  just  re- 
turned from  Hollywood  after  seeing 
executives  at  MGM  and  20th  Century- 
Fox  and  laying  on  the  table  a  rather 
unexpected  proposal.  It  went  some- 
thing like  this: 

"You're  making,  maybe,  eight  or 
10  pilots.  Maybe  two  or  three  will  hit 
the  networks  but  some  of  the  others 
could  be  grist  for  the  syndication 
mill.  Now,  we  have  a  distribution 
setup  for  syndication  and  you  don't. 
What  do  you  say?"  Naturally,  there 
are  a  lot  of  ifs  to  a  proposition  like 
this  but  the  offer  planted  seeds.  It 
also  offers  some  glimmer  of  the  direc- 
tion in  which  Jones  is  pushing  the 
film  side  of  his  responsibilities. 

He  remained  in  New  ^  oik  less 
than  two  da\s  after  his  return  from 
Hollywood  and  was  then  off  to 
Buenos  Aires,  where  he  spent  three 
days  looking  over  the  Argentine 
potential.  This  look-see  was  spurred 
by  indications  from  President  \rturo 
Frondizi  that  the  climate  for  commer- 
cial t\   would  be  a  friendb   one. 

If  Jones  has  been  hopping  just  as 
much  as  before  the  split,  it's  a  differ- 
ent kind  of  hopping. 

'"M\  time  i-  spread  out  more,  he 
explained.  '"1  used  to  spend  l),l'< 
of  the  da\  on  the  network  -ales  front 
even  though  the  non-network  side 
needed  attention.  Then  there  was  a 
kind  <>l  tenseness  in  the  network  oper- 
ation  that    I    don't   have   now.     In   the 
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TAKING  OVER  two  stations  and  sale  of  third  strengthens  position  of 
CBS  Tv  Stations  Division.  Above,  division  president  Merle  Jones,  (I) 
signs  papers  with  Edward  D.  Taddei,  head  of  firm  buying  WHCT,  Hart- 
ford uhf  outlet.  Below,  taking  part  in  transfer  of  WCAU-AM-FM-TV, 
Philadelphia,  to  CBS  are,  (I  to  r),  Robt.  L.  Taylor,  Bulletin  Co.;  Jones; 
Arthur  H.  Hayes,  pres.,  CBS  Radio;  Donald  Thornburgh,  pres.,  WCAU,  Inc. 


CBS  FILM  operations  are  expanding.  Looking  at  film  trade  ad  display  are, 
(I  to  r),  Craig  Lawrence,  v. p.,  CBS  tv  stations  and  spot  sales;  John  Cowden, 
v.p.  in  charge,  sales  promotion  and   advertising,   tv  stations  division;   Merle  Jones 


network  millions  of  dollars  ride  on 
one  decision.  I  have  more  decisions 
now  but  each  one  involves  less 
money." 

The  mass  of  decisions  calling  for 
Jones'  attention  is  partly  due  to  the 
nature  of  the  operations  he  shep- 
herds. But  it  is  also  partly  due  to  the 
fact  that  a  lot  has  been  going  on  in 
Jones'  division,  some  of  it  initiated 
before  he  moved  in. 

CBS  took  over  two  tv  o&o's  since 
Jones  stepped  into  his  present  post. 
He  began  operating  KMOX-TV,  St. 
Louis  (formerly  KWK-TV),  a  few 
days  after  his  appointment  was  an- 
nounced and  he  took  over  WCAU- 
TV,  Philadelphia,  the  end  of  August, 
(WCAU  AM/FM  was  taken  over 
by  the  CBS  Radio  Division;  CBS  al- 
ready had  KMOX  Radio  in  St. 
Louis.)  The  two  tv  stations  alone 
would  qualify  as  a  broadcasting  em- 
pire and  were  further  reason  for  the 
separation  of  CBS'  tv  broadcasting 
operations  into  two  domains.  Part- 
ly because  of  these  acquisitions,  tv 
station  income  went  up  19%  in  1958. 
Jones  should  certainly  do  better  than 
this  in  1959  when  the  books  show  a 
full  year  of  income  from  the  Phila- 
delphia and  St.  Louis  stations.  This 
is  of  no  minor  importance  to  Jones 
since  the  owned-station  group  is  the 
biggest  money-maker  in  his  division. 

On  the  other  side  of  the  ledger  are 
the  sales  of  two  uhf  o&o's  this  year. 
WHCT,  Hartford,  was  sold  after  be- 
ing off  the  air  a  few  weeks  early  in 
1959.  In  selling  the  station,  Jones 
unloaded  an  owned  uhf  outlet  for  a 
vhf  affiliate,  WTIC-TV,  thus  improv- 
ing the  networks  coverage  in  the  area. 

Just  about  a  week  ago,  announce- 
ment was  made  of  the  darkening  of 
WXIX,  Milwaukee,  after  more  than 
four  years  of  CBS  ownership.  The 
station  will  go  off  the  air  on  31  March 
and  on  1  April  CBS  will  affiliate  with 
WITI-TV,  a  Storer  station. 

Here  again,  CBS  will,  henceforth, 
not  have  to  sacrifice  coverage  in  or- 
der to  own  a  uhf  station.  It  is  esti- 
mated that  WITI-TV  covers  648,000 
tv  homes,  compared  to  WXIX'  reach 
of  341,000,  of  which  only  258,000  are 
able  to  receive  uhf. 

The  sales  will  further  improve  the 
station  division's  profit  picture, 
though  the  fact  the  uhf  pair  were 
losing  money  was  not  in  itself  reason 

(Please  turn  to  page  57) 
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THE  HOUSE  THAT  LEO  BUILT 
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PART  TWO  OF  A  TWO-PART  SPONSOR   SERIES 


How  Burnett  is  organized 


In  Part  I  of  this  two-part  study, 
sponsor  presented  a  profile  of 
Leo  Burnett  and  detailed  the 
character  and  principles  of  the 
in >in  who  has  given  Chicago  its 
first  $100  million  advertising 
agency.  This  article  explains  the 
modern  and  wholly  unique  Bur- 
nett Co.  organization  structure. 
Burnett,  an  agency  ivith  24  prime 
national  accounts  maintains  of- 
fices in  Chicago,  New  York, 
Detroit,  Hollywood  and  Toronto. 
Its  billings  in  1958  were  divided 
into  television  54%,  magazines 
20%,  newspapers  20%,  radio 
3%,   outdoor  3%. 


i  hey  "re  loaded  with  talent."  the 
head  of  a  competing  Chicago  agency 
told  sponsor.  "They're  two  or  three 
deep  at  every  position." 

It  is  doubtful  whether  the  820-man 
Leo  Burnett  Co.  has  ever  been  paid 
a  more  sincere  or  meaningful  com- 
pliment. Manpower,  particularly  in 
the  higher  and  middle  echelons,  is  a 
brow-furrowing  worn  for  most  agen- 
cy managements.  And  Burnett,  ac- 
cording to  both  Michigan  and  Madi- 
son Ave.  sources,  is  a  model  of  solid 
staffing. 

But  when  \  ou  dig  into  the  details 
of  the  operation  that  have  built  Bur- 
nett's $100  million  annual  billings, 
you're  apt  to  be  quite  as  impressed 
1>\  its  unique  organization  structure 
as  by  the  brilliance  of  its  individual 
executives. 


In  the  24  years  since  its  founding. 
Burnett  has  developed  an  entirely 
new  pattern  of  agency  organization,  a 
pattern  which.  SPONSOR  suspects, 
may  become  a  prototype  for  main 
future  agency  operations. 

One  reason,  of  course  is  that  Bur- 
nett has  really  "come  of  age  since 
\\  orld  War  II.  Its  methods  and  pro- 
cedures reflect,  to  a  large  degree,  the 
impact  of  the  two  most  dynamic  new 
forces  in  the  agenex  business  since 
L945  -  marketing  and  television. 
Burnett  has  evolved  as  a  modern 
agenc)  without  having  had  to  face 
the  reshuffling  and  reorganizations 
which  have  I  ecu  common  in  main 
older  shops. 

High  spots  of  the  Burnett  organi- 
zation   pattern   are  these: 

•  A  unique  top  management  struc- 
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KEY  COMMITTEE  in  the   Burnett  operation  is  the   powerful   creative   review  committee  of  six  top  executives  who   pass   on   all    campaigns.    Here 
Jack    Hirschboeck,    tv   film   supervisor    explains   story    board    concept   to    committee    members    and    copywriters,    art    directors    and    film    producers 


ture  with  Leo  Burnett  as  chairman 
of  the  board.  Richard  N.  Heath  as 
chairman  of  the  executive  committee, 
and  William  T.  Young  as  president, 
each  with  clearly  defined  responsi- 
bilities (see  chart) . 

•  A  virtual  "three-power"  system 
of  agency  operations  under  Young 
with  the  bulk  of  the  agency's  work 
organized  into  three  main  divisions 
— Client  Service,  Marketing  Serv- 
ices, and  Creative  Services. 

•  The  coordination  of  marketing, 
media,  and  research  departments  in 
the  Marketing  Services  Division, 
headed  by  Executive  V.P.  Joseph  M. 
Greeley. 

•  The  development  of  "basic  mar- 
keting strategy  statements"  by  the 
Marketing  Services  Division  as  a  pre- 
liminary to  all  agency  work. 

•  An  Agency  Plans  Board  that 
"originates  and  reviews"  but  is  not 
an  '"operational"  body  as  in  many 
agencies. 

•  A  Creative  Review  Committee 
that  is  one  of  the  most  active  and 
most  important  parts  of  the  Burnett 
machinery.    I  Leo  Burnett,  himself,  is 


present  at  many  of  its  meetings.) 

•  A  media  department  operating 
on  the  "modified  group"  system  with 
'"interchangeable'  space  and  time- 
buyers. 

•  A  radio/tv  program  and  com- 
mercial team  of  139  people  in  Chi- 
cago, New  York,  Hollywood  and  To- 
ronto. 

At  the  apex  of  the  Burnett  organi- 
zational structure  is  of  course  the 
commanding  figure  of  Board  Chair- 
man Burnett.  His  role  in  the  agency 
was  described  in  detail  in  Part  I 
of  this  series.  As  he  told  sponsor 
"no  one  man  can  solve  all  the  prob- 
lems encountered  daily  in  an  agency 
of  this  size.  I  try  to  solve  my  share 
of  them,  and  to  inspire  others  not  to 
he  satisfied  until  they  have  come  up 
with  a  solution  a  little  better  than  the 
best  of  which  they  are  capable." 

Richard  N.  (Dick)  Heath,  former 
Burnett  president,  and  now  chairman 
of  the  executive  committee,  has  over- 
all responsibility  for  two  phases  of 
the  agency's  work  —  Administration 
and  Finance,  headed  by  Exec.  V.P. 
Philip  H.  Schaff  Jr.  and  General  Op- 


erations, headed  by  Wm.  T.  Young, 
pres.  and  chmn.  of  the  Plans  Board. 

This  division  of  the  agency's  work 
load  into  two  distinct  parts  —  Ad- 
ministration-Finance and  Operations 
is  an  interesting  development  and 
one  which  sponsor  has  never  seen  as 
clearly  defined  in  any  other  agency 
structure. 

But.  by  far  the  most  unique  part  of 
the  Burnett  organization  pattern  is 
the  evolution  of  the  "three-power" 
system  of  operations  headed  by 
Young.  The  system  began  to  emerge 
clearly  with  the  announcement  of 
several  Burnett  executive  changes 
late  in  1958  and  to  serious  students 
of  the  agency  business  it  has  a  pro- 
found significance. 

A  glance  at  the  Burnett  organiza- 
tion chart  (  page  39  )  shows  five  lines 
radiating  from  the  president's  office. 
One  of  these  leads  to  Senior  V.P. 
DeWitt  O'Kieffe.  a  founder  of  tht 
agency  who  is  now  devoting  full  time 
to  special  assignments,  particularly 
in  his  role  as  vice  chairman  of  the 
powerful  Creative  Review  Committee. 

Another  leads  to  the  broadcasting 
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department,  which  is  solely  concerned 
with  radio  and  tv  program  matters, 
and  reports  directly  to  Pres.  Young 
in  the  Burnett  departmental  structure. 

But  the  balance  of  the  agency's 
work  is  organized  into  three  massive 
divisions — Client  Service  under  Exec 
V.P.  James  E.  Weber,  Creative  Serv- 
ices under  Exec  V.P.  Draper  Daniells, 
and  Marketing  Services  under  Exec 
V.P.  Greeley. 

What  interests  and  excites  veteran 
agency  men  about  this  "three-power" 
system  at  Burnett  is  the  way  it  seems 
to  eliminate  certain  well-known  man- 
agement headaches. 

Traditionally,  the  knottiest  problem 
of  agency  management  has  been  the 
"vertical-horizontal"  battle  between 
account  executives  and  agency  de- 
partments. 

Most  agencies  need  strong  account 
men  to  get  and  hold  business.  But 
these  same  strong  account  men  tend 
to  form  "islands"  within  an  agency 
—  isolated  groups  with  vertical  lines 
of  authority  extending  down  from 
the  account  executive  to  all  those 
working  on  his  accounts. 

To  counteract  this,  nearly  all  ma- 
ture agencies  attempt  to  set  up  strong 
departments  which  work  "horizon- 
tally" on  all  accounts  and  are  power- 
ful and  important  in  their  own  right. 

All  too  frequently,  however,  the 
interests  of  account  men  and  depart- 
ments clash  in  a  head-on  struggle  for 
power. 

Burnett  seems  to  have  eliminated 
the  chance  for  such  struggles  by  set- 
ting up  Client  Service  as  one  of  three 
main  agency  divisions  with  Creative 
Services  and  Marketing  Services 
holding  equally  important  positions. 

Even  more  significant,  perhaps. 
Burnett  has  clearly  defined  the  posi- 
tion and  relative  standing  of  market- 
ing within  the  agency  structure.  Dur- 
ing the  past  10  vegrs'  enthusiasm  for 
marketing  has  raised  this  branch  of 
the  business  to  a  point  where,  in 
many  agencies,  it  overshadows  and 
all  but  overwhelms  nearlv  every 
other   agency   function. 

Burnett,  however,  as  a  strong  crea- 
tive agencv  has  maintained  the  pres- 
tige and  importance  of  its  creative 
departments  while  giving  marketing 
greatly  increased  stature. 

As  to  the  organization  of  its  Mar- 
keting Service  Division.  Burnett  was 
not  the  first  agency  to  combine  mar- 
(Please  turn  to  page  55) 


BURNETT'S  RADIO  /  TV  SETUP 
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BURNETT  has  139  specialists  devoting  full  time  to  buying,  producing  and 
managing  radio/tv  programs  and  preparing  commercials  for  the  air  media. 
Most  tv  commercial  production  is  done  through  New  York  and  Hollywood  offices 
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CREATIVE  MEDIA  PLANNING  is  stressed  at  Burnett.  The  124-man  media 
dept.  caused  widespread  industry  talk  when  it  switched  Kellogg  from  a  net- 
work   strip    of    "kid-adult"    to    what    it    calls    a    "spot    work"    of   such    programs 
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TV   CAT   RINGS   RUG    PHONES 


STRIKING  IMAGE  is  needed  for  highly  competitive,  seasonal  service  industry  like  rug  clean- 
ing, say  (I  to  r)  Lando  creative  dir.  Jane  Callomon,  v. p.  Joe  Guslty,  radio/tv  head  Fred  Hedding 


^  Pittsburgh  rug  cleaner 
capitalizes  on  remembrance 
value  of  jingles  to  get  cus- 
tomer inquiries,  stay  on  top 

It's  a  key,  common-sense  fact  in  the 
service  industries  that  if  a  prospect 
doesn't  know  your  phone  number  you 
won't  get  his  business. 

And  if  you  happen  to  be  in  the 
professional  rug-cleaning  trade, 
you've  got  just  a  couple  of  weeks  to 
drive  that  phone  number  home — 
March,  April,  and  May.  So  seasonal 
is  this  area  that  the  three  spring 
months  pretty  much  make  or  break 
you  in  most  cases. 

For  that  reason  the  Roth  Rug  Co., 
leading  Pittsburgh  cleaner,  next  week 
again  is  starting  its  annual  push  pre- 
dominantly in  the  air  media.  This 
isn't  guesswork:  Roth  and  its  agency 
I  Lando  Advertising)  have  found  out 
that  the  best  vehicle  for  phone-num- 
ber remembrance  is  a  jingle;  and  the 
best  media  for  a  jingle  are  the  air 
media. 

Just  to  make  life — and  advertising 
— still  more  complicated,  rug  clean- 
ers also  are  up  against  these  serious 
industry  problems: 

1)  Internally,  the  business  is  high- 
ly competitive,  and 

2)  Externally,  it  has  to  fight  the 
new  do-it-yourself  movement.  This 
includes  such  products  as  Glamour- 
ene,  Easy  Glamur,  Renuzit,  and  Car- 
bona;  plus  the  machine-and-shampoo 
contenders  spearheaded  by  Johnson, 
Bissell,  and  Shetland. 

Roth  had  been  advertising  for  a 
good  many  years  in  a  routine  sort  of 
way  before  it  named  Lando  as  its 
agency  in  1954.  By  now,  the  internal 
and  external  competition  was  getting 
really  worrisome  (Pittsburgh  has 
seven  major  cleaning  plants — all  ad- 
vertising— plus  about  50  smaller  op- 
erations). So  Lando's  creative  team, 
sparked  by  director  Jane  Callomon, 
suggested  the  air  media  because  of 
the  remembrance  factor  and  the  wom- 
an appeal. 

Originally  the  campaigning  leaned 
somewhat    toward    the   soft-sell.     (It 
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used  the  image  of  a  kitten  to  suggest 
"care"  ami  "gentleness"  .1  I  his  vear, 
though,  the  kitten  will  hare  its  claws. 
Here's  the  recent  historj  of  the  tran- 
sition : 

The  underlying  copy  platform  all 
along  has  been  based  on  research 
(borne  out  by  the  National  Institute 
of  Rug  ("leaning,  of  which  Roth  is 
now  president  I  that  three  things  in- 
hibit women  from  sending  rugs  to  a 
professional  cleaner: 

(  1  l  Fear  of  rough  treatment  (dam- 
age to  the  rug  l 

I  2)  Exposure  to  harsh  chemicals 
(  3  i  Loss  of  original  "life"' 
To  drive  home  "gentleness"  and 
"cleanliness"  and  "care"  in  general, 
a  kitten  image  was  inserted  in  the 
1957  spring  campaign.  A  "meow" 
was  added  to  the  radio  jingle,  the 
visual  image  of  the  kitten  being  suffi- 
cient for  tv.  The  Pittsburgh  schedule: 

•  Five  nighttime  I.D.'s,  one  prime 
minute  per  week  on  KDKA-TV. 

•  408  10-second  I.D.'s  per  week 
on  WWSW  and  WCAE,  two  60-sec- 
ond  spots  per  week  in  a  woman's 
show,  ten  30's  per  week  on  WWSW. 

The  $70,500  ad  budget  in  1957 
broke  down  like  this: 

Tv  $29,000 

Radio  20,000 

Newspaper  ..  9,000 

Outdoor  .  6,000 

Telephone  Books  ..     3,500 

Direct  Mail  3,000 


$70,500 
In  1958,  length  of  the  radio  spots 
were  increased  to  sell  more  specifics 
(individual  care  and  on-location 
cleaning  got  primary  stress).  I.D.'s 
were  eliminated,  30's  and  60's  were 
used.  Roughly  $10,000  was  added 
to  the  budget  to  off-set  frequency  loss. 
The  prime  minute  on  KDKA-TV  is 
the  anchor  of  a  year-round  reminder 
with  a  slight  fall  push  and  one  off- 
season promotion  (in  February  of 
1958,  January  of  this  vear)  for  a 
"two-for-one"  sale  (two  rugs  cleaned 
for  the  price  of  one).  While  price  is 
a  major  factor  in  the  rug  cleaning 
business,  Roth  stresses  it  only  in  this 
once-a-year  promotion. 

Even  the  price  promotion  has  been 
of  a  soft-sell  nature,  but  there  will  be 
less  gentleness  in  the  $40,000  spring 
campaign  breaking  next  week.  Copy 
will  stress  "store-bought  cleaners 
won't  do  the  job,"  "they  do  not  pene- 
trate deeply."   Other  negative  aspects 


of  this  competition  will  be  high- 
lighted. 

The  heavv  saturation  is  due  to  last 
through  April.  Instead  of  nighttime 
I.D.'s,  a  package  of  12  60-second 
spots  per  week  will  le  used  on 
KDKA-TV  I  seven  in  davtime.  five  af- 
ter first  late  movie).  The  prime-time 
minute  will  be  retained. 

In  radio,  Roth  will  go  in  heavil) 
for  weekend  packages  on  KDk  \. 
Efficiency  of  these  packages  was 
proved  in  the  January  price  promo- 
tion when  one  weekend  schedule 
pulled  146  calls  on  Monday,  accord- 
ing to  Lando  radio/tv  production 
head  Fred  Hedding. 

The  schedule  during  the  week: 
WEEP.  27  daytime  minutes  per  week; 
WWSW.  20  davtime  minutes  a  week. 


showing  how  dirt  particles  -aw  awa} 
at  fibres.  Here  the  cop)  pitch  is: 
"Store-bought  cleaners  wont  do  the 
job.  \\  hile  lhe\  ma\  brighten  the 
surface  of  the  carpet,  the)  don'l  gel 
down  to  the  bottom  of  things  where 
the  harm  i-  done.  I  he  oul\  wa\  I" 
protect  your  rug  is  the  services  of  a 
professional  cleaner.  Then,  the  Roth 
pitch,  phone  jingle,  etc. 

The  phrase  "store-bought"  is  used 
in  preference  to  "do-it-yourself 
products  to  gel  awav  from  anv  allu- 
sion lo  carpet  companies  who  rent 
rug  cleaning  equipment.  I  he  image 
of  gentleness  and  phrases  like  "ease 
out.""  as  well  as  the  kitten,  will  be  re- 
tained— with  the  hard-sell  overtones 
indicated  above. 

In  addition  to  the  market  that  reg- 


QUALITY   PITCH   follows  image  impact  in  air  media  spots.     This  is  how  Pittsburgh  rug  clean- 
er Bernard  Roth   (above)   fights  the  do-it-yourself  trend    (i.e.  Glamourene),  stresses  workmanship 


Both  are  purchased  on  run  of  sched- 
ule, unlike  the  10  spots  a  week  sched- 
uled on  WLOA.  (All  stations  cover 
Pittsburgh  area.  I  To  reach  a  higher 
income  group  with  a  specialized  wall- 
to-wall  carpet  cleaning  pitch,  limes 
have  been  selected  with  news  adja- 
cencies in  the  afternoon  when  the 
"good  music"  emphasis  is  strongest. 
Two  one-minute  tv  films  are  now 
being  completed  for  the  campaign, 
one  for  rug,  the  other  for  carpet 
cleaning.  A  scare  message  (tram- 
pling dirt  deeper  and  deeper  with 
every  footstep  on  a  carpet)  is  fol- 
lowed by  a  short  animated  sequence 


ularly  has  its  rugs  cleaned  (which 
Roth  considers  lies  just  about  satu- 
rated), another  market  for  this 
"-care  type  spot  is  the  woman  who 
has  never  sent  her  rugs  out.  Lando 
consumer  v. p.  Joe  Criisky  feels  that 
elimination  of  I.D.'s  for  in-depth, 
hard-sell,  longer  spots  strategically 
placed  will  re-gear  the  campaign 
along  these  important  lines. 

Though  details  are  not  set.  Roth 
has  asked  Lando  to  plan  a  summer 
promotion,  a  big  break  vsith  the  usual 
pattern  for  rug  cleaners.  \t  this  cru- 
cial time.  Roth  feel-,  it's  important  to 
(Please  turn  to  page  60) 
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SPOT  TV  SPENDING,  1958  VS.  1957 

1958  S  1958   %  1957    %          jj 

(add  000) 

Day                                                  $182,712  35.7  32.3 

Night                                               273,1H  53.4  57.8 

Late  Night                                  55.881  10.9  9.9 

Total                              $511,704  100.0  100.0 

Announcements  & 

Participations                             371,934  72.7  69.6 

ID's                                                        56,804  11.1  10.9      | 

Programs                       82,966  16.2  19.5 

Total                                               511,704  100.0  100.0 

lllllllHlllllllllllllllllllllli Illlllllllllllllllllllllllllillllllllllllllllllli 

MORE  DAY  SPOT  TV  BUYS 


r\  greater  share  of  money  for  day- 
time buys  and  a  smaller  share  for 
programing. 

These  were  among  the  highlights 
showing  up  in  an  analysis  of  1958 
spot  tv  spending  figures  by  national 
and  regional  advertisers. 

The  1958  figures,  gathered  by  N. 
C.  Rorabaugh  and  released  through 
TvB,  also  charted  the  first  time  spot 
tv  has  passed  the  half  billion  dollar 
mark.  Total  gross  time  expenditures 
I  programing  and  production  costs 
are  not  included)  came  to  $511,704,- 
000  compared  with  $448,734,000  in 
1957.  an  increase  of  14%. 

Heading  the  list  of  spenders  again 
was  P&G,  which  invested  $8  million 
more  than  in  1957.  Its  1958  total 
came  to  $33.8  million.  The  most  dra- 
matic jump  in  spot  tv  spending  was 
displayed  by  Adell  Chemical  iLes- 
toil),  which  tripled  its  investment 
over  1957,  reaching  the  $12  million 
level  last  year.  The  firm  spends  prac- 
tically all  its  ad  money  in  spot  tv, 
ranks  third  in  spending  in  the  me- 
dium. 

Second  place  was  won  by  Lever 
Bros.,  whose  dollar  increase  over 
1957  was  the  largest  among  all  the 
advertisers.  Lever's  1958  total  was 
$16.6  million.  Others  in  the  top  10 
were  General  Foods,  Colgate-Palmo- 
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live,  Continental  Baking,  Warner- 
Lambert.  Brown  &  Williamson,  Miles 
Laboratories  and  American  Home 
Products. 

While  spending  in  all  categories 
I  by  time  of  day  and  type  of  buy)  in- 
creased from  1957  to  1958,  there 
were  some  significant  changes  in  the 
share  of  spending.  Daytime  buys 
went  up  from  32.3  to  35.7%  of  the 
total;  nighttime  buys  went  down 
by  a  similar  amount  and  late  night 
purchases  declined  slightly  (see 
chart  I .  Broken  down  by  type  of  buy, 
the  TvB  data  show  an  increase  in  the 
buying  of  announcements  and  par- 
ticipations, a  decrease  in  programing 
and  a  slight  increase  in  I.D.  buying. 

TvB  President  Norman  E.  Cash, 
noted  that,  despite  the  recession  cut- 
back in  many  areas,  no  quarter  of 
1958  was  below  the  corresponding 
1957  quarter  in  spot  tv  spending. 

"Naturalby,"  Cash  said,  "some  of 
this  increase  in  expenditures  was 
brought  about  by  increases  in  sta- 
tion rates.  This  is  at  it  should  be 
because  station  rate  increases  have 
yet  to  catch  up  with  the  number  of 
homes  delivered  by  these  stations." 
Rate  increases  along  with  circulation 
increases,  said  Cash,  are  the  same  as 
buying  new  homes  through  buying 
more  announcements.  ^ 


Get  more 


W  Nielsen  study  shows  how 
by  substituting  weekend  spots 
for  some  weekday  a.m.  slots, 
audience     size     is     increased 


I  ake  a  look  at  that  chart  on  the 
bottom  of  page  45.  It  tells  a  very 
interesting   story. 

It  shows,  for  example,  that  by 
substituting  some  non-prime  time 
spots  in  a  prime  time  radio  schedule, 
a  buyer  can  increase  the  number  of 
homes  reached.  And,  although  the 
chart  doesn't  bring  in  any  cost-per- 
1,000  comparisons,  it  so  happens 
that  in  this  case  (and  probably  in 
many  similar  cases),  the  additional 
homes  lowered  the  cost-per-1,000  im- 
pressions. 

The  chart  also  shows  how  quickly 
an  advertiser  can  get  close  to  the 
maximum  potential  in  homes  reached 
by  a  station  during  a  particular 
block  of  hours.  It  also  shows,  how- 
ever, that  to  reach  these  homes  with 
any  kind  of  frequency,  a  heavy 
schedule  is  required. 

The  chart  is  taken  from  a  special 
analysis  of  Nielsen  Station  Index 
figures.  In  a  sense,  it  is  exploratory, 
since  it  covers  only  one  radio  sta- 
tion in  one  market.  (We  won't  tell 
you  what  the  market  or  station  is, 
but,  if  you're  half-way  familiar  with 
timebuying,  you  can  figure  out  what 
market  it  is.)  However,  Nielsen  peo- 
ple assume — and  they  ought  to  know 
— that  the  pattern  shown  would  apply 
on  many  stations  and  in  any  number 
of  markets. 

Here's  how  the  analysis  was  done: 

Three  different  prime  time  sched- 
ules were  chosen  with  daily  announce- 
ments placed  in  a  random  manner 
Monday-through-Friday  throughout 
the  early  morning  6-9  a.m.  block. 
Schedule  "A"  was  10  spots  a  week 
over  a  four-week  period.  Schedule 
"B"  was  the  same  10  spots  with  an- 
other 10  added  weekly.  That  would 
be  80  spots  in  four  weeks.  Schedule 
"C"  was  the  same  20  spots  with 
another   20   added   weekly,   thus   to- 
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reach  from  prime  time  radio  buys 


taling    160  periods  over   four   weeks. 

The  spots  are  actually  15-minute 
periods,  since  NSI  audience  figures 
are  calculated  on  that  hasis.  This 
means  that  there  are  a  total  of  240 
possible  spots  (60  quarter-hours  a 
week)  in  the  time  period  covered 
over  four  weeks. 

As  can  be  seen  by  the  chart,  the 
maximum  number  of  different  homes 
that  can  be  reached  during  the  early 
morning  on  the  station  measured  is 
891.760  over  four  weeks,  or  20.99? 
of  the  homes  in  the  market.  A  sched- 
ule of  10  spots  weeklv,  however,  can 
reach  15.4%  of  the  homes — roughly 
75%  of  the  maximum.  While  addi- 
tional homes  grow  slowly  with  more 
spots  via  Schedules  "B"  and  "C" 
note  that  the  "episodes  per  home" 
and  "home  impressions"  rise  at  a 
considerably  faster  rate.  What's  hap- 
pening, of  course,  is  that  the  same 
homes  are  being  bombarded  with 
greater  frequency. 


The  next  step  in  the  analysis  was 
to  show  what  would  happen  if  week- 
end periods  ( also  during  the  6-9  a.m. 
day-part  I  were  substituted  for  some 
of  the  weekda)  periods.  In  the  case 
of  Schedule  "D"  two  periods  on  Sun- 
day were  used  instead  of  the  two 
quarter-hours  on  Wednesday  in 
Schedule  "A."  In  Schedule  "E"  four 
periods  weekly  were  substituted  on 
the  weekend  and  in  Schedule  "F" 
einht  periods  weekly  were  substituted 
on  the  weekend  out  of  the  total  of  40. 

The  effect  is  apparent  immediately. 
With  the  10-spot  schedule,  an  adver- 
tiser can  reach  just  about  as  many 
different  homes  over  four  weeks  as 
he  could  if  he  had  advertised  on 
every  one  of  the  60  weekdav  periods. 
Obviously,  he  is  not  getting  the  same 
kind  of  impact — 2.5  episodes  per 
home  for  the  10-spot  Schedule  "D" 
compared  to  12.2  episodes  per  home 
for  the  full  station  audience  during 
weekday  mornings. 


With  schedules  "E"  and  "F"  tin- 
story  is  the  same  as  with  Schedules 
"B"  and  "C":  a  slow  rise  in  the 
number  of  new  homes  reached,  but 
a  considerable  rise  in  the  frequency 
with  each  home  is  reached  and  in  the 
number  of  home   impressions. 

So  far  as  cost  goes,  here's  the 
cost-per- 1,000  home  impressions  ovei 
four  weeks  for  the  six  schedules: 
Schedule  "A"  comes  to  $1.36,  Sched- 
ule "B"  to  $1.33,  Schedule  "C"  t.. 
$1.30,  Schedule  "D"  to  $1.21,  Sched- 
ule "E"  to  $1.17.  Schedule  "F"  to 
$1.03. 

One  final  point.  Why  does  the 
substitution  of  weekend  schedules  in- 
crease the  percentage  of  different 
homes  reached?  Because  there's  a 
different  audience  on  weekends. 
During  the  week,  there  isn't  much 
audience  turnover  from  da\  to  day. 
On  weekends,  however,  a  number  of 
homes  which  don't  tune  in  during 
the  week  will  listen.  ^ 
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SUNDAY    SPOTS    LIFT    REACH    OF    PRIME    TIME    BUYS 

4  WEEK  CUMULATIVE  AUDIENCE 


6-9   AM 

5    Weekdays 

Description 
of   schedule 

Percent 
of  homes 

Number 
of  homes 

Episodes 
per    home 

Home 
Impressions 

Station  total 

60V4  hours  weekly 

20.9% 

891.760 

12.2 

10,879.170 

Schedule  A 

10  spots  weekly 

15.4 

657,100 

3.0 

1,971,300 

Schedule   B 

A  plus  10  spots  weekly 

18.0 

768,000 

4.9 

3,763.200 

Schedule  C 

B  plus  20  spots  weekly 

19.7 

840.600 

8.5 

7,145.100 

6-9    AM 

4   Weekdays   &   Sun. 

Schedule   D 

10  spots  weekly 

20.2 

861,900 

2.5 

2,154.750 

Schedule   E 

D  plus  10  spots  weekly 

21.2 

904,600 

4.7 

4,251.620 

Schedule   F 

E  plus  20  spots  weekly 

24.8 

1.058.200 

8.4 

8,888.880 

NSI  FIGURES  above  are  taken  from  one  radio  station  in  a  major  market.  Top  line  shows  station's  total  audience  in  early  morn- 
ing block.  First  three  schedules  show  audience  for  10,  20  and  40  15-minute  periods  weekly  over  four  weeks  Monday  through 
Friday.     Second   three   schedules   show   audience   with   two,   four    and    eight    Sunday    periods    substituted    for    Wednesday    periods. 
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Getting  a  special  spin  from  d.j.'s 


^    Three  weeks  was  all  this  advertiser  had  to  put  over 
a  catch  phrase  and  produce  sales  results  in  a  radio  push 

^    So  Scudder  Food  Products  worked  out  a  story  board 
showing    d.j.'s    highlights    of    potato    chip    campaigns 


I  he  little  story  board  you  see  illus- 
trated below  has  nothing  whatsoever 
to  do  with  tv.  Believe  it  or  not.  it's 
for  radio. 

More  specifically,  it  represents  a 
sponsor's  desperate  attempt  to  get 
disk  jockeys  to  help  him  put  across 
a  campaign  and  a  slogan  in  a  hurry. 
Figuring  that  the  d.j.'s  might  not  get 
the   storv-line   straight   in   anv   other 


way,  he  borrowed  a  tv  visual  tech- 
nique to  achieve  a  desired  verbal 
spiel  from  them. 

This  is  how  it  happened: 
Short-term  air  campaigns  alternat- 
ing between  the  southern  and  north- 
ern sections  of  its  marketing  area 
I  California.  Oregon.  Nevada.  Ari- 
zona) have  enabled  Laura  Scudder 
Food    Products     (potato    chips    and 


peanut  butter)  to  gain  a  good  follow- 
ing in   both   regions. 

The  usual  pattern  is  to  schedule 
radio  and  tv  simultaneously  in  North- 
ern California,  Oregon,  and  Nevada 
for  a  three-week  to  three-month 
period,  then  switch  to  Southern  Cali- 
fornia and  Arizona. 

"But  the  usual  pattern  got  a  jolt 
in  January."  says  Charles  A.  Mottl, 
president  of  Scudder's  agency,  Charles 
A.  Mottl,  Inc.,  Beverly  Hills,  "when 
the  tv  spots  weren't  ready  at  the  time 
a  northern  campaign  was  scheduled 
to  break.  This  meant  radio  would  be 
carrying  the  entire  freight  from  21 
January  through  13  February." 

An  immediate  impression  on  the 
d.j.'s  was  vital.    Mottl  and  his  radio 
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SCUDDER 
TO  DISC 


SERVICE 
JOCKEYS 


► 


DIDN'T  KNOW   BuTTERFLYS 
ATE   POTATO  CHIPS/  y- 


Hl!  Have  you  heard  the  new  Laura  Scudder's  Bluebird  Potato  Chip  spots  that 
are  running  on  your  station  ?  We  think  they're  pretty  cute  and  we  hope  you 
will,  too.  Our  special  S. S.D.J.  (SCUDDER  SERVICE  TO  DISC  JOCKEYS)  Department 
thought  you'd  like  to  see  just  how  our  two  little  characters,  Bruce  and  Sis,  actually 
look  while  they're  making  one  of  the  spots: 


,  PoTfiro  chips, 

I   rU'  pQTfiTO  CHIPS-' 

J 


DO£TS  He  DO  THAT  OFTEN  ? 


ONLY  WHEN  ONB  LANDS)* 

ON  HIS  BOWL  OF 

_. 3  POTATO 

7  A    CHIPS.', 

Q  \ 


L? 


LAURA  SCUPPERS' 

— i      POTATO  CHIPS  f/ 


THEY'RE  FRESHER.  7v 
CRISPEK..  'N  TASTIER. 


«N* 


PLEASE,  SRUCE/ 
TRY  TO  BE  CA  L.M  / 


3 


Pill 


Now,  fellows,  frankly  we  need  your  help!  Your  on-the-air  comments  about  these 

Scudder  spots  can  make  "Please,  Bruce !  Try  to  be  calm !"  a  household  word ! 

It  doesn't  make  any  difference  what  you  say  about  the  spots  — kid  'em,  blast  'em, 

praise  'em  — but  please  talk  about  'em! 

P.S.  As  the  "Last  of  the  Big  Time  Spenders,"  we'll  be  sending  you  an  assortment  of  Laura  Scudder's 

Bluebird  Potato  Chips  in  the  near  future.  Hope  you  enjoy  them. 

Sincere,y'  <2au*>  yrw- 

Vice-President  in  Charge  of  "Please,  Bruce/  Try  lo  be  co/ml" 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuim 


RADIO  STORY    BOARD  developed    by  the    Mottl    agency   for   Scudder   Food    Products   is  sent  to  d.j.'s   prior  to   campaign   so   they   will    know 
highlights  of  commercials,  the  catch    phrase,   and   what  to  do  about  it   ("kid   'em,  blast  'em,   praise  'em").    Second  mailing  follows  same  lines 
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director,  Philip  Wolf,  figured  thai 
what  the  merchandising  of  the  spots 
to  the  d.j.'s  needed  was: 

•  An  advance  visualization  of  the 
spot 

•  An  awareness  of  the  aim  of  the 
spots  (to  try  to  make  its  tag  line  a 
household  word) 

•  A  few  ideas  for  the  station  pro- 
motion manager 

•  A  fill-in  on  the  project  to  the 
station  manager 

Thus  the  story-board  type  mailing 
piece  was  developed.  It  carried 
through  the  theme  of  one  of  the  spots, 
showing  the  two  characters  (Bruce 
and  Sis)  in  action.  It  showed,  in  the 
last  two  "frames,"  how  the  standard 
Scudder  potato  chip  tag  ("They're 
fresher,  crisper,  tastier")  is  now  sec- 
ondary to  the  new  tag  ("Please, 
Bruce  ...  try  to  be  calm").  It 
frankly  asked  for  help  in  making  the 
new  tag  a  catch-phrase.  Called  "Laura 
Scudder's  Service  to  Disc  Jockevs," 
the  card  was  signed  by  Wolf,  as  Vice- 
President  of  "Please,  Bruce!  Try  to 
be  calm." 

Letters  were  sent  to  all  station 
managers  and  program  directors  ad- 
vising them  of  the  d.j.  campaign  and 
requesting  their  cooperation. 

At  stake  were  992  spots  (20's  and 
60's  in  San  Francisco,  3.464  in  13 
other  Northern  California  markets, 
234  spots  in  Reno,  Nevada,  and  240 
in  three  Oregon  markets. 

Following  the  first  mailing,  as- 
sortments of  Scudder  potato  chips 
were  delivered  to  the  d.j.'s  by  sales- 
men in  the  area,  as  promised  on  the 
mailing  piece. 

A  second  jumbo  mailing  followed 
in  10  days.  It  showed  Bruce  and  Sis 
in  another  situation  from  one  of  the 
four  spots.  The  card  thanked  the  d.j.'s 
for  their  help  and  requested  their 
comments  on  the  campaign. 

Reaction  ranged  from  the  quip 
("We're  taking  up  a  collection  to 
send  Bruce  and  Sis  to  camp")  to  the 
serious  ("direct  contact  between 
agency  and  disk  jockev  is  too  often 
ignored  or  forgotten"). 

By  the  time  the  tv  spots  were 
ready  to  go,  the  radio  campaign  had 
made  itself  felt.  Scudder  advertising 
and  promotion  manager  Ralph  Pan- 
sek  estimates  it  sold  more  potato 
chips  than  any  previous  radio  cam- 
paign. When  tv  took  over  this  week, 
the  image  was  set  and  the  campaign 
was  well  on  the  rails.  ^ 
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JUST   RECEIVED  WORD  THE    DAIRIES   HAVE    CAWCELLED   ALL    ICE 

CRE*I    AKD   T  Of  ping   DEtfOHSTRAT  ICHS   BECA0SE    OF   LE*T«    TOO 
EARLY   TO   TELL  HOW  LEMT   WILL   EFFECT   OUR   OVERALL   SALES- 
OTTO   L  KUEHtt   CO  I    W   BOWER* 


PARTI-DAY   NEEDS  60-SEC. 


|  here  comes  a  period  in  every  mar- 
keting test  when  it's  time  to  take 
stock  and  make  some  tentative  con- 
clusions about  where  you're  going. 

The  principals  involved  in  the  tv 
test  for  Parti-Day  dessert  toppings 
are  doing  that  right  now.  The  test, 
now  past  its  18th  week  over  WBAY- 
TV,  Green  Bay,  is  being  reported  ex- 
clusively in  sponsor. 

One  conclusion  has  been  reached 
by  the  D'Arcy  office  in  Chicago, 
which  is  handling  the  product  for 
Parti-Day,  Inc.  Robert  J.  Curry,  Jr., 
account  executive,  reports  that  the 
test  proved  60-second  spots  should 
be  used  wherever  possible.  An  ade- 
quate demonstration  of  the  product 
in  use  cannot  be  given  in  less  time, 
Curry  indicated. 

The  test  utilizes  live  minute  com- 
mercials by  WBAY-TV's  Russ  Widoe 
on  five  different  shows,  three  aimed 
at  children. 

Curry  also  said  that  the  sales  re- 
sults so  far  and  the  marketing  ap- 
proach used  by  the  competition  dem- 
onstrates that  the  initial  ad  approach 
is  a  sound  one. 


Haydn  Evans,  WBAY-TV  general 
manager,  told  sponsor  he  is  con- 
vinced that  nothing  less  than  live 
commercials  could  have  done  the  job 
tv  has  done  for  Parti-Day.  He  said 
considering  the  fact  (1)  the  product 
name  was  new,  (2)  the  method  of 
dispensing  it  was  new  and  1 3 1  a 
rough  job  of  building  distribution 
was  faced,  there  wasn't  much  to  go 
on.  Only  a  veteran,  well-liked  per- 
sonality could  have  established  so 
much  rapport  with  viewers.  Evans 
maintained. 

Meanwhile,  with  the  advent  of 
Lent,  dairies  cancelled  their  ice- 
cream-plus-topping demonstrations  in 
the  stores  (see  telegram  from  the 
food  broker  above) .  ^ 

The  test  in  a  nutshell:  Product: 
Parti-Day  Toppings.  Market:  80-mile 
area  around  Green  Bay,  Wis.  Media: 
Day  tv  spots  only.  Schedule:  10 
spots  weekly.  Length :  26  weeks  from 
15  Oct.  Commercials:  Live,  one-min- 
ute.   Budget:  $9,980  complete. 
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SALES  BOX  SCORE 

16-31    Oct 580  cases 

1-15   Nov 1,450  cases 

15-30   Nov 370  cases 

1-15    Dec 1,090  cases 

16-31    Dec 350  cases 

1-15   Jan 1,595  cases 

16-31    Jan 1,865  cases 

1-15     Feb 1,380  cases 
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See  Your  H*R    Representative 

or  Clarke  Brown  man 

or  write  direct  to 


JACK  ROTH,  Manager 

P.  O.  Box  2338 
San  Antonio  6,  Texas 


National  and  regional  buys 
in  work  now  or  recently  completed 


s 


TV  BUYS 

Scott  Paper  Co.,  Chester,  Pa.,  is  getting  a  campaign  ready  in  major 
markets  for  its  Scottowels.  The  17- week  schedule  starts  in  mid- 
March.  Minute  and  20-second  announcements  are  being  slotted; 
frequencies  depend  upon  the  market.  The  buyers  are  Marie  Barbato 
and  Paul  Bures;  the  agency  is  J.  Walter  Thompson  Co.,  New  York. 
The  Procter  &  Camble  Co.,  Cincinnati,  is  going  into  top  markets 
with  schedules  for  its  Praise  soap.  The  campaign  begins  this  month, 
runs  for  the  P&G  contract  year.  Minutes  during  both  day  and  night- 
time periods  are  being  used;  frequencies  vary  from  market  to  mar- 
ket. The  buyer  is  Mary  Dwyer;  the  agency  is  Kenyon  &  Eckhardt, 
Inc.,  New  York. 

B.  T.  Babbitt,  Inc.,  New  York,  is  preparing  a  campaign  in  major 
markets  for  its  Glim  liquid  soap.  The  schedules  start  in  mid-March, 
run  till  the  end  of  the  year.  Minute  announcements  are  being  placed; 
frequencies  depend  upon  the  market.  The  buyer  is  Ray  Healy;  the 
agency  is  Brown  &  Butcher,  Inc.,  New  York. 

Sinclair  Refining  Co.,  subsidiary  of  Sinclair  Oil  Corp.,  is  lining  up 
schedules  for  its  gasolines  and  oils  in  both  major  and  minor  markets 
I  all  its  distribution  is  east  of  the  Rockies)  ;  this  is  the  first  time  the 
advertiser  has  been  in  television  in  about  two  years.  The  campaign 
starts  17  March  for  eight  weeks.  Chainbreaks  during  nighttime  seg- 
ments are  being  purchased;  frequencies  vary  from  market  to  market. 
The  buyer  is  Kay  Shanahan;  the  agency  is  Geyer,  Morey,  Madden  & 
Ballard.  New  York. 


RADIO  BUYS 

Champion  Spark  Plug  Co.,  Toledo.  Ohio,  is  planning  a  campaign 
in  roughly  the  top  50  markets  for  its  Champion  spark  plugs.  The 
nine-week  schedules  start  16  March.  Minutes  during  mostly  traffic 
hours  are  being  bought,  with  frequencies  varying.  The  buyers  are 
Allen  Sacks  and  Bob  Gorby;  the  agency  is  J.  Walter  Thompson  Co., 
New  York. 

Economics  Laboratory,  Inc.,  St.  Paul,  Minn.,  is  kicking  off  a  cam- 
paign in  13  markets,  major  and  minor,  for  its  Soil-Off.  The  schedules 
start  this  month  for  eight  weeks.  Minutes  during  daytime  slots  are 
being  used;  frequencies  depend  upon  the  market.  The  buyer  is  Edna 
Cathcart;  the  agency  is  J.  M.  Mathes,  Inc.,  New  York. 
Sterling  Silversmith  Guild  of  America,  New  York,  is  adding 
schedules  in  scattered  markets  to  its  current  campaign  to  promote 
the  use  of  sterling.  New  schedules  start  30  March  for  24  weeks. 
Minutes  during  daytime  slots  are  being  lined  up;  frequencies  vary 
from  market  to  market.  The  buyer  is  Bernie  Rasmussen;  the  agency 
is  Fuller  &  Smith  &  Ross,  New  York. 
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On  the  Tuesday  December  ?  6th  edition  of  3  STAR 
EXTRA,  Ray  Henle  made  the  following  remarks: 

"There  are  many  ways  for  the  United  States  to  make  friends 
abroad.  The  Ford  Motor  Company,  quite  incidentally,  as 
part  of  a  T.V.  commercial  project,  found  one  way  by  pro- 
ducing a  film  which  is  being  shown  to  private  audiences. 
It  is  called,  'One  Road  Around  the  World.' 

"It  is  the  delightful  saga  of  two  typical  young  American  men 
on  the  Ford  set,  who  drive  a  Ford  around  the  world.  The 
picture  lets  us  see  them  as  they  highball  over  good  roads 
and  bad— through  many  European,  Middle  East  and  Asian 
countries.  Everywhere  they  went,  as  the  camera  so  truth- 
fully and  dramatically  revealed,  they  were  received  with 
open  arms  by  the  natives  of  many  nations,  tremendously 


interested  in  them  as  Americans  and  in  the  American  prod- 
uct they  brought  with  them. 

"3  STAR  EXTRA  would  hope  that  this  film  will  make  an 
impression  on  those  who  think  of  expensive  themes  to  make 
friends  for  the  United  States,  abroad. 

"If  this  can  be  done  with  a  Ford  travelling  from  town  to 
town,  are  there  not  opportunities  for  showing  other  prod- 
ucts of  the  famed  American  workshop  and  let  them  be 
shown  by  the  present  thoughtful  Americans  who  know  how 
to  smile  easily  and  who  like  to  meet  new  people. 

"For  a  fraction  of  what  some  of  our  foreign  propaganda 
programs  cost,  we  could  make  lots  of  friends  and  at  the 
same  time  show  our  important  industrial  way." 


WE    INVITE    YOU    TO   SEE    A    PRINT    OF    THIS    UNIQUE    COLOR    MOVIE.    WRITE    OR    CALL: 


FILMWATS 

18  EAST  SOTH  STREET,  NEW  YORK,  N.  Y.   PLaza  1-2500 


OF  NEW   YORK 
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Capsule  case  histories  of  successful 
local  and  regional  radio  campaigns 


RADIO  RESULTS 


LINOLEUM 

SPONSOR:  Acme  Floor  Finishers,  AGENCY:  Direct 

San  Antonio,  Texas 

Capsule  case  history:  Acme  Foor  Finishers  of  San  An- 
tonio, Texas  is  a  large-sized  retail  vendor  of  floor  coverings 
of  almost  every  description  and  type.  Although  long  a  news- 
paper-only advertiser,  co-owner  Paul  Du  Bose  was  finally 
persuaded  to  test  radio's  effectiveness  as  a  traffic-puller  for 
Acme  Floor  Finishers.  The  retail  outlet  decided  on  substan- 
tial trial,  and  purchased  36  one-minute  announcements  on 
KONO  radio  spread  over  a  period  of  six  days.  The  event 
was  Acme's  "Annual  Linoleum  Warehouse  Clearance."  "The 
results  started  coming  in  immediately,"  said  Du  Bose.  "Even 
after  the  schedule  had  run  its  course  we  continued  getting 
phone  calls  and  orders."  Following  the  KONO  schedule, 
Acme  ran  two  quarter-page  newspaper  display  ads  promoting 
the  identical  sale — in  both  San  Antonio  newspapers — plus 
a  week's  run  of  2x2  classified  ads.  Du  Bose  estimates 
KONO  radio  outpulled  both  papers  by  50%.  "We'll  continue 
to  use  KONO  radio  for  promotional  advertising,"  he  said. 

KONO,  San  Antonio  Announcements 


CATTLE 

SPONSOR:    Bridwell  Hereford  Ranch  AGENCY:    Direct 

Capsule  case  history:  The  Bridwell  Hereford  Ranch,  lo- 
cated in  the  general  area  of  Wichita  Falls,  Texas,  specializes 
in  breeding  fine  Texas  shorthorn  Hereford  cattle  for  sale. 
Modern  methods  have  revolutionized  cattle  punching  in  the 
Southwest,  and  the  marketing  of  stock  is  no  exception.  The 
Bridwell  Ranch  ran  a  "Best  Bet"  sale  and  used  a  number  of 
media  catering  to  ranch  and  farm  families  to  advertise  the 
event.  "I  personally  feel  that  KWFT  radio  did  more  than 
any  other  medium  to  draw  buyers  to  our  sale,"  stated  W.  R. 
Thurber,  head  wrangler  and  advertising  manager  for  the 
ranch.  "I  carefully  went  through  a  list  of  buyers  at  the  sale, 
and  found  that  the  vast  majority  were  people  within  range  of 
your  station,  f  feel  certain  that  we  can  attribute  at  least 
half  of  the  sale  to  our  advertising  on  KWFT.  In  the  future 
we  intend  to  devote  a  much  greater  portion  of  our  budget 
to  radio."  Bridwell  is  but  one  of  the  many  ranches  which 
are  employing  modern  marketing  methods  through  radio. 
KWFT,  Wichita  Falls  Announcements 


SNOWSHOVELS 

SPONSOR:  Black  Hardware  Co.  AGENCY:  Direct 

Capsule  case  history:  Black  &  Co.  is  a  medium-sized 
houseware  and  hardware  retailer  in  Rockford,  111.  Since 
this  hardware  store  has  a  limited  advertising  budget, 
every  campaign  must  be  directly  and  tangibly  productive. 
Knowing  he  could  take  advantage  of  spot  radio's  swiftness 
and  flexibility,  the  Black  Hardware  Co.  decided  to  capitalize 
on  a  sudden  snowstorm  which  blanketed  Rockford.  The 
retailer  scheduled  five  special  spots  on  WROK  during  one 
day  immediately  after  the  storm.  Their  purpose  was  to  sell 
snowshovels.  "These  handfuls  of  announcements  completely 
sold  Black's  out  of  snowshovels  before  the  day  was  over," 
stated  John  Durley,  an  executive  of  the  hardware  company. 
He  added  that  he  had  to  replenish  the  stock  of  shovels  by  a 
frantic  call  to  the  distributor  during  the  same  afternoon. 
Mr.  Durley  was  not  inordinately  surprised,  however,  since  he 
had  used  spot  radio  before  and  was  fully  aware  of  its  impact. 
WROK,  Rockford  Announcements 


FOOD 

SPONSOR:    Chicken  Delight  Store  AGENCY:    Direct 

Capsule  case  history:  To  kick  off  the  opening  of  its  125th 
store  in  Springfield,  Mass.,  the  Chicken  Delight  Chain  de- 
cided to  use  radio  and  in  particular  WACE,  Springfield- 
Holyoke,  Mass.  The  campaign  called  for  two  days  of  con- 
centrated promotion  using  24  one-minute  announcements 
daily  plus  two  one-hour  live  broadcasts  from  the  store.  The 
campaign  began  at  3  p.m.  when  Brad  Davis  of  the  WACE 
staff  hit  the  air  with  an  offer  from  Tom  Rousseau,  Chicken 
Delight  vice  president,  of  50  chicken  dinners  to  the  first  50 
persons  to  call  the  store.  Before  the  first  one-hour  broadcast 
was  concluded  more  than  240  persons  had  called  the  store, 
and  by  closing  time  more  than  400  phone  calls  were  received. 
Needless  to  say,  the  store  owners,  Mr.  and  Mrs.  Rondoletto 
and  their  staff,  had  a  profitable  night.  In  a  rush  phone  call 
to  WACE  from  Rousseau  en  route  to  the  126th  opening  of  a 
store  in  the  South  he  said,  "I  was  most  happy  with  the  open- 
ing, rarely  have  seen  such  activity  even  in  larger  cities. 
WACE,  Springfield,  Mass.  Announcements  and  programs 
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What  radio  station  do  you  listen  to 
most  of  the  time  during  the  day? 

WWDC,  said  16.7%  of  the  Washington  "day-at-homes" 
at  whom  PULSE  fired  the  question.  Our  closest  compe- 
tition was  almost  a  whole  percentage  point  away. 

This  daylight  supremacy,  plus  many  other  areas  of  WWDC  leader- 
ship in  the  Washington,  D.C.,  metropolitan  market,  are  revealed  in 
a  special  qualitative  survey  conducted  by  PULSE.  For  the  full 
report,  write  Station  WWDC  or  ask  your  Blair  man  for  a  copy  of 
"Personality  Profile  of  a  Radio  Station."  It's  profitable  perusing! 


Washington 


«J^M  ^^V^^V  3        1 1  \Radw 

REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  &  CO. 

P.S.  The  regular  PULSE  for  January  showed  WWDC  in  first  place 
for  the  eighth  consecutive  month  with  18.8%  share  of  total  audience, 
6  A.M.  to  midnight  —  2.5  percentage  points  ahead  of  the  pack! 
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With   "controlled"   programing   increasing,   SPONSOR  ASKS: 

Does  the  personality  disk 

jockey  fit  into  formula 


As  formula  radio  assumes  more 
programing  importance,  station 
men  discuss  the  compatability  of 
d.j.  personalities  with  this  format. 

Nelson    B.    Noble,  president.   WILD, 

Boston,  Massachusetts 
What  purpose  would  personality 
disk  jockeys  serve  in  formula  radio? 
My  immediate  reply  is  "none".  East 
is  East,  and  West  is  West,  and  never 
the  twain  shall  meet. 


D.j.  and 
formula 
radio  are 


incompatible 


First  of  all.  the  hasic  philosophy  of 
the  two  lie  at  opposite  poles.  Formula 
radio  punches  home  the  call  letters, 
the  tested  top  tunes,  and  the  "all-copy- 
read-alike"  commercials.  In  person- 
ality radio,  the  disk  jockey  shares 
equal  billing  with  the  station,  informs 
his  listening  audience  of  a  product  or 
service  with  sincerity  and  approval, 
and  presents  his  choice  of  music  as 
he  knows  it  from  years  of  experience 
and  knowledge  through  personal  con- 
tact with  the  artists,  and  an  under- 
standing of  the  music  from  a  musi- 
cian's point  of  view. 

In  formula  radio,  the  disk  jockey 
is  strictly  a  technician,  following  in- 
structions given  to  him  by  a  business 
executive.  The  personality  disk  joc- 
key is  a  "pro"  with  his  life  dedicated 
to  "good  music."  Therefore,  how  can 
a  personality  disk  jockey  live  in  a 
formula  radio  station?  He  cannot! 
If  you  disagree  with  that  philosophy, 
let  me  bring  out  the  pecuniary  point 
of  view.  Personalities  cost  money! 
Why  use  a  personality  to  read  "rote" 
commercials  with  no  leeway  for  indi- 
vidual delivery  and  pay  him  three  to 
five  times  more  money  than  a  "me- 
chanical deliverer?"  If  you  still  dis- 
agree, let's  try  this. 


The  role  of  a  formula  disk  jockey 
is  to  subjugate  his  own  personality 
to  that  of  the  particular  formula.  In 
a  personality  station,  the  purpose  of 
the  disk  jockey  is  to  build  his  own 
reputation,  and  at  the  same  time 
bring  his  station's  call  letters  before 
the  public  in  an  attractive  way.  How 
can  both  the  formula  and  the  person- 
ality be  satisfied  at  the  same  time? 
They  cannot ! 

Consequently,  there  is  no  room  for 
personality  in  a  formula  station,  and 
no  place  for  formula  in  a  personality 
station. 

Chuck     McClure,    president,    WGBA, 
Columbus,  Ga. 

Show  me  the  business,  the  church, 
or  the  family  that  isn't  built  on  for- 
mula, and  I'll  show  you  a  failing 
business,  a  floundering  church,  an 
unhappy  family. 

Show  me  the  business  man  who  in- 
jects his  amiable  personality  into  his 
working  organization;  the  priest, 
minister  or  rabbi  who  adds  his  warm 
personality  in  teaching  the  laws  of 
God;  or  the  master  of  the  family  who 


They're  like 
love  and 
marriage 


warms  his  fireside  with  his  love  and 
personality  .  .  .  and  there  you  have 
success! 

Why  should  radio  be  different? 
It's  a  business,  church,  and  a  family 
rolled  into  one  for  it's  sponsors,  lis- 
teners, and  working  members. 

First,  formula  radio  must  be  de- 
fined. And  from  experiences  past, 
with  radio  and  tv  institutes,  no  one 
has  yet  to  define  formula  radio  ade- 
quately. Sure  they  say  .  .  .  "We  do 
this  and  we  do  that."  And  that's 
supposed    to    constitute    a    formula. 

Here  at  WGBA  in  Columbus,  Geor- 
gia, we  have  a  formula,  yes.   But,  we 


hope,  we  have  the  personality  to  go 
w  ith  it.  Where  others  try  the  belt-'em- 
in  -  the  -  middle  -  slam  -  'em  -  in  -  the  -  ear- 
drum-don't-let- up- or-you'll- lose -'em 
type  of  formula  .  .  .  WGBA  has  con- 
tinued along  its  merry  way  with  per- 
sonalities who  flex  their  musical  mus- 
cles and  move  left  or  right  of  the 
formula  per  se  as  the  occasion  de- 
mands. 

Is  it  successful,  you  ask?  Well,  if 
imitation  is  the  greatest  form  of 
flattery,  then  our  formula  with  per- 
sonalities is  successful. 

There's  Cuzzin  Al,  the  foremost 
country  d.j.  in  the  South,  thumpin' 
his  big  orange,  goofin'  up  the  king's 
English  while  reading  the  comic 
strips  to  his  vast  number  of  avid  lis- 
teners. Without  Cuz,  this  area  would 
indeed  be  a  most  dreary  place  for 
thousands  of  people.  .  .  .  Proof  posi- 
tive, when  Cuz  had  to  take  a  brief 
hospital  respite.  His  return  didn't 
make  the  treasurer  angry  either. 

There's  Bill  Bowick  who  brings 
along  a  stationload  of  tricks  each 
morning  .  .  .  one  of  them  his  alter- 
personality,  his  odd  id,  his  little 
voice  (who  was  on  the  scene,  inci- 
dentally, years  before  Alvin  made  his 
appearance)  who  pans  Bill,  the  show, 
the  sponsors  and  any  unsuspecting 
listeners  on  the  spur  of  the  moment. 
And  they  love  it,  as  fan  mail  will  tes- 
tify. Mornings  without  Bill  and  his 
odd  id  would  have  morning  ablutions 
becoming  a  hard-down  chore  instead 
of  the  fun  it  is. 

There's  Dick  Weiss  who  caresses 
the  housewife  with  a  program  en- 
titled Music  for  Barefoot  Housewives, 
and  then  later  in  the  day  changes 
his  personality  and  becomes  the  king 
of  the  teens,  mulling  over  a  particu- 
lar trying  problem  with  his  teensters, 
airing  grievances  between  or  among 
the  schools'  teams,  and  meeting  them 
on  the  dance  floor  to  hash  out  a  new 
step.  Parents  have  said,  without  him 
there  would  be  more  need  in  this  sec- 
tion for  competent  psychiatrists. 
Afternoon  drivers  keep  in  touch  with 
Dick.  .  .  .  The  military  and  civilians 
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A  dvertisemtnt 


radio? 


ADAM  YOUNG  ASKS: 


connected  with  Fort  Benning,  the 
world's  largest  infantry  center,  con- 
sider him  their  personal  M.P. 

Without  personality,  a  human  be- 
ing is  shunned.  Without  personali- 
ties, a  radio  station  is  never  dialed! 

Formula!  Sure!  There  must  be 
rules.  Life  is  built  on  rules.  A  moth- 
er doesn't  continue  to  wash  the  dishes 
when  the  baby  is  screaming  with  a 
cut  finger!  She  pauses.  She  doctors. 
She  coddles,  and  makes  baby  smile 
again  with  her  warming  personality. 
Her  routine  is  interrupted,  but  just 
long  enough  to  inject  a  bit  of  her 
mother's  personality. 

Does  the  personality  d.j.  fit  into 
formula  radio? 

Coming  mother! 

Jack  Roth,  manager,  KONO,  San  An- 
tonio, Texas 
Before  approaching  the  subject  of 
personality  versus  non  -  personality 
deejays,  let's  delve  into  the  word 
"formula"  for  just  a  moment.  Actu- 
ally, to  my  way  of  thinking,  a  formu- 
la does  not  mean  any  particular  type 
of  sound  for  a  radio  station. 


Personality 
\    is  important 
even  in  formula 
radio. 


At  KONO  we  have  certain  policies 
which  we  guide  ourselves  by  and,  as 
a  consequence,  you  might  say  that 
we  have  a  prescription  by  which  we 
feel  is  the  right  medicine  for  our 
particular  market.  We  feel  this  is 
true  because  consistently  for  many, 
many  months.  KONO  has  dominated 
the  market  both  in  the  Hooper  and 
Pulse  surveys. 

In  answer  to  the  question  "Does  a 
Personality  Deejay  Fit  In  Formula 
Radio,"  I  would  say.  definitely  yes. 
We,  have  a  number  of  fine  personali- 
ties and  feel  that  they  are  in  good 
(Please  turn  to  page  59) 


What's  missing 
from  the  new-style 
Nielsen  radio  reports? 


Answer?  Radio  ...  as  it  is  today!  Nielsen  does 
justice  neither  to  radio  as  a  medium  .  .  .  nor 
to  all  stations  equally.    To  elaborate: 


How  does  Nielsen  compare  stations?  Nielsen 
gives  only  one  "homes"  figure:  "Total  Audience" 
per  station. 

But  Nielsen  does  not  define  where  this  audience 
Adam  Young  exists.    Often  it  can  represent  scattered  numbers  of 

people  outside  of  the  trading  area  and  spread  over 
many  thousands  of  square  miles. 

On  the  other  hand,  total  audience  for  a  regional  station  may  actually  be 
effective  entirely  within  the  market-merchandising  area.  Result:  we  can't 
compare  two  stations  on  the  basis  of  one  area  common  to  both — and  most 
vital  to  today's  advertiser. 

This  is  particularly  frustrating  today,  when  in  practically  every  trading 
area  a  "regional"  station  is  doing  the  number  one  job. 

Which  is  better?  "Homes"  or  "Ratings?'1''  Nielsen  has  replaced  "NSI 
AREA"  homes  with  "METRO  AREA"  percentage  ratings. 

Want  Metro  cost-per-thousand?  You  must  convert  rating  to  homes.  Suppose 
a  buyer  bases  cost-per-thousand  on  readily-available  "Total  Audience,"  in- 
stead of  first  computing  metro  homes  from  ratings?  In  our  opinion,  "homes" 
are  less  confusing,  less  subject  to  error,  more  useful. 

Thus  old-line  thinking  and  buying  are  perpetuated,  at  the  expense 
of  modern  radio  stations  whose  ability  to  serve  well  in  their  trading  areas 
is  practically  ignored.  But  the  recent  change  is  not  all  that  disturbs  us. 

We  have  long  believed  that:  1.  Measurements  are  preferable  to  data  which 
is  largely  projected.  2.  All  radios  in  the  home  must  be  measured,  including 
portables,  which  in  many  instances  cannot  be  metered.  3.  Diary  sampling, 
predominantly  the  technique  of  much  of  Nielsen's  sample,  is  not  suited  to 
radio.  4.  Unlike  Pulse,  Nielsen  does  not  show  out-of-home  audience  I  some- 
times bigger  than  /n-home). 

For  these  reasons  we  cannot  recommend  Nielsen  radio  reports  to  the 
stations  we  represent  nor  to  advertisers.  Radio  must  be  kept  easy  to  buy. 

Reports  which  confuse  buyers  hurt  radio.  And  when  an  advertiser  buys  on 
erroneous  bases,  disappointment  may  cost  him  a  good  medium,  and  cost 
radio  a  friend. 

Feel  free  to  talk  to  us  about  the  Nielsen  reports — or  any  aspect  of  modern 
radio. 

ADAM  YOUNG  INC. 

NEW  YORK  (3  E.  54TH  ST.)  •  ATLANTA  •  CHICAGO  •  DETROIT 
LOS  ANGELES   •   ST.  LOUIS  •   SAN   FRANCISCO 
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with  WTVT 

1st  in  total  share  of  audience . . .  now  at  an  all-time  high  in 
TAMPA  -  ST.  PETERSBURG! 

Latest  ARB  proves  definitely  that  in  the  MARKET  ON  THE  MOVE  .  .  .  THE 
STATION  ON  the  move  is  WTVT!  Penetrate  this  dynamic,  growing  market 
.  .  .  now  30th  in  the  nation  in  retail  sales  .  .  .  with  the  top-rated  station,  WTVT! 


m 

Check  the  Top  50  Shows! 

Latest  ARB 

m 

■ 

TOP  5      TOP  tO 

TOP  15      TOP  25 

TOP  50 

1 

Il!ll!lll[l!l!l>l!lll!lll!llllllllllll!li!il!ll!lllll!!lllllllllllllll!lllll!lll!!l!lllll!l!!lllll 

mill  m 

WTVT             4                   8 

11                   15 

34 

■ 

== 

Station   B             1                   2 

4                     9 

13 

■ 

Check  these 

■ 

Station  CO                  O 

O                    1 

3 

= 

15  top-rated  shows! 

(ARB  based  on  4-week  average) 

s 

■ 

SHOW 
Wagon  Train 
I've  Got  a  Secret 
Gunsmoke 
!   Love  Lucy 
Highway  Patrol* 
Perry  Mason 
State  Trooper* 
Millionaire 
Wells  Fargo 
Red   Skelton 
Sheriff  of  Cochise* 
Decoy* 
Peter  Gunn 
Price   Is  Right 
Zane  Grey  Theatre 

*NOTE—4  WTVT 


STAS. 

B 
WTVT 
WTVT 
WTVT 
WTVT 
WTVT 
WTVT 
WTVT 

B 
WTVT 
WTVT 
WTVT 

B 

B 
WTVT 


RATING 

42.1 
39.9 
39.4 
38.0 
37.1 
36. 7 
36.5 
34.3 
33.8 
33. 7 
33.5 
32.3 
31.9 
31.8 
31.3 


RANK 

1 

2 

3 

4 

5 

6 

7 

8 

9 
10 
11 
12 
13 
14 
15 


syndicated  shows  in  top  15 


IllllllilUlill 


station  on  the  move... 

WTVT 

TAMPA  -  ST.  PETERSBURG 
Channel  13 


The  WKY  Television  System,  Inc. 

WKY-TV     WKY- RADIO     WSFA-TV 

Oklahoma  City     Oklahoma  City         Montgomery 

Represented  by  the  Katz  Agency 
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BURNETT 

I  Cont'd  from  page  41) 

keting  media  and  research  under  a 
single  authority  I  K&E's  Max  Ule  is 
responsible  for  marketing,  media,  re- 
search, radio/tv  and  promotion.) 

Burnett  was,  however,  the  first 
large  agency  to  advance  the  market- 
ing-media-research combination  as  a 
well-defined  theory  of  modern  agen- 
<  \  operation,  and  the  logic  of  the 
Burnett  idea  (market  knowledge, 
planning  and  expenditures  should  be 
closely  correlated)  has  excited  much 
favorable  industry  comment.  Many 
advertising  men  believe,  in  fact,  that 
nearly  all  agencies  will,  in  the  fu- 
ture, adopt  the  Burnett  pattern.  (See 
sponsor  17  January  1959.  "Will 
media  and  marketing  blend?") 

At  Burnett,  Greeley  as  exec.  v. p. 
of  the  Marketing  Services  Division  is 
assisted  bv  V.P.  Leonard  S.  Mat- 
thews, former  media  head,  who  is 
generally  responsible  for  working 
out  the  three-department  co-ordina- 
tion as  well  as  for  over-all  supervision 
of  media,  headed  by  V.P.  Tom 
Wright,  and  research  headed  by  V.P. 
John  Coulson. 

In  explaining  to  SPONSOR  the 
functions  of  the  Marketing  Service 
Division,  Greeley  stressed  its  role  in 
drawing  up  the  "basic  marketing 
strategy"  for  each  Burnett  account. 

Such  basic  strategy  is  developed 
out  of  a  study  of  a  product's  posi- 
tion, pricing,  packaging,  investment 
plans,  competitive  activities,  and 
other  factors,  and  represents  a  long- 
range  (sometimes  up  to  five-year) 
business  analysis  and  battle  plan. 

Reduced  to  a  written  statement  it 
serves  both  agency  and  client  as  a 
point  of  agreement  for  manufactur- 
ing, distribution,  and  advertising  co- 
ordination, and  is  the  basic  docu- 
ment around  which  plans  are  built. 

Like  most  other  large  agencies  the 
Leo  Burnett  Co.  operates  with  a 
plans  board,  composed  of  top  rank- 
ing executives  from  each  phase  of 
the  business. 

Burnett,  however,  uses  the  plans 
board  primarily  to  originate  and  re- 
view agency  projects  rather  than  for 
day-to-day  operations. 

"We  found,"  Leo  Burnett  told 
sponsor,  "that  the  formality  and  dig- 
nity of  plans  boards  often  tends  to 
check  and  limit  creative  work.  It's  a 
fine  thing  for  review  purposes,   and 


gives  us  the  benefit  of  our  best  agen- 
cy  thinking  on  over-all  planning. 
But,  in  our  experience,  it  is  a  mistake 
to  expect  a  plans  board  to  do  more 
than  get  projects  started  and  then 
pass  on  them  when  they  are  done.' 

A  unique  feature  of  the  Burnett 
organization  is  its  six-man  Creative 
Review  Committee,  headed  1>\  Draper 
Daniels.  This  is  an  "operating"  com- 
mittee in  the  most  active  sense  of  the 
word,  and  its  meetings  are  frequent- 
ly attended  by   Leo   Burnett  himself. 

Its  purpose  is  to  review,  stimulate 


and  improve  the  agency's  creative 
product  in  ever)  field  — tv,  radio, 
print  on  ever)  one  of  the  21  Bur- 
nett accounts.  Composed  <>f  Burnett 
creative  executives,  De\\  In  O'Kieffe. 
John  Matthews.  Don  Tennant,  John 
V.  Tarleton,  Julian  I..  Watkins  and 
Daniells,  it  acts  as  the  spark  plug 
for  the  creative  departments. 

Burnett's  emphasis  on  the  creative 
end  of  the  business  is  reflected  in 
the  fact  that  29%  of  its  payroll  goes 
to  creative  people,  compared  with 
2.V ,     spent     by    the     average    large 
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agency  billing  more  than  840  mil- 
lion (4A  figures).  Burnett  employs 
L38  writers,  art  directors,  tv  film 
producers  and  supervisors  in  its 
creative  departments. 

The  L24-man  media  department, 
headed  by  V.P.  Tom  Wright  is  or- 
ganized on  what  is  known  in  the 
trade  as  a  '"modified  group"  system 
which  combines  both  all-media  buy- 
ing and   specialist   functions. 

Burnett  accounts  are  divided  among 
five  media  group  supervisors,  each 
with    an    associate   media    supervisor 


and  timebuyers  and  space  buyers  as- 
signed to  him.  On  the  supervisory 
level,  planning  and  buying  is  done  on 
an  all-media  basis.  Timebuyers  and 
space  buyers  specialize  but  are  fre- 
quently given  new  assignments  to 
familiarize  them  with  media  beyond 
their  specialties. 

As  Wright  and  assistant  media 
manager  John  Setear  explained  to 
sponsor,  this  reshuffling  of  buying 
personnel  allows  Burnett  to  develop 
supervisory  talent  experienced  in 
both  print  and  broadcast  problems. 


Pacquins1  Dollar  buys  More 


on  WKO W 


".  .  .  Your  personal 
calls  on  all  the  major 
chains  and  supermar- 
kets resulted  in  excel- 
lent cooperation  at  the 
retail  level.  Coupled 
with  better  shelf  posi- 
tion and  display  in  all 
major  outlets,  this  ef- 
fort strengthened  even 
further  the  effective- 
ness of  the  Pacquins 
campaign,  .  .  .  Mer- 
chandising letters  to 
grocery  and  drug  out- 
lets and  the  display 
window  at  your  down- 
town studio  were  a  tre- 
mendous help." 

Edward  Berthold 
Sales   Representative 
PACQUINS' 


Thank  you,  Dick  Driscoll,  at 
Wm  Esty  for  the  opportunity 
of  proving  for  the  second  con- 
secutive year  that  your  client's 
dollar  buys  more  on  WKOW. 


Ben  Hovel 
General  Manager 
Represented  Nationally  by  Headley-Reed 


WKOW 

MADISON,  WISCONSIN 


TV-0 

RADIO- 10  KW- 1070 


The  balance  of  the  Burnett  media 
department  is  divided  into  two  sec- 
tions —  clerical  service  which  han- 
dles estimating  budgets  and  typing, 
and  media  research  which  explores 
and  analyzes  media  availabilities 
and  prepares  charts,  maps  and  spe- 
cial tabulations. 

One  of  the  most  interesting  phases 
of  Burnett's  departmental  organiza- 
tion is  its  system  of  "parallel  func- 
tions" within  and  between  depart- 
ments. Media  group  supervisors,  for 
example,  operate  on  the  same  level 
and  with  roughly  parallel  functions  as 
do  copy  supervisors,  art  supervisors, 
broadcast  supervisors  etc. 

To  handle  its  whopping  $57.1  mil- 
lion air  media  billings,  Burnett  has 
put  together  a  program  and  commer- 
cials team  totaling  139  people  in 
Chicago,  New  York,  Hollywood  and 
Toronto. 

Program  matters  including  buy 
ing,  contracts,  and  production  come 
under  the  jurisdiction  of  the  Burnett 
broadcasting  department.  All  com- 
mercial preparation  including  tv  film 
commercial  production  is  the  respon- 
sibility of  the  Creative  Service  Div. 

Burnett  is  especially  heavy  in  net 
tv  (over  $40  million  in  1958)  and 
buys  or  participates  in  all  types  of 
programs  from  Capt.  Kangaroo  to  An 
Evening  with  Fred  Astaire  special. 
Its  spot  tv  schedules,  especially  in  the 
food  fields  for  Kellogg,  Pillsbury  and 
P&G,  are  extensive  and  its  award- 
winning  Tea  Council  commercials 
testify  to  its  savvy  of  spot  radio. 

For  a  detailed  explanation  of  how 
a  large  modern  agency  staffs  up  to 
handle  air  media  programs  and  pro- 
duction see  the  chart  of  Burnett's 
radio  and  tv  commercial  and  pro- 
gram personnel  on  page  41. 

Burnett's  rise  to  the  $100  million 
billing  class  reflects  not  merely  indi- 
vidual creative  talents,  though  the 
emphasis  on  creativity  is  more  pro- 
nounced at  Burnett  than  in  many- 
large  agencies. 

But  hand-in-hand  with  "making 
the  ads"  which,  says  Burnett,  is  the 
"life,  core  and  heart  of  our  busi- 
ness," there  has  been  an  organiza- 
tional genius  at  work,  too.  Other- 
wise the  agency  could  never  have  ab- 
sorbed, digested  and  handled  an  in- 
crease of  $80  million  in  billing  over 
a  10-year  period. 

But.  even  allowing  for  the  un- 
doubted talents  of  his  "strong  right 
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arms.  the  Burnett  organization 
must  also  be  reckoned  as  one  of  the 
accomplishments  of  Leo  Burnett  him- 
self. 

Probablj  the  ke)  organizational 
lone  is  Dick  Heath,  now  chairman 
ol  the  executive  committee,  who 
-parked  the  planning  so  necessary  to 
match  the  dramatic  growth  in  hillings. 

In  addition  to  his  high  praise  for 
Heath.  Burnett,  himself.  gives  gen- 
erous credit  to  Young,  O'Kieffe, 
Daniells,  Greele\  and  Schoff  for  free- 
liim  from  the  "problems  connected 
with  agency  machinery  which  plague 
so  mam    advertising  agenc)    heads." 

His  is  a  complex  character.  He  is 
a  copy  man  who  can  thrill  to  the 
idea  of  "peas  harvested  in  moon- 
light '  or  a  "redheaded  kid  wonder- 
ing what  has  happened  to  his  corn- 
flakes." 

But  he  is  also  a  business  man  with 
a  feeling  for  structure  and  organiza- 
tion. And  this,  sponsor  believes,  is 
one  of  the  most  important  explana- 
tions for  the  $100  million  "House 
That  Leo  Built."  «^ 


MERLE  JONES 

{Cont'd  from  page  38) 

for  sloughing  them  off.  The  competi- 
tive disadvantages  were  just  too  much 
for   CBS   to   bear. 

With  WXIX  off  the  air  CBS  will 
have  the  right  to  add  two  uhf  o&o's 
to  its  lineup.  Jones  said  CBS  wants 
to  exercise  this  option,  though  there 
is  nothing  currently  in  the  wind  to 
indicate  a  purchase  in  the  near  future. 

Since,  as  Jones  points  out,  no  uhf 
station  in  a  market  with  two  or  more 
vhf  stations  is  making  money,  uhf 
opportunities  are  not  widespread. 
However.  Jones  left  the  impression 
that  CBS  would  buy  a  uhf  station  in 
the  red  under  certain  conditions. 

Wh-  -ill  CRS  heat  the  hushes  for 
other  uhf  outlets  when  the  possibili- 
ties of  making  monev  are  so  slim? 
"We  are  interested  in  uhf."  says 
Jones,  "because  the  FCC  is  interested 
in  keeping  it  alive." 

And,  it  might  be  added,  CBS  is 
doing  fine  financially  with  its  vhf  list. 
Four  of  the  five  are  number  one  in 
their  markets,  according  to  December 
Nielsens.  Thev  are  WCBS,  New 
York:  WBBM-TV.  Chicago:  KWT. 
Los    Angeles,    and    KMOX-TV.      In 


Philadelphia  \\C\l  -TV  is  third  in 
share  of  audience,  hut  with  the  sta- 
tion under  (IBS  auspices  less  than  a 
year,  CBS  people  are  confident  they 
can  move  it  into  the  winner-  column. 

As  a  matter  of  fact,  the  Januar\ 
Nielsen  for  Philadelphia  shows 
\\  ( '.  \l  -TV  leading  its  two  compel  i- 
tors  in  share  of  audience.  Howe\er. 
Januar)  represented  the  kickoff  of  the 
Paramount  movie  package  in  that 
market,  so  that  more  time  will  ln- 
necessary  before  the  outlet  can  he 
said  to  he  a  firm  No.  1. 

Among  the  other  major  develop- 
ments on  the  station  le\el  dining 
Jones*  tenure  were  decisions  setting 
up  ill  a  New  \ork  sales  organiza- 
tion for  WCBS-TV  and  (2)  a  client 
relations  department  in  the  spot  sales 
group  whose  purpose  will  be  to  pro- 
mote spot  tv  advertising 

Jones  considers  the  station  and 
spot  sales  groups  in  prett)  good  or- 
ganizational shape  right  now  and  has 
been  putting  considerable  thought  to 
the  staffing,  sales  setup  and  functions 
of  the  other  major  group,  CBS  Films. 

The  station  and  spot  sales  organi- 
zation is  under  the  over-all  direction 
of  Craig  Lawrence.  Reporting  to 
Lawrence  are  the  six  station  mana- 
gers and  Bruce  Bryant,  general  man- 
ager of  CBS  Television  Spot  Sales. 

On  the  film  side  a  major  step  was 
taken  on  1  October  by  changing  the 
corporate  name  from  CBS  Television 
Film  Sales  to  CBS  Films  and  later 
realigning  the  executive  structure  to 
reflect  the  expanding  horizons  of 
this  sector  of  Jones'  division.  A  trio 
of  vice  presidents  and  an  operations 
director  were  named  to  run  things 
last  December.  They  were  Sam  Cook 
Digges.  administrative  vice  president; 
Leslie  T.  Harris,  vice  president  in 
charge  of  production;  John  F.  How- 
ell, vice  president  and  general  sales 
manager  and  veteran  Fred  J.  Mahl- 
stedt,  who  became  director  of  opera- 
tions and  sales  service  on  both  the 
domestic  and  international  fronts. 

A  prophetic  sign  of  the  above  de- 
velopments had  previously  appeared 
early  in  September  when  two  over- 
seas film  subsidiaries  were  formed. 
They  were  CBS  Ltd..  headquartered 
in  London  and  CBS  Furope.  Ltd., 
which  serves  as  the  administrative 
headquarters  for  the  European  opera- 
lion.  CBS  President  Frank  Stanton 
announced  I  1 1  the  two  firms  would 
engage  in  the  licensing  and  distribu- 
tion of  tv  films  and  properties,   (2i 


R.  J.  REYNOLDS  earmarks 
most  of  its  network  radio 
appropriation  for  CBS  Radio. 
Because  it's  what's 
up  front  that  counts!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan— with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK.  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 
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BUYING 
DETROIT  AND 
SOUTHEAST 
MICHIGAN? 


WXYZ-TV 


YOUR  BEST  BUY 
IN  MICHIGAN 
IS  NOW  A  BETTER 
BUY  THAN  EVER! 

NEW 

TOWER! 

tallest  TV  tower  in   south 
east  Michigan 

NEW 

POWER! 

blanketing  an  even  larger 
area  with  a  powerful  signal 

NEW 

AUDIENCE! 

wxyz-tv  adds  new  viewers 
running  into  the  hundreds 
of  thousands 

NEW 

COVERAGE! 

wxyz  adds  scores  of  sub- 
urbs, towns  and  cities 


-W 


■ 


Now  transmitting    from  the  J 

heart  of  America's  fifth  market  I 

.  .  .   center    of   Southeast  ! 
Michigan's  population  shift! 

This  huge  1 ,073  ft.  tower  per-  II 

mits   WXYZ-TV  to   blanket  a  j 

larger  area  than  ever  with  a  II 

powerful  signal   .   .   .   adding  || 

hundreds    of    thousands   of  I 

viewers  to  its  coverage  area!  I 

now  WXYZ-TV  serves  more  II 


people,  better! 


i-e£w 


BROADCAST   HOUSE— 10    Mile  and    North- 
western,  14   miles   northwest  of  central  Detroit 


WXYZ-TV 

CHANNEL 

DETROIT     j 

Represented  Nationally  by  BLAIR- TV 


Jones  would  be  director-president  of 
CBS  Europe  and  board  chairman  of 
CBS,  Ltd.,  and  (3)  the  forthcoming 
change  in  name  to  CBS  Films.  Later 
Jones  named  Michael  Burke,  execu- 
tive director  of  the  Ringling  Brothers, 
Barnum  Bailey  Circus,  as  managing 
director  of  both  firms. 

The  growing  overseas  market  is 
one  I  but  only  one)  of  the  reasons 
that  the  film  side  offers  the  biggest 
opportunitv  for  expansion  among 
Jones"  variegated  responsibilities.  In 
the  short  run,  domestic  film  oppor- 
tunities are  probably  greater.  Jones 
has  hopes  of  building  up  a  sizable 
representation  on  the  tv  skeins  for 
CBS  Film  shows.  So  far  only  one 
CBS  Film  show — I\avy  Log — has  had 
a  network  airing.  The  Terrytoons 
division  of  CBS  Films  has  been  doing 
animated  commercials  for  two  years 
I  the  Bert  and  Harry  Piel  films  come 
from  Terrytoons ) .  It  could  expand 
in  this  direction  but  also  has  poten- 
tial growth  in  both  tv  syndication 
and  theatrical  distribution. 

The  station  and  spot  sales  sectors 
offer  less  growth  opportunities.  In- 
deed, with  FCC  proposals  to  ban  the 
network  broadcasting  companies 
from  having  spot  sales  subsidiaries,  a 
retrenchment  may  yet  come  about. 
CBS.  of  course,  will  strongly  oppose 
the  FCC  proposal.  Jones  revealed  the 
CBS  line  will  be  that  (1)  spot  sales 
groups  are  not  contrary  to  the  pub- 
lic interest  and  (2)  they  are  not 
monopolistic  since  they  represent  only 
a  small  part  of  the  total  spot  tv  mar- 
ket (besides  the  six  o&o's,  CBS  TV 
Spot  Sales  reps  seven  affiliates) .  Jones 
also  said  the  CBS  testimony  will  deny 
specifically  that  the  company  ever 
brought  improper  pressure  on  a  sta- 
tion to  force  it  to  join  the  spot  sales 
subsidiary. 

Even  if  the  FCC  permits  CBS  and 
NBC  to  keep  their  spot  sales  organi- 
zations, it  appears  obvious  to  insid- 
ers that  the  two  companies  will  not 
make  any  effort  to  lengthen  their  sta- 
tion list.  Jones  considers  the  present 
CBS  list  of  13  as  an  "optimum" 
number  "on  the  basis  of  our  own 
experience  and  considering  the  size 
of  the  markets  represented." 

Jones  must,  of  course,  hold  on  to 
what  he  has  and  make  sure  that,  as  tv 
grows,  the  CBS  share  of  business 
stays  at  least  at  the  same  percent- 
age level.  If  his  calm,  thoughtful  as- 
surance is  more  than  skin  deep,  he 
should  have  no  trouble.  ^ 


lever  brothers  increased 
its  program  sponsorships 
on  CBS  Radio  by  32%  since 
PCP.  Just  clean  logic! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing— will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 
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[Cont'd  from  page  53  I 

part  responsible  for  the  fine  success 
of  the  station.  Actually,  with  so 
many  stations  sounding  a  great  deal 
alike,  wouldn't  it  make  sense  that  the 
station  with  the  better  personalities 
would  he  apt  to  gather  a  larger  and  a 
more  loyal  listening  audience. 

I  think  one  of  the  finest  examples  I 
know  in  favor  of  a  personality  dee- 
ja\  is  this  case  in  point:  Last  year  we 
carried  a  schedule  for  BBDO's  Chi- 
quita  Banana  1 1  nited  Fruit  Co.  I . 
One  of  our  fine  lads  after  playing  the 
minute  e.t.  proceeded  to  embark  on 
the  following  course:  "Don't  forget 
when  you  go  to  your  favorite  grocery 
store,  ask  for  KOiVO  bananas  .  .  . 
you  will  recognize  them  for  you  can 
open  them  from  either  end."  From 
this  bit  of  nonsense  developed  one  of 
the  strongest  kind  of  sales  stories,  as 
all  the  other  deejavs  picked  up  the 
ball  and  ran  with  it.  This  type  of 
sales  adjunct  to  an  already  great  com- 
mercial pitch  is  in  my  estimation  the 
reason  why  personality  deejays  have 
a  place  in  any  kind  of  radio. 

Hal  Vester,  station  manager,  KTHT. 
Houston,    Texas 

Formula  radio  is  the  surest  way  to 
success  for  a  good  disk  jockey  and 
the  only  way  for  a  mediocre  jock  to 
attain  ratings  of  am  consequence  in 
a    highly    competitive    market. 

Although  the  focus  is  on  music  in 
formula    radio,    its    heartbeat    is    the 


The  d.i.   is 
helped  by 
f  )r  inula 


personality  disk  jockey.  It  is  he  who 
gives  the  station  warmth,  enthusiasm, 
sincerity,  vibrancy,  excitement  and 
sparkle.  He  provides  the  basic  appeal 
that  keeps  a  station  from  becoming 
a  background  noise.  The  personality 
disk  jockey  causes  the  audience  to 
listen  active!) . 

Obviously,  in  formula  radio,  the 
programing  is  rigidly  controlled. 
Disk  jockeys  are  required  to  stick  to 
tried  and  proven  formats  without  any 
deviation.  The  logic  employed  is  that 
the  listener  wants  to  hear  the  kit 
tunes,  time  checks,  weather  informa- 
tion, news  and.  at  the  same  time,  l>e 


allowed  to  participate  in   famil)    fun 

t\pe  games. 

Since  radio  is  the  personal  medium 

listening  is  an  individual  matter — 
the  listener  likes  to  be  a  part  of  this 
fascinating  thing  called  radio,  \clu- 
ally,  more  important  than  winning  a 
few  dollars  in  some  family  fun  type 
game  is  the  fact  that  the  listeners 
can  participate.  It  makes  them  feel  as 
though  thev  are  a  part  of  your  sta- 
tion and  the  disk  jockey  is  a  personal 
friend. 

The  logic  for  formula  radio  is 
what  it  has  been  since  its  inception 
right  after  the  advent  of  television. 
Give  the  public  what  it  wants  on 
radio.  This  means  that  management 
must  keep  abreast  of  public  taste, 
and  always  be  in  a  state  of  readiness 
to  adapt  to  the  listeners'  changing 
desires.  Presently,  what  the  public 
wants  on  radio  is  popular  music.  The 
proof  of  the  pudding  is  what  it  has 
been  for  several  years  now — it's  the 
kind  of  music  for  which  the  public 
pays  out  the  most  money  in  juke 
boxes,  records  and  sheet-music. 

With  the  focus  on  music,  it  must  be 
the  kind  of  music  the  public  wants 
to  hear,  it  must  be  exposed  enough 
to  satisfy  the  desires  of  the  listener, 
otherwise,  he  will  satisfy  his  listening 
tastes  by  tuning  in  your  competitor. 

Since  most  disk  jockeys  spend  ap- 
proximately four  hours  per  day  on 
the  air  and  very  often  as  much  time 
in  preparation  for  the  air  shift  or  in 
production,  it's  impossible  for  jocks 
to  ascertain  the  popularity  of  different 
musical  selections  and  the  amount  of 
exposure  which  should  be  given  to 
each.  And,  since  the  music  played  is 
entirely  controlled  by  the  public,  a 
formula  evolves  which  relieves  the 
jocks  of  the  responsibility  for  having 
to  worry  about  what  they  should 
play.  Moreover,  with  a  formula  a 
jockey  doesn't  allow  his  own  personal 
taste  to  influence  what  music  he  pla\>. 

On  the  other  hand,  with  formula 
radio,  the  personality  disk  jockey 
can  concentrate  on  being  a  person- 
ality. He  can  plan  ahead  mentally. 
He  can  devote  his  efforts  to  the  things 
that  make  him  a  personality — an  in- 
dividual. To  mention  a  few:  warmth, 
sincerity,  friendliness,  cheerfulness. 
We  ask  our  jocks  to  smile  before  the) 
speak — we  can  hear  it. 

Yes,  formula  radio  docs  fit  the 
personality  disk  jockey.  It  makes 
him  more  popular  than  he  could  ever 
hope  to  be  without  a  formula. 


My  Mommy  Listens 
to  KFWB 

A/lore  mommies,  more 
daddies,  more  everybodies 
listen  to  KFWB  around  the 
clock  in  Los  Angeles. 

Hooper  rates  KFWB  a  fat 
first  with  a  32.4%  share 
. . .  more  audience  than  all 
four  networks  combined! 
Pulse  confirms  KFWB's 
leadership.  . .  proving  that 
KFWB  leads  the  second 
station  in  the  market  by 
33%,  the  third  station  by 
42%. 

Buy  KFWB  .  . .  first  in  Los 
Angeles.  It's  the  thing  to 
do! 


6419  Hollywood  Blvd  .  Hollywood  28     HO  3  5151 

ROBERT  M.  PUICEU.  President  and  Gen    Manager 
MILTON  N   KLEIN.  Sales  Manager 
Represented  nationally  by  ION!  BUII  1  CO. 
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STANDARD  BRANDS  Spends 

most,  by  far,  of  its  network 
radio  dollars  on  CBS  Radio. 
Where  the  most  popular 
program  "brands"  are!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-With  unified  station 
clearances  and  strong 
program  sequencing— will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


TV  CAT 

I  Conld  from  page  43) 

bridge  the  spring  and  lighter  fall 
campaigns  with  more  than  the  re- 
minder-level advertising. 

Like  the  spring  and  fall  campaigns 
and  the  winter  price  promotion,  the 
summer  campaign  will  have  air  me- 
dia emphasis — "the  most  dramatic 
and  effective  way  of  penetrating  a 
market  when  you  must  make  a  long 
range  impression  for  a  short-term 
selling  period."  Roth  feels. 

Importantly,  says  Roth,  image  and 
schedule  flexibility  are  necessary  to 
make  a  big  job  possible  in  a  short 
period  of  time. 

The  extent  of  the  job  can  be  seen 
from  the  variety  of  copy  points  that 
must  be  included.  Copy  points  are 
based  on  research,  a  great  deal  of 
which  was  not  available  when  Roth 
began  his  care  and  gentleness  cam- 
paign in  1954. 

A  motivational  study  last  year  by 
the  National  Institute  of  Rug  Clean- 
ing ( conducted  largely  at  Roth's  urg- 
ing) turned  up  some  attitude  findings 
that  supplemented  his  own  earlier  re- 
search. In  addition  to  the  leading 
fear  of  damage  to  rug,  the  Institute 
found  that  two  others  were  incon- 
veniences and  anxieties  related  to  the 
cleaner — strange  men  entering  the 
house   and    careless   handling. 

These  fears  were  divided  between 
attitudes  about  in-plant  cleaning  and 
on-location  (or,  in  home)  cleaning. 
Here  are  some  approaches  geared  to 
these  location  factors: 

•  To  offset  on-location  fears  of 
drying  time  and  rust  marks  from  re- 
placed furniture.  Roth  now  stresses 
dry  cleaning  for  in-home  work.  (Roth 
has  been  increasing  his  in-home  em- 
phasis for  some  time). 

•  To  help  eliminate  distress  about 
strange  men  entering  the  household, 
mention  of  "bonded"  drivers  is  in- 
cluded  in  the  copy. 

•  To  allay  inconvenience-to-house- 
hold worries,  a  four-day  cleaning 
service  is  plugged  for  in-plant  work. 
"Least  possible  disruption  to  house- 
hold" is  the  angle. 

These  changing  concepts,  new  prac- 
tices and  new  competition  factors 
show  why  the  short  frequent  impres- 
sions of  the  1957  spring  campaign 
have  given  way  to  the  gradually 
longer  copy  exposures.  Moreover, 
selection  of  times  becomes  more  im- 
portant than  ever  at  this  time.        ^ 
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for  TOTAL 

COVERAGE 

of  the   fabulous 

Charlotte   Market 

the   latest 

N.S.I. 

(NOVEMBER-DECEMBER  '58) 

again 

PROVES 

mm 


THE 


best  buy 

by  far ! 


For  a  revealing  comparison  of 
WIST's  total  audience  with 
that  of  any  other  Charlotte 
station,  check  the  November- 
December  N.S.I.,  or  call  your 
nearest  P-G-W  Colonel. 


^P&ftCL   •    •    •    according    to    Nielsen 

.  .  .  WIST  is  also  clearly  the  MOST 
POPULAR  STATION  in  the  Char- 
lotte Metropolitan  Area. 

Pjcters. Griffin. Woqdwabd,  iw. 

Exclu  uve    National   Rcpre  tentative* 

Pirn 

best  radio  buy 

in  Charlotte 

A  BROADCASTING  COMPANY  OF  THE  SOUTH  STATION 
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A  "Good  Buy"  That  Says  Hello! 
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Brings  the  "personal  touch"  to  your  sales  message  with 


Hoosiers  throughout  the  Indianapolis  area  are  getting  a 
warm,  personal  greeting  from  WXLW's  greatest  "first" — 
The  Traveler — a  60-foot-long  complete  radio  station  on 
wheels!  WXLW's  Traveler  brings  the  impact  of  RADIO- 
MOBILITY  to  its  programming  and  to  your  announce- 
ments, with  on-the-spot  broadcasting  of  regular  pro- 
grams, interviews,  and  special  events.  Now  listeners  of 
the  number  one  radio  station  in  Central  Indiana  can  see 
and  hear  their  favorite  WXLW  personalities  in  action. 

Send  your  sales  messages  along  on  these  good-will  tours, 
with  the  buy  in  Indianapolis  radio  .  .  .  top-rated  WXLW. 

i Si  to  feature  true  hi-fidelity  sound. 

0 St  to  feature  live  on-the-spot  news  coverage. 

# St  to  offer  on-the-air  editorials. 

t  St  to  offer  adult  programming,  and  now, 

iSt  with  RADIO-MOBILITY! 

Enjoy  the  sales  benefits  of  the  personal  touch  only  per- 
sonal appearances  can  give  .  .  .  pull  extra  results  from  the 
extra  effort  made  by  WXLW  to  capture  even  more  of 
the  Indianapolis  audience.  Specify  the  good  buy  that 
says  hello— WXLW! 


930  ON  YOUR  DIAL 


RADIO    INDIANAPOLIS 
3,000   WATTS  DAYTIME 


The  Traveler's  completely  equipped 
studio 


Interviews  are  conducted   in  The 
Traveler's  modern  lounge 


The  Traveler's  control  room  features 

all   the    latest   magic   of   advanced 

technical  design 


CONTACT  YOUR  NEAREST  JOHN  E.  PEARSON  REPRESENTATIVE 
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GRAB   A   PLANE 

and  get  out  to  Chicago.    The  NAB  Convention  is  between 

15  and  18  March.  That  way  you  11  meet  most  everyone  you  want  to  meet 

and  see  most  everything  first  hand.   It  may  be  hectic  but  it's  bound 

to  be  a  great  show. 


READ  SPONSOR 

That  way  you  11  get  to  see  the  industry's  collective  mind  on  almost 
every  important  problem  of  the  day.  The  SPONSOR  special  convention 
supplement  will  have  reports  on  the  problems  agency  and  client 
executives  think  conventioneers  should  tackle,  what  the  station  executives 
themselves  see  as  their  most  crucial  issues,  a  rundown  on  what  the 
subjects  of  both  corridor  conversations  and  the  formal  convention 
program  will  be.  You  11  find  another  SPONSOR  exclusive;  a  detailed  map 
of  downtown  Chicago  ivith  all  points  of  interest  marked  .  .  .  a  complete 
summary  of  the  phone  numbers  and  addresses  you  use  in  both  business  and 
personal  life  during  your  Chicago  trip  .  .  .  a  report  on  what's  doing  in 
Chicago  from  jazz  through  music  to  the  circus,  during  NAB  convention  week. 


ADVERTISE  IN  THE  CONVENTION  SPECIAL 

When  you  advertise  in  the  Convention  Issue,  you  can  advertise  in 

the  Convention  Special,  too,  at  bargain  rates.    That  way  you  get  your 

message  to  everyone  who  is  anyone  at  the  convention  itself.   For 

SPONSOR'S  Convention  Special  (it's  a  separate  book  of  its  own)  is 

hand-delivered  to  the  hotels  of  2000  of  the  very  top  people  at  the  show. 

It  blankets  the  NAB  hotels  in  Chicago.  This  double  exposure. 

double  impact  to  the  key  men  in  the  industry,  costs  you  only  $75  extra  per 

page  over  the  regular  rate. 

Advertising  forms  for  the 
Convention  Issue,  plus 
the  Convention  Special, 
close  9  March.  Wire 
collect  for  reservations  now. 


THE    WEEKLY    MACAZINE    TV/RADIO    ADVERTISERS    USE 

40  East  49ih  Street,  New  York   17,  New  York      ©        MUrray  Hill  8-2772 
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stewart-warner  (Alemite 

Division)  returns  to  network 
radio-CBS  Radio-with 
its  biggest  appropriation 
in  years.  PCP  was  the 
additive  that  did  it!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


AUTO 

I  Cont'd  from   page  36  I 

become  the  accepted  "second  car"  of 
the  U.S.  family,  who  is  going  to  buy 
the  jalopies  they  must  take  in  trade? 

•  AD  DILEMMA:  Caught  in  the 
cross-fire,  the  adman  can  look  forward 
to  a  restless  year.  He  must  move  the 
cars  now  coming  off  production  lines 
at  the  rate  of  more  than  100.000  a 
week.  He  must  lay  plans  now  on  how 
to  launch  simultaneously  the  up-com- 
ing small  cars.  (It's  possible  that  at 
least  two  of  the  new  small  models  will 
be  out  before  fall.)  If  the  weight  of 
his  campaigns  appears  to  favor  the 
economy  cars  over  more  expensive 
standard  models,  the  screams  of  deal- 
ers may  rattle  the  windows  of  the 
Detroit  Athletic  Club. 

•  COPY  PLATFORMS:  Some  signs 
of  schizophrenia  are  bound  to  develop 
in  commercial  and  advertising  copy. 
Detroit  abandoned  the  nuts-and-bolts 
approach  to  ad  copy  a  long  time  ago 
in  favor  of  appealing  to  women  who 
presumably  influence  about  80%  of 
family  car  purchases.  The  cars  them- 
selves have  reflected  this  distaff-woo- 
ing in  design,  stvling,  colors,  interior 
fabrics,  power  brakes  and  steering, 
swivel  seats.  To  promote  standard 
lines,  this  approach  will  continue. 

But  since  small  cars  appeal  more  to 
the  woman  driver  than  the  woman  pas- 
senger because  of  maneuverability  and 
easy  parking,  there  will  have  to  be 
some  reversion  to  "nuts-and-bolts" 
advertising  to  highlight  such  mechan- 
ical virtues.  The  fact  is  inescapable 
that  the  small-car  buyer  is  interested 
primarily  in  low  original  price,  more 
miles-per-gallon  in  the  face  of  rising 
gas  taxes,  economical  repairs,  maneu- 
verability. He  is  not  going  to  expect 
the  same  degree  of  comfort  on  a  long 
trip  that  he  would  get  from  a  big  car. 
So  copy  for  small  cars  will  have  to 
lean  in  the  direction  of  mechanical  su- 
periority and  thrift. 

•  BIGGER  BUDGETS:  The  coming  of 
the  small  cars  almost  surely  guaran- 
tees more  money  to  media  this  year. 
Traditional  method  of  setting  up  ad 
budgets  on  established  car  brands  is 
basing  this  year's  budget  on  last  year's 
sales.  A  percent  of  every  car  sold  goes 
into  the  national  ad  fund.  At  that  rate, 
media  might  have  reason  to  look  for- 
ward to  less  business  this  vear  from 
Detroit,  since  1958  was  a  10-year  low 
for  automotives  with  only  4.3  million 

(Please  turn  to  page  82) 
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Hundreds  of  extra  eyes  to  be 
exact  —  the  most  restless 
retinue  of  retinas  —  work  for 
you  at  SPONSOR  to  help  keep 
you  the  best  informed  executive 
on  broadcasting  that  you  can 
possibly  be. 

Experienced  eyes  that  see 
beneath  the  surface  and  beyond 
the  fact.   Eyes  that  bring  you 
not  alone  news  but  the  most 
comprehensive  analysis  of  this 
news  in  the  entire  publication 
field. 

That's  why  you  should  read 
SPONSOR  — at  home   .   .   . 
where  you  can  give  it  your 
unhurried  time  —  your  relaxed 
imagination.   One  idea  that 
you  can  apply  might  well  be 
worth  a  lifetime  of  subscriptions. 
Now  —  for  just  $8.00  a  year — 
you  can  have  52  issues  of 
SPONSOR  delivered  to  your 
home.  Try  it  on  this 
money   back  guarantee. 

Only  gift  subscriptions  for  ad- 
vertisers or  agencies  are  eligible. 
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whafs  for  ;=^  breakfast? 
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soft  "boiled  egg?  pheasant  under  glass?  toast  and  juice?  no  matter!  nearly  every- 
body vn  Greater  New  Haven  lias  coffee  with  Bud.  Bud  Finch's  13-year-old  Coffee 
Club  tunes  'em  in  to  23-year-old  WELT,  front  all  over  the  state  and  eastern  Long 
Island,  and  they  stay,  too,  through  the  well-planned  19  hour  day  of  adult-type  mu- 
sic, professionaVtype  news  and  sports.  Sales  Results  (and  availabilities)  are  really 
good-  on  WELL;  ask  II -R  Representatives,  Inc.,  or  Harry  Wheeler  in  Boston. 

New  Haven,  Conn. 


WELT 
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Troubles  just  kept  piling  on  the  networks  from  all  directions  the  past  week. 

It  was  a  sort  of  Black  Friday  for  them,  with  the  gang-up  cast  featuring: 

•  The  Supreme  Court,  which  hy  its  decision  in  the  Philadelphia-Cleveland  stations  deal 
involving  Westinghouse  vs.  RCA-NBC,  virtually  took  broadcasting  antitrust  matters  from 
under  the  jurisdiction  of  the  FCC  and  put  the  Justice  Department  in  command. 

•  Rep.  John  Bennett  (R.,  Mich.),  who  introduced  a  bill  calling  not  only  for  FCC  regula- 
tions of  the  networks  but  also  for  imposition  of  some  of  the  Barrow  Report  recommendations. 

•  The  FCC,  which  set  full-scale  hearings  on  network  programing  practices,  posing  such 
questions  as  (a)  Do  the  networks  control  programing,  (b)  Is  network  control  desirable  and 
fc)  Do  networks  insist  on  ownership  of  financial  interest  before  a  program  can  gain  a  desir- 
able time  period? 

What  does  it  all  add  up  to?  (1)  Plenty  of  work  for  network  lawyers  contending 
against  the  Justice  Department  along  monopoly,  option  time  and  must-buy  lines  and  (2) 
network  top  echelon  immersion  in  hearings  covering  not  onlv  the  above  issues  but  the 
pressure  emanating  from  Rep.  Oren  Harris  to  give  pay-tv  some  sort  of  a  road  test. 


The  Philadelphia  District  Court  now  must  hear  the  Justice  Department  charges 
against  RCA-NBC,  but  that  shrinks  in  significance  when  compared  with  the  over- 
all meaning  of  the  Supreme  Court  decision. 

Justice  has  long  held  that  option  time  and  must-buy  are  per  se  violations  of  the  antitrust 
laws.  It  has  probed  network  programing  practices  and  has  frowned. 

If  the  decision  had  held  the  FCC  above  court  inquiry  in  antitrust  matters,  Justice  could 
only  have  presented  its  opinion  to  the  FCC.  The  FCC  could  have  made  its  own  decisions,  and 
in  the  light  of  the  antitrust  law's  clear  distinction  that  a  restraint  of  trade  is  legal,  if  it  is  a 
reasonable  restraint. 

The  FCC  was,  in  fact,  set  to  ignore  the  Justice  Department's  bid  for  an  end  to  option 
time  on  the  grounds  this  is  a  reasonable  restraint  of  trade.  Following  the  decision,  the  FCC 
could  conceivably  throw  in  the  sponge  and  outlaw  option  time  on  its  own,  or  at  least  limit  it 
much  more  drastically  than  it  had  intended. 

Even  if  the  FCC  holds  firm,  it  now  appears  certain  that  Justice  will  test  the  practice  in 
the  courts. 


The  Bennett  network  regulation  bill  would  force  the  FCC  to  regulate  networks, 
but  would  not  trust  the  Commission  to  draft  all  the  rules. 

It  would  require  a  prohibition  on  the  setting  of  affiliates'  rates  by  the  webs,  would  for- 
bid unreasonable  network  restriction  of  acceptance  of  outside  programing,  or  use  of  locallv 
originated   programing,   by   affiliates.     And   there  is  option  time  again. 

It  would  require  webs  to  make  their  programs  available  to  a  maximum  number  of  sta- 
tions, would  make  network-affiliate  contracts  public,  would  ban  web  representation  of  non- 
owned  stations,  among  other  things. 

Incidentally,  the  old  Paramount  case  may  be  studied  with  profit.  Justice  Department 
has  held  that  many  features  of  the  antitrust  action  which  shook  up  the  film  industry  apply  to 
television — likening  option  time  and  must-buy  to  block  booking. 


SPONSOR 


7   MARCH    1959 


67 


Marketing  tools,  trends,  news, 
in  syndication  and  commercials 


7  MARCH    1959 

Cwyrloht  1959 

SPONSOR 

PUBLICATIONS  INC 


FILM-SCOPE 


Look  for  a  revolution  in  the  syndication  programing  calendar  that  will  go 
further  and  further  away  from  the  usual  network  pattern  of  September-to-june. 

The  new  trend  is  to  meet  regional  advertising  needs  by  starting  programs  on  the  air  in 
January,  April  and  sometimes  even  July. 

It  also  seems  to  make  little  difference  to  syndicated  shows  whether  the  re-runs  are 
scheduled  in  the  fall  or  winter  instead  of  the  summer. 

With  a  whole  new  flexible  calendar  concept  likely  on  the  way  and  with  increasing  pressure 
from  national  spenders  for  26  week  shows  in  syndication,  today's  conceptions  of  syndication 
may  be  obsolete  in  a  short  time. 

Syndicators  are  trying  to  hold  the  line  against  the  new  trend  because  it  means  a  shorter 
vcar  with  contract  negotiations  every  six  or  nine  months  instead  of  once  a  year. 

Stations  have  also  been  unfriendly  to  any  radical  changes  from  the  39-and-13  pattern  be- 
cause of  the  difficulty  of  clearing  time  and  the  danger  of  being  stuck  with  odd-sized  left- 
over units  of  time. 

The  key  question  is  how  far  svndicators  and  stations  will  change  their  procedures  in  or- 
der to  get  new  national  ad  money  allocated  for  tv  film. 


The  NAB  convention  in  Chicago  next  week  will  see  eight  out  of  the  ten  largest 
syndicators  trying  out  a  new  role. 

With  displays  banned,  these  participators  have  had   to  become  associate  members  and 
will  limit  their  activities  to  hospitality  suites. 

(See  14  March  sponsor  for  a  special  report  on  the  syndicators  at  the  NAB.) 


ITC's  heavy  production  plans  to  make  12  series  this  year  would  include  this 
new  firm  to  the  ranks  of  the  tv  film  Big  Four. 

Hollywood  will  be  ITC's  main  home  base  for  production,  despite  international  ties  and 
a  world-wide  shooting  blueprint. 

Here's  how  ITC  will  use  its  production  centers: 

•  Hollywood  will  make  seven  shows,  including  Treasury  Agent,  Guns  West,  Command,  Go 
West.  Young  Man,  Best  of  the  Post  and  two  network  series  already  sold,  Fury  and  Gale  Storm. 

•  London  will  contribute  The  Four  Just  Men  and  Interpol  Calling   (an  international  police 
series) . 

•  New  York,  Canada  and  Australia  will  throw  in  one  series  each,  namely,  Emergency!,  Can- 
nonball  (for  svndicationl  and  Whiplash. 

Note:  Fully  nine  of  these  twelve  shows  are  not  yet  committed  to  either  network  or  syn- 
dication and  mav  be  sold  via  either  route. 


It  looks  like  the  field  day  CBS  affiliates  have  been  having  with  syndication  in 
the  10:30  p.m.  Saturday  time  period  following  Gunsmoke  may  well  be  over. 

First  ratings  on  NBC's  D.A.'s  Man  in  this  time  period  indicates  it  will  likely  take  a  bite 
out  of  the  syndication  competition  on  CBS  outlets. 

But  at  the  same  time  CBS  stations  are  having  a  bonanza  elsewhere,  with  prime  time  avail- 
abilities recently  opened  at  8  p.m.  Tuesday  and  Wednesday,  where  the  network  carries  sus- 
tainers. 
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FILM-SCOPE   continued 


A  fat  January  and  February  was  reaped  by  many  syndicators  again  this  year 
in  a  selling  period  that  had  hern  regarded  as  normally  lean. 

The  earlv  months  of  the  year  have  emerged  as  big  mouths  for  re-run  buying  by  sta- 
tion?, with  many  package  deals  adding  up  to  grosses  that  look  healthy  even  by  first- 
run  sales  standards. 


You  ean  expect  a  number  of  crucial  decisions  affecting  the  future  of  videotape 
in  programing  to  be  made  public  in  the  next  month  or  two. 

A  number  of  network  producers  are  expected  soon  to  make  up  their  minds  ahout  shift- 
ing from  a  "live"  to  tape  policy  for  the  1959-60  season. 

Also  significant  for  videotape's  future,  however,  is  the  number  of  film  shows,  if  any,  that 
will  switch  over  to  the  new  magnetic  technique. 


COMMERCIALS 


The  real  economies  in  making  tape  commercials  come  when  as  many  as  six 
weeks  of  air  needs  are  produced  in  a  single  day. 

For  instance,  one  tobacco  advertiser  made  19  videotape  commercials  for  $4,000  during 
a  single  day's  session  recently — which  is  an  average  cost  of  $210  per  commercial  for  facilities. 

In  the  case  of  commercials  requiring  full-scale  production,  the  savings  of  tape  over  film 
still  appears  to  be  sizable:  a  sample  color  commercial  made  in  tape  for  $8,000  compared 
favorably  with  the  same  commercial  made  in  color  film  for  $12,000. 


The  question  of  what  makes  an  effective  commercial  still  defies  all  attempts  to 
reduce  the  matter  to  a  simple  formula. 

A  Schwerin  study  on  commercial  effectiveness  showed  wide  variations  in  approach  and 
technique  not  only  between  different  products  but  between  several  brands  of  the  same  type. 

The  inference  may  be  that  the  surest  way  of  making  an  inferior  commercial  is  to 
imitate  closely  somebody  else's  success. 


Much  to  the  concern  of  the  independent  producers,  it  looks  like  the  networks  still  domi- 
nate production  of  videotape  commercials. 

NBC's  600  tape  commercials  delivered  to  clients  in  1958  likely  leads  the  field  to  date, 
with  CBS  output  in  second  place. 

An  oddity  of  the  first  months  of  commercials  production  found  the  networks  making 
commercials  for  each  other  in  such  cases  as  the  NBC-produced  Oasis  spots  for  CBS  and  Old 
Gold  commercials  aired  on  ABC. 

(For  more  on  this  see  FILM  WRAP-UP,  page  75,  and  also  28  February  issue,  pp.  63-64.) 


Tape  is  appearing  to  have  special  advantages  over  film  in  making  the  simplest 
kinds  of  commercials  because  fewer  "takes"  are  needed. 

NBC  discovered  that  the  average  number  of  "takes"  per  tape  commercial  last  vear  was 
only  five,  and  even  this  was  reduced  further  in  many  cases  as  the  client  got  more  videotape 
experience. 
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A  round-up  of  trade  talk, 
trends  and  tips  for  admen 


SPONSOR  HEARS 


7  MARCH  1959  Watch  network  tv  go  cop-happy  next  season,  as  a  sort  of  antidote  to  westerns. 

Copyrioh,  l95S  Two  police  series,  Blue  Men  (Lever)  and  Lawless  Years  (NBC,  Sunday  8:30  p.m.), 

are  already  set,  and  there  appears  to  be  much  interest  in  one  called  33rd  Precinct. 


Something  new  in  packages  is  being  offered  by  a  New  York  City  radio  station. 
The  midnight  to  3  a.m.  span  can  be  had  seven  days  a  week  at  a  flat  cost  of  $1,500, 
which  comes  to  about  $71  an  hour.  The  sponsor  can  program  as  he  sees  fit. 


The  move  started  by  the  FCC  to  force  CBS  and  NBC  to  disassociate  themselves 
from  spot  representation  is  stimulating  speculation  as  to  where  the  stations  on  their  lists 
will  wind  up,  should  the  divorce  materialize. 

Favorite  guess:   They'll  be  absorbed  by  newly  organized  rep  firms. 


You  can  get  some  insight  into  the  dimensions  of  merchandising  barter  from 
the  fact  that  a  watch  manufacturer,  Helbros,  this  year  has  budgeted  $250,000  of 
its  product  for  trading,  contests,  and  audience  participation  shows. 

Last  year  it  traded  $120,000  worth  of  merchandise  in  the  air  media. 


JWT — though  it  hasn't  done  so  well  with  comedy  shows  lately — nevertheless  hit  the  jack- 
pot  for  agencies  this  season  with  four  out  of  the  first  10  in  Nielsen's  initial  February 
report. 

The  shows:    Wagon  Train,  Have  Gun,  Will  Travel,  Real  McCoys,  and  Ernie  Ford. 


If  you're  bemused  by  coincidences,  here's  one  about  a  couple  station  operators: 
Harry  Butcher  graduated  from  high  school  in  Spencer,  la.,  and  moved  to  Santa  Bar- 
bara where  he  bought  KIST.   Ben  Sanders  graduated   from  high  school  in  Santa  Barbara 
and  wound  up  in  Spencer,  la.,  as  owner  of  KICD. 


Down  in  Brazil  they're  heatedly  debating  a  court  decision  classifying  advertis- 
ing as  an  "intellectual  occupation"  meriting  professional  status. 

The  scoffers  contend  this  donning  of  the  "academic  mantle"  is  so  much  snob  appeal  and 
point  out  that  professional  status  implies  a  set  of  ethics  which  certain  members  of 
the  clan  might  find  irksome. 


"tr" 


The  impression  around  the  business  is  that  there's  a  good  possibility  that  Edward 
R.  Murrow  won't  return  to  the  CBS  staff  when  his  year's  sabbatical  is  over. 

He'll  be  following  the  trail  of  the  great  through  Small  World,  but  the  guess  is  that  when 
he  runs  out  of  money  he'll  put  himself  in  a  position  of  tapping  that  longterm  income 
from  CBS  by  working  out  some  freelance  arrangement. 

There's  no  question  that  personality  conflicts  had  much  to  do  with  his  decision  to  take 
a  leave. 
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From  Illinois  to  Florida...  "  _ 

From  Pennsylvania  to  Texas . . . 

And  listen  to  WSM  on  your  Car  Radio  All  the  Way! 

Although  WSM  rates  are  based  only  on  coverage  of  the  black  area  on  the  map  above . . . 
Nielsen  Credits  WSM  with  766  counties,  over  one-fourth  of  the  total  counties  in  the 
entire  United  States.  You  can  actually  drive  from  Illinois  to  Florida,  from  Pennsylvania 
to  Texas,  and  listen  to  WSM  all  the  way. 

More  important  still,  the  scope  and  quality  of  WSM  programming  is  such  that  literally 
millions  of  homes,  urban  and  rural,  in  the  heart  of  America  listen  to  WSM  regularly  in 
preference  to  their  local  stations. 

Want  to  hear  more  about  radio's  most  extended  single  market?  Ask  Bob  Cooper  or  any 
Blair  man. 

WSM  Radio 

Key  to  America's  13th  Radio  Market 

50,000  Watts  •Clear  Channel  •  Blair  Represented*  Bob  Cooper   Gen.  Mgr. 
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WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


ADVERTISING  TALKS  BACK!  Shown  at  their  recent  appearance  on  NBC's  Today  show 
are  (I  to  r)  B&B  president  Robt.  E.  Luslc,  John  Cunningham,  chmn.  of  Cunningham  &  Walsh, 
Bryan  Houston,  chmn.  of  Bryan  Houston,  Inc.  and  Fred  Manchee,  consultant  and  former  exec  v. p. 
at  BBDO.    Four  replied  to  charges  leveled   at  industry,  discussed  advertising's  role  in  economy 


DON'T  BE  OLD-FASHIONED!  is  admoni- 
tion of  WTIG,  Massillion,  O.,  and  gas  com- 
pany sponsor.  Ancient  vehicle  calls  public's 
attention     to     new-type     of     gas     incinerators 


PIGS  IN  THE  PARLOR  was  scene  created 
when  WMT-TV,  Cedar  Rapids,  turned  studios 
into  judging  ring  for  live  hogs.  Results 
proved    accuracy    of   tv    in    judging    livestock 


BEDSIDE  BROADCAST  is  made  by  WCCO's  (Minneapolis-St.  Paul)  Howard  Vilcen  from 
hospital  as  he  recovers  from  surgery.  Morning  program  host  missed  only  two  broadcasts  in  10 
days,  coordinated  hospital  and  broadcast  schedules.    Listeners  responded  with  1,000  cards,  letters 


AGENCIES 


McCann-Erickson  gathers  the 
clan  from  its  domestic  offices  for 
a  New  York  conference  next 
weekend  (13-14)  to  reinvigorate 
it  on  the  aims,  services  and 
image  of  the  company. 

The  keynote  will  be  two-fold:  (1) 
Business  democracy  in  action  and 
(2)  growth  opportunity.  There'll  be 
observers  from  its  European  and 
Latin  American  branches. 

BBDO  released,  in  connection 
with  its  annual  meeting  last 
week,  a  fact  sheet  showing, 
among  other  things,  the  com- 
pany: 

•  Has  2,037  employees  servicing 
more  than  140  accounts; 

•  Is  owned  by  264  stockholders, 
all  full-time  employees; 

•  Has  no  stockholder  owning 
more  than  5%  of  the  stock; 

•  Has  a  profit-sharing  plan  which 
annually  can  amount  to  15%  of  an 
employee's  year's  pay; 


LOOK  PAT!  Five-year  old  Tom  Kirvan 
tells  Pat  Boone  all  about  new  1,073-foot 
tower  being  erected  by  WXYZ-TV,  Detroit. 
Full-scale     operation    will     begin     by    spring 
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•  Has  grown  1,063%  since  1938, 
with  its  clients  averaging  14  years 
association. 

BBDO's  total  billings: 
1938   ___  .._.$  17,475,115 

1948    _ ..__ 71,282,000 

1958    _  ..  203,224,000 

Roughly  35%  of  BBDO's  billing  is 
in  tv;  the  remaining  65%  covers  all 
other  media. 

Agency  appointments:  Colgate, 
for  its  men's  line,  billing  about 
$400,000,  from  John  W.  Shaw,  Chi- 
cago, to  Street  &  Finney,  Inc.  .  .  . 
The  Black  Label  Beer  account  of 
Carling  Brewing  Co.,  to  Guild,  Bas- 
coin  &  Bonfigli,  for  advertising  in 
Idaho,  Oregon  and  Washington  .  .  . 
Louis  Marx  &  Co.,  for  its  line  of  toys, 
to  Ted  Bates  &  Co.  .  .  .  The 
Clicquot  Club  Bottling  Co.,  San  Di- 
ego, to  the  Wilson  Advertising 
Agency,  San  Diego  .  .  .  Firestone 
Rubber  &  Latex  Products,  from  Grey 
to  Campbell-Ewald,  Detroit  .  .  . 
The  Sessions  Clock  Co.,  Forestville, 
Conn.,  to  Hicks  &  Greist,  Inc.  .  .  . 


Liberty  Combustion  Corp.'s  Toy  Di- 
vision, to  Roy  S.  Durstine,  Inc. 

Account  resignation :  Benton  & 
Bowles  and  the  Eversharp  Pen 
Co.,  a  subsidiary  of  Parker  Pen  Co., 
have  "mutually"  agreed  to  terminate 
their  one-year  relationship. 

Bill    Maillefert,   until   recently    V.p. 

in  charge  of  radio  for  Petry,  plans 
to  represent  American  agencies  and 
manufacturers  interested  in  European 
markets  for  future  prospective  busi- 
ness on  a  retainer  basis. 

Leaving  1  April  for  an  18-months 
stay  abroad,  he'll  also  do  some  writ-* 
ing  on  European  radio  and  tv  opera- 
tions. 

They   were  named   v.p.'s:     At   D. 

P.  Brother,  four  v.p.'s  elevated  to  sen- 
ior v.p.'s:  Sheldon  Mover,  Thom- 
as King  and  Kenneth  Manuel,  of 
Detroit  and  Frank  Egan,  of  New 
York  ...  At  Ted  Bates  &  Co.,  seven 
v.p.'s  elected  senior  v.p.'s:  Thomas 
Carnese,  Edward  Grey,  William 
Gross,    William     Hatch,     Walter 


McKee,  Dan  Rodgers  and  Allen 
Whitlock  .  .  .  Otto  Prochazka,  to 
v.p.  and  assistant  creative  director  of 
Compton  .  .  .  Erwin  "Ed"  Swann, 
to  v.p.  and  member  of  the  accounts 
management  committee  and  the  plan- 
ning and  review  group  at  Warwick  & 
Legler  .  .  .  Herbert  Butz  and  Rich- 
ard Holtzman,  elected  v.p.'s  of  Clin- 
ton E.  Frank,  Chicago  .  .  .  Donald 
Clark,  Stuart  Williams  and  James 
Collette,  named  v.p.'s  of  Sudler  & 
Hennessey,  New  York. 

Other  personnel  appointments : 
Richard  O'Reilly,  a  v.p.  of  Y  W. 
Ayer  &  Son,  appointed  manager  of 
the  agency's  Detroit  office  .  .  .  Ed- 
win Bodensiek,  promoted  to  mer- 
chandising director  of  Fuller  &  Smith 
&  Ross  .  .  .  Joseph  Radder,  to  ad- 
ministrative assistant  and  Gene  No- 
vak, to  creative  director  of  the  Rum- 
rill  Co.,  Buffalo  .  .  .  Kenneth  Clapp. 
named  senior  account  executive  at 
the  Bresnick  Co.,  Boston  .  .  .  L.  Ar- 
thur Hoyt  joins  Lescarboura  Ad- 
vertising. Ossining.  N.  Y.,  as  client 
contact  executive  .  .  .  Lloyd  Delany, 
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DEDICATION  of  new  WLW-I,  Indianapolis, 
studios  drew  record  crowd,  brought  together 
Crosley  pres.  Robt.  E.  Dunville,  ABC  TV's 
Ollie  Treyz,   John    Babcock,    general    manager 


LATEST  ON  FLOOD  was  telecast  every  half 
hour  to  WTRF-TV,  Wheeling,  listeners  during 
recent  emergency.  Station  cameras  at  win- 
dow   focused    on    river    at    the    station    breaks 


:?3Q«U 
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HERE'S    HOW   one   station   dramatizes   a    rating    increase.     In   this   case,    it's    KWK,    St.    Louis, 
which  claims  a  236%  increase  in  Hooper  ratings  in  a  four-month   period.    Girls  tell  the  story 
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to  William  Esty  Co.  as  account  execu- 
tive on  Sun  Oil  .  .  .  Carl  Green,  to 
radio/tv  supervisor  at  Ted  Bates  & 
Co.  .  .  .  George  Halleman,  Jr.,  to 
the  Los  Angeles  office  in  charge  of 
the  radio  tv  department  of  Duncan 
Scott  &  Co.  .  .  .  Doris  Bonner,  to 
the  New  York  staff  of  Earl  S.  Peed, 
Public  Relations,  as  women's  copy 
group  head  .  .  .  Four  new  account 
executives  at  Aubrey,  Finlay,  Marley 
&  Hodgson.  Chicago:  John  Clam- 
pitt,  Robert  Haenle,  M.  William 
Kivlahan.  and  Bruce  Davey  .   .  . 


Eda  Purcell,  formerly  radio/tv  esti- 
mator at  Y&R,  has  moved  to  Ogilvy, 
Benson  &  Mather  as  supervisor  of 
the  estimating  division,  covering  ra- 
dio/tv and  print. 


ADVERTISERS 


Colgate,  last  week,  formally  com- 
pleted negotiations  for  the  pur- 
chase of  the  Wildroot  Co. 

Wildroot,    whose   account    is   with 
BBDO,  will  serve  as  a  subsidiary  of 


NCS  No.  3  givet  WWW  daytime  weekly 
circulation  in  86,090  hornet  and  night, 
time  weekly  circulation  in  106,130  hornet 
in  36  Northern   Lower  Michigan  counliet. 


WKZOTV  —  GRAND  RAPIDS  KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO  BATTLE  CREEK 
WJEF   RADIO  — GRAND   RAPIDS 
WJEFFM  —  GRAND  RAPIDS  KALAMAZOO 
WWTV  —  CADILLAC,   MICHIGAN 
KOLN  TV  —  LINCOLN.   NEBRASKA 

Attocioled  with 
WMBD   RADIO  —  PEORIA.   ILLINOIS 
WMBD  TV  —  PEORIA.    ILLINOIS 


WWTV,  Cadillac,  offers  lower  cost  coverage 
and  far  greater  popularity  than  any  other  ad- 
vertising medium  in  Northern  Lower  Michigan! 

WWTV  covers  36  Michigan  counties  in  which 
you'd  need  13  daily  newspapers  and  16  radio 
stations  to  get  the  same  kind  of  audiences.  And, 
in  this  area,  Pulse  rates  WWTV  first  in  152 
out  of  168  quarters  surveyed! 

Add  WWTV  to  your  WKZO-TV  schedule  and 
get  all  the  rest  of  outstate  Michigan  worth 
having.     //  you  want  it  all,  give  us  a  call! 


Colgate,  retaining  its  manufacturing 
plant  in  Buffalo,  but  with  its  market- 
ing being  taken  over  by  the  Toilet 
Articles  division  of  Colgate. 

Officers  of  Wildroot:  C.  Guy 
Grace,  v.p.  and  general  manager  of 
Colgate's  Toilet  Articles  division, 
elected  president;  Robert  Hilbrant, 
v.p.;  Hugh  Jewett,  v.p.  and  secre- 
tary; Edward  Pempsell,  treasurer 
and  Robert  Schwartz  continues  as 
general  manager  of  Wildroot  in  Buf- 
falo. 


Campaigns: 

•  U.     S.     Pharmacal     Co.     has 

launched  a  national  radio  and  tv  spot 
campaign  in  conjunction  with  its  cur- 
rent show — Story  Princess,  on  ABC 
Radio.  To  promote  its  BabySweet 
and  Soothene,  Pharmacal  will  spend 
$600,000  on  a  13-week  promotion. 
Agency:  Gresh  &  Kramer,  Philadel- 
phia. 

•  Bekins  Van  &  Storage  Co. 
plans  a  25%  budget  increase  bring- 
ing its  1959  advertising  dollar  to 
about  $600,000.  The  moving  and 
storage  firm's  "Whobut  Bekins,"  a 
cartoon  character,  will  be  used  to  pro- 
mote its  service.  Tv  spots  are  sched- 
uled at  the  rate  of  14  per  week,  on 
some  17  stations  for  about  36  weeks. 
Markets  set  for  the  tv-barrage:  Great- 
er Los  Angeles,  San  Francisco,  Oak- 
land, San  Diego,  Sacramento,  Fresno, 
Phoenix,  Tucson,  Salt  Lake  City, 
Kansas  City,  Denver,  Houston,  Dal- 
las and  Albuquerque.  Agency:  C.  J. 
La  Roche. 

•  Roma  Product's  "Hit  Record" 
promotion  via  WMGM,  New  York's 
Peter  Tripp  Show,  offers  listeners  a 
top  tune  for  25«£  and  one  wrapper 
from  a  Roma  product.  Results,  to 
date:  Returns  have  passed  the  50,000 
mark.  Roma's  agency:  Smith/Green- 
land. 


Strictly  personnel:  Lee  Ross,  ap- 
pointed advertising  manager  of  S.  A. 
Schonbrunn  &  Co.,  Palisades  Park, 
N.  J.,  producer  of  Savarin  and  Me- 
daglia  d'Oro  coffees  .  .  .  Edwin  W. 
Rawlings,  elected  to  the  board  of 
directors  and  appointed  financial  v.p. 
of  General  Mills  .  .  .  Wayne  Schol, 
to  general  sales  manager  of  the  Oel- 
wein  Chemical  Co.,  Oelwein,  Iowa 
.  .  .  Stephen  Fedor,  to  director  of 
watch  merchandising  for  the  Bulova 
Watch  Co. 
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TEXAS  COMPANY  makes 
CBS  Radio  its  exclusive 
network  radio  choice.  For 
maximum  mileage!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing— will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


FILM 


Expansions  and  reorganizations 
in  the  film  and  tape  production 
and  distribution  fields  last  week 
involved  a  number  of  important 
personnel  changes. 

Anion"  these  new  posl  assignments 
suggesting  new  film  and  tape  plans 
by  a  number  of  companies  in  L959 
were  the  following: 

•  In  the  wake  of  Screen  Gems'  ac- 
quisition of  Elliot,  I  nger  and  Elliot, 
that  film  company  also  absorbed  sev- 
eral former  Universal  commercials 
personnel  in  addition  to  sales  man- 
ager AI  Mendlesohn ;  they  were 
West  Coast  manager  Joe  Swavely 
and  production  supervisor  Richard 
Kerns. 

•  NTA  has  moved  into  the  re-run 
field  with  its  Famous  Films  division 
with  Walt  Plant  named  as  Los  An- 
geles v. p.  and  Mel  Schlank  as  v.p. 
in  the  New  York  office. 

•  Videotape  Productions  has  made 
John  B.  Lanigan  v.p.  in  the  newly 
created  post  of  general  manager. 

Programs:  Screen  Gems  will  film  a 
series  on  the  David  Harum  character 
and  starring  Chill  Wills  .  .  .  Official 
Films  will  announce  three  new  prop- 
erties for  syndication  next  week  at 
the  NAB  convention. 

Sales:  UAA  reports  foreign  sales  in 
excess  of  $3  million  for  1958  .  .  . 
MCA's  Paramount  package  sold 
to  WBNS-TV.  Columbus  .  .  .  CINP 
reports  an  all-time  February  sales 
high  this  year  .  .  .  NTA's  Hour  of 
Stars  sold  to  KLZ-TV,  Denver; 
KSTP-TV,  Minneapolis;  WPST-TV, 
Miami;  WCIA,  Champaign;  WAVY- 
TV.  Norfolk;  WTVH.  Peoria;  WTPI. 
Albam  :  WKYT,  Lexington;  KNOE- 
TV,  Monroe;  KMMT,  Austin  and 
KHOL-TV,  Kearney  .  .  .  UAA  sales 
of  features  and  cartoons  last  week  in- 
cluded KHSL-TV.  Chico:  WTVN-TV. 
Columbus;  WPRO-TV,  Providence: 
KAKE-TV.  Wichita;  WBIR-TV. 
Knoxville;  k<  UN-TV,  Portland: 
WTVJ.  Miami:  KUTV,  Salt  Lake 
City;  KODE-TV,  Joplin;  KDAL-TV, 
Duluth  and  others. 

Trade  note:  Suggest  ions  on  film 
production  techniques  will  be  pre- 
sented in  New  ^  ork  on  March  11 
through  the  joint  cooperation  ol  the 
NTFC     (National     Television     Film 
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CRASH    THE    DENVER 
MARKET   WITH    KOSI 

In  Denver  the  influence  station  is 
KOSI.  Because  KOSI  has  listener 
loyalty— and  the  folks  with  money 
to  spend.  They  respond  to  KOSI 
advertisers— and  buy  merchandise  and. 
services!  No  double  spotting! 
So  contact  PETRY  about  the  prize 
Denver  buy— that  will  win  sales 
awards  for  you— KOSI!  10rf  discount 
when  buying  KOSI-and  KOBY, 
San    Francisco! 

For      Greenville,      Mississippi    —    it's 
\Y(,\   M. 


5,000  watts 
in  Denver 


Mid-America  Broadcasting  Co. 
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THE  VOICE  OF  LONG  ISLAND" 


is  the  only  station 
that  delivers  the 
separate,  distinct 
booming 
Long  Island 
market 


6th  largest  in 
the  U.S.  with  a 
mass,  quality, 
adult-buying 
audience! 


HERE'S  HOW 

LONG  ISLANDERS 

SPEND  A  DOLLAR 


HO,000  WATTS 

WHLII 


HEMPSTEAD 
tONC  ISLAND.  N.  V. 


w  ma  ^ 

JptqilltlAll 


Represented 


Council)  and  the  SMPTE  (Society 
of  Motion  Picture  Engineers). 

Commercials:  Lawrence  T. 
Young  has  been  elected  v.p.  of  cen- 
tral sales  for  Wilding  Picture  Pro- 
ductions .  .  .  Music  Makers  reports 
completing  sound  tracks  for  Tang 
through  Young  &  Rubicam  and  al- 
so for  Pepsi-Cola  in  conjunction  with 
Jerry  Ansel's  animations;  the  latter 
commercial  is  for  theatrical  release. 

Strictly  personnel:  Cy  Kaplan  be- 
comes sales  manager  of  Bernald  L. 
Schuhert,  Inc.  .  .  .  NTA  Famous 
Films  sales  appointments  include 
Raymond  Wild  as  Dallas  represent- 
ative .  .  .  CNP  posts  in  Victory  Pro- 
gram Sales  division  include  Robert 
Schultz  as  eastern  representative  and 
Frank  O'Driscoll  as  midwestern 
representative  .  .  .  Henry  Otto  of 
Baltimore  has  formed  his  own  pro- 
gram packing  firm. 

Tape  clients:  Commercials  were  de- 
livered in  the  last  quarter  by  NBC 
Telesales  to  the  following  clients: 
Food:  Nabisco,  Sealtest,  Wheaties, 
Kraft,  Sunshine,  Heinz,  American 
Dairy;  Automotive:  Pontiac,  Buick, 
Mercury,  Edsel,  Chrysler;  Ciga- 
rettes: L&M,  Kent,  Oasis,  Newport, 
Old  Gold,  Marlboro;  Drugs  and 
cosmetics:  Bayer,  Cutex,  Breck,  Lilt, 
Maybelline.  Mentholatem,  Hazel  Bish- 
op; Appliances  and  hard  goods: 
RCA  Whirlpool  and  other  RCA  divi- 
sions. Zenith.  American  Safety  Razor, 
Bolex;  others  included  American 
Telephone  and  Telegraph,  Dow  Chem- 
ical and  Hallmark. 


NETWORKS 


Looks  like  ABC  TV  will  have  the 
following  Monday  night  line-up 
in  the  fall: 

7:30 — Cheyenne  (with  Shirley  Tem- 
ple in  this  slot  once  a  month ) 
8:30 — Adventures  in  Paradise  (Ral- 
ston) 
9:30 — Trouble  Shooter  I  Philip  Mor- 
ris) 
10:00 — Firestone  Concerts   I  ?  I 

To  unveil  its  complete,  new  fall 
program  schedule,  ABC  TV  will  stage 
a  presentation  for  advertisers,  agen- 
cies and  the  press  this  Tuesday  (10) 
at  the  Waldorf,  hosted  by  Leonard 
Goldenson  and  Ollie  Treyz. 


While  a  tenor  named  Vallee 
hi-ho'd  his  way  into  living  rooms 
through  a  megaphone  into  a 
microphone  and  the  world  waited 
on  the  halting  words  of  a  King 
abdicating  the  throne  of  England 
to  marry  the  woman  he  loves, 
radio  matured  as  the  greatest 
force  of  consumer  motivation  in 
our  time. 

Now,  again,  there  is  an  awak- 
ening in  radio.  This  return  to 
piercing  coverage  of  our  world's 
movements  .  .  .  comedy  that 
lightens  .  .  .  music — honest  music 
— that  fills  our  homes  .  .  .  this 
is  bringing  renewed  strength  to 
the  medium. 

BALTIMORE  HAS  IT  .  .  . 
the  powerful  purchasing  strength 
of  over  a  million  listeners  .  .  .  lis- 
teners who  remember  radio's 
greatness  and  one  station  that 
right  now  is  lifting  its  voice  in 
the  tradition  of  this  greatness. 
Together,  this  particular  station 
and  these  particular  1,473,000 
listeners  can  affect  the  course  of 
your  history! 

ABC    &    MUTUAL    AFFILIATE 
Remember  Radio 

WWINh -  - 

right  now. ..at  1400 
BALTIMORE 
Represented  nationally  by    Bob  Dore  Associates 
New  York — Chicago — San  Francisco 
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BRISTOL-MYERS  gives 

over  twice  as  much  business 
to  CBS  Radio  as  to  the 
one  other  network  it  uses.  To 
put  more  muscle  in  the 
message,  of  course!  This 
network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing— will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


CBS  TV  closes  its  uhf'er  in  Mil- 
waukee — WXIX — 31  March,  and 

will  affiliate  with  Storer's  WITI- 
TV. 

This     leaves     only     one     netwuk 
owned  uhf  still  operating:  NBC  TV's 
WHCT,  in   Hartford,   Conn. 

Network  programing  note:  West- 
clox  (BBDO)  and  Philuo  will  spon- 
sor the  two-hour  tv  version  of  Meet 
Me  In  St.  Louis,  26  April,  CBS  TV 
.  .  .  The  Milton  Berle  Kraft  Music 
Hall,  originally  contracted  for  2(> 
weeks,  goes  off  NBC  TV  13  May  .  .  . 
Tombstone  Territory  returns  to  ABC 
TV  Friday,  13  March,  9:00  p.m.  (re- 
placing Man  With  A  Camera)  for 
Thomas  J.  Lipton  (Y&R)  and  Philip 
Morris   (Burnett). 

Treasurer's  report:  Consolidated 
profits  for  CBS,  Inc.  for  the  fiscal 
year  ending  3  January  (53  weeks  I 
are  estimated  at  $24.4  million,  com- 
pared to   $22,193   million   earned   in 

1957  (52  weeks). 

Sales  for  the  year  topped  1957  by 
$26,391    million    ($411.8    million    in 

1958  compared  to  $385,409  million 
in  1957). 

Thisa  'n'  data:  AB-PT  has  pur 
chased  a  minority  interest  in  The 
News  Ltd.  of  Australia,  principal 
owner  of  tv  station  NWS  in  Adelaide 
.  .  .  Three  top  BBC  officials  toured 
NBC  TV's  studios  last  week,  concen- 
trating on  the  network's  videotape 
facilities  .  .  .  ABC  TV  will  report  on 
its  growth  and  progress  at  the  an- 
nual affiliate  meeting,  15  March,  in 
Chicago,  preceding  the  NAB  Conven- 
tion. 

Network  affiliations :  WRNL,  Rich 
mond,  Va.,  to  CBS  Radio  .  .  .  KICU. 
Bakersfield,  Cal.,  to  ABC  TV  .  .  . 
WGBG,  Greensboro,  N.  C.  to  ABC 
Radio  .  .  .  Ten  new  additions  to  the 
Keystone  Broadcasting  System, 
bringing  the  total  to  1061:  KUKI. 
Ukiah,  Cal.;  KZIX.  Ft.  Collins.  Col.; 
WWCC,  Bremen,  Ga.;  KLER,  Oro- 
fino.  Idaho;  KSRA.  Salmon.  Idaho: 
WMCD,  Fairfield.  Iowa;  WMST.  Mt. 
Sterling,  Ky.;  KDOM.  Windom, 
Minn.;  KUMA.  Pendleton.  Ore: 
WAVL,  Apollo.  Pa. 

Personnel  news  at  the  networks: 
David  Levy  leaves  Y&R  where  he 
was  associate  director  and  v. p.  in 
charge  of  talent  and  new  program- 
ing, to  join  NBC  TV  in  an  executive 
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WDBJ  RADIO   NEWS   STAFF 
NOW   IN   ITS   13th   YEAR! 


§ 


HARRY  KEVIAN 
Newt  Editor 


FORREST  M.  LANDON 
Radio  News  Director 


O 


ART  GLOVER 
Newi  Editor 


Authoritative  news  every  hour  of  the  doy 
and  night,  broadcast  by  full-time  pro- 
fessional newsmen,  is  another  reason  why 
WDBJ  is  preferred  by  its  loyal  audience. 


WDBJ'S    New 
Special    Events 
Mobile   Studio 


For  availabilities ,  ^^ 

Call    Peters,    Griffin,     Woodward,     Inc. 


in 

D  1 

CBS    RADIO 

III 

DU 

Roanoke,  Virginia 

AM 

•     960  Kc.     •     5000  watti 

& 

FM 

•    94.9  Mc.    •    14,000  watts 

f  PETERS.  GRIFFIN,  WOODWARD,   INC. 
National  Riprtsmtaiiits 
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YOU  ARE  NEEDED  FOR  THIS  YEAR  OF  PROGRESS 

You  are  unique.  You  are  a  one-of-a-kind  man  needed 
to  think  for  a  new  -world  of  tomorrow.  Your  greatest  gift 
to  progress  can  be  your  ability  to  apply  your  inherent  dif- 
ferences in  thought  and  background  to  your  field  of  spe- 
cialty in  radio  electronics. 

To  help  you  think,  to  help  you  generate  new  ideas,  come 
see  the  Radio  Engineering  Show  that  requires  all  4  floors 
of  New  York  City's  Coliseum.  Come  hear  your  choice  of 
more  than  200  papers  to  be  given  during  the  Convention. 
You  are  needed.  Yes,  it  takes  a  coliseum  to  hold  the  great- 
est show  on  earth.  Then,  it  takes  you  to  have  the  great 
thought,  the  inspiration  in  radio  electronics. 


THE  IRE  NATIONAL  CONVENTION 

Waldorf-Astoria  Hotel 

•z,  AND  THE  RADIO 

ENGINEERING  SHOW 

Coliseum,  New  York  City 


z 


MARCH 
23-24 
25  •  26 


THE  INSTITUTE  OF  RADIO  ENGINEERS 

1  East  79th  Street,  New  York  21,  N.  Y. 


THINGS  ARE^  '  POPPING 

Jumping.  Hopping.  WBZ's  rolling  up  the  ratings.  With 
bright  new  personalities.  Popular  new  program  lineup. 
Like  Program  PM.  Long  Boston's  most-exciting  nighttime 
radio  show,  it  gets  an  extra  touch  of  offbeat  humor  from 
new  M.C.  Phil  Christie.  Warm,  likeable,  imaginative  —  he 
projects  the  kind  of  personality  listeners  go  for.  One  more 
reason  why  d^k-ate^set  on  Boston's  Most  Popular  Station. 


Represented  by  PGW 


51,000  WATTS    ■- 


^W    B 


L     1030 

BOSTON 


WBZA  SPRINGFIELD 

Westinghouse  Broadcasting  Company,  Inc. 


capacity  .  .  .  John  Hundley,  man- 
ager of  client  relations  for  CBS  TV's 
operations  department,  is  now  also  in 
charge  of  videotape  sales  .  .  .  O.  B. 
Hanson,  v.p.,  engineering  services 
at  RCA,  retires,  and  will  continue  to 
serve  the  Corporation  as  a  consultant. 


RADIO  STATIONS 


The  engineers  of  the  Westing- 
house  Tv/Radio  division  demon- 
strated, for  the  press  last  week, 
a  new  method  of  am  stereo 
broadcasting. 

The  svstem  provides:  (1)  compati- 
bility for  monophonic  reception  of 
the  stereo  signal  on  conventional  am 
receiving,  and  ( 2 1  stereo  reception 
and  reproduction  with  two  conven- 
tional am  receivers,  or  a  specially  de- 
signed single  receiver.  (See  SPON- 
SOR-SCOPE for  comments  on  the 
status  of  stereo  transmission.) 

Ideas  at  work: 

•  KDEO,  San  Diego,  "went  Chi- 
nese" for  two  days  last  week,  to  call 
attention  to  station's  new  call  letters 
and  studios.  A  bevy  of  Chinese  girls 
dressed  in  native  costumes,  accom- 
panied by  KDEO  salesmen  wearing 
coolie  coats,  walked  the  streets  of  the 
city  distributing  some  6,000  fortune 
cookies,  many  containing  checks  for 
91^  and  $91.  (KDEO's  call  letters: 
910.) 

•  WATO,  Oak  Ridge,  Tenn.,  held 
its  first  "Cherry  Pie"  contest  for  lis- 
teners last  week,  with  more  than  100 
pies  entered,  and  some  500  people 
showing  up  at  the  studio  to  taste 
them  and  view  the  winning  entries. 

•  KNOE,  Monroe,  La.  held  its 
first  big  party  for  the  Coca-Cola  Hi 
Fi  Club,  at  the  city's  Recreation  Cen- 
ter, featuring  rock  V  roll  stars.   The 

•  dance  was  promoted  on  the  station, 
but  limited  facilities  kept  the  number 
of  youngsters  allowed  in  at  400. 

•  They've  got  a  hit  on  their 
hands:  WPTR,  Albany-Schenectady- 
Troy  cut  a  promotional  platter,  sati- 
rizing Castro,  and  working  in  a  plug 
for  its  "Fabulous  Five"  personalities. 
Dubbed  "Revolution,"  the  record  fea- 
tures a  character  called  Hi  Fidel  Bis- 
tro and  inserts  of  courrent  hit  num- 
bers. The  record,  due  to  local  success, 
is  being  considered  by  record  com- 
panies for  national  distribution. 

On    the    editorializing    front: 


78 


SPONSOR 


MARCH    1959 


lewis-howe  is  one  of 
many  leading  companies 
making  major  investments 
on  CBS  Radio  since  PCP. 
Best  new  prescription  for 
advertising  efficiency! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan -with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


WTOP,  Washington,  D.  C.  has  made 
Comment  a  regular  feature  of  its 
schedule,  aired  each  night  at  11:10 
p.m.  .  .  .  KFAB,  Omaha,  via  more 
than  52  editorials  during  the  past 
year,  saw  the  effects  of  its  editorial- 
izing: the  State  Legislature  passed 
into  a  law,  a  hill  reducing  the  speed 
on  secondary  roads  .  .  .  KOMA,  Ok- 
lahoma City,  conducted  a  telephone 
public  opinion  poll,  calling  some 
8,400  voters  on  the  repeal  issue.  Sta- 
tion notified  legislatures  that  the  ma- 
jority polled  was  in  favor  of  repeal. 

Station  purchases:  WSOC-AM  & 
TV,  Charlotte,  N.  C,  to  the  James 
M.  Cox  radio-tv  interests,  for  $5.0 
million,  awaiting  FCC  approval.  The 
Cox  organization  now  owns  WSB- 
AM  &  TV,  Atlanta;  WHIO-AM  &  TV, 
Dayton  and  part  of  WCKR  and 
WCKT,  Miami  .  .  .  WBGC,  Chipley, 
Fla.,  to  John  Sanders,  for  $37,500, 
brokered  by  Paul  H.  Chapman  .  .  . 
WPEO,  Peoria,  to  William  Dolph 
and  Herbert  Pettey,  for  $325,000, 
brokered  by  Blackburn  &  Co.  The 
two  have  part  interest  in  KJBS,  San 
Francisco  and  Dolph  owns  part  of 
WMT-AM  &  TV,  Cedar  Rapids  and 
KWMT,  Ft.  Dodge  .  .  .  KWG,  Stock- 
ton, Cal.,  to  Hale  Bondurant,  for 
$110,000,  brokered  by  Jack  Stoll  .  .  . 
WVUE,  New  Orleans,  to  a  newly 
formed  group,  the  New  Orleans  Tv 
Corp. 

Call  letters  change:  KIMO,  having 
moved  studios  and  offices  from  Inde- 
pendence to  Kansas  City,  became 
KANS  last  week. 

Beards  across  the  sea:  Commander 
Edward  Whitehead,  the  bearded 
president  of  Schweppes  (U.S.)  Ltd., 
will  narrate  a  new  weekly  half-hour 
travelog,  dubbed  This  Is  Britain,  on 
WQXR,  New  York,  sponsored  by 
Jaguar  (C&W)  and  British  Railways 
(Victor  A.  Bennet  Co.). 

Thisa  'n'  data:  WDXB,  Chatta 
nooga  has  a  lion  in  its  shop!  Pur- 
chased by  two  d.j.'s,  the  lion  will  be 
used  for  station  promotions  at  record 
hops,  remotes  and  sponsor  promo- 
tions .  .  .  For  the  32nd  year,  WO  WO, 
Ft.  Wayne  will  air  the  regional  and 
super  regional  IHSAA  Basketball 
Tournaments,  full \  sponsored  .  .  . 
The  Netc  1  ork  Herald  Tribune  be- 
gan, last  week,  an  affiliation  with 
two   suburban   stations:    WVIP.    Mt. 
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More  listeners  cost  less 
with 

Billion-Dollar  Evansville's 


Because   WGBF 

Delivers 

DOMINANT 

COVERAGE 

•  88.930  radio  hornet 
weekly 

•  86%  of  radio  homes 
In  Its  homo  county. 

Rlua  31%   of  radio 
onus   in  26  addi- 
tional   counties 

•  57%  more  radio 
homes  weekly  than 
the  next  highest 
Evansvllle  Station 
Source:   NCS   *  2 

Spot  advertising  campaigns  are  enhanced  by 
more  than  35  years  successful  programming 
experience,  and  backed  by  unequalled  mer- 
chandising and  marketing  support.  No  wonder 
WGBF  is  the  "buy-word"  in  the  Evansville 
Market! 

National  Representatives  •   Weed  Radio  Corp 

1280  KC  •  5.000  WATTS 

AFFILIATED  WITH   NBC   NETWORK 


AtV 


EVANSVILLE,  INDIAN.. 

WE  GENERATE  BUYING  FORCE 
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Kisco  and  WVOX.  New  Rochelle  and 
WSKN,  Saugerties  in  Hudson  Valley 
.  .  .  WTTM.  Trenton.  N.  J.  has  es- 
tablished a  "'Good  Samaritan''  award 
in  cooperation  with  its  community 
program  plan  .  .  .  Business  note:  Five 
independent  International  Harvester 
dealers  have  added,  on  WSB,  At- 
lanta, another  15  minutes  of  Farm 
News  Roundup. 

Station  staffers:  L.  Frederick 
Cain,  appointed  manager  of  network 
sales  and  of  fm  station  WNCN.  New 
York  .  .  .  Bill  Enis,  named  program 
director  of  KLIF,  Dallas  .  .  .  Don 
Peters,  to  promotion  manager  of 
WAND.  Canton,  0 Dave  Hilde- 


hrand,  to  merchandinging  manager 
for  KAFY,  Bakersfield  .  .  .  Richard 
Ridgeway,  to  sales  service  manager 
for  KRCA,  Los  Angeles  .  .  .  Joseph 
McCaffrey,  named  Washington  cor- 
respondent for  the  Crosley  Broadcast- 
ing Corp.  ...  J.  Stanley  Probst,  to 
assistant  to  the  president  at  WWIN, 
Baltimore. 


REPRESENTATIVES 


Notes    re    the    NAB    convention 
(16-19  March): 

•  Weed  will  hold  a  two-day  meet- 
ing for  people  from  all  nine  of  its 
offices. 


and 


WOC -TV 


FOR  BEST 
COVERAGE 
IN  THE 

NATION'S  47th 
TV  MARKET 

(Davenport,  Iowa     —     Rock  Island  Moline,  Illinois) 

The  Largest  Market  between  Chicago  and 
Omaha  .  .  .  Minneapolis  and  St.  Louis  .  .  . 
the  47th  TV  market  in  the  nation. 

Population  Effective  Buying  Income* 

1957  1958      1957  1958 


1,559,300 

Increase 


40,200 


$2,573,800,000 
Increase 


$2,668,806,000 
$95,006,000 


TV   Homes 


Retail   Sales" 


422,800 438,480 

Increase  —  15,680 


$1,855,864,000  __ 

$1,918,167,000 
Increase  -  $52,303,000 


w 

Col   B.  )    Palmer 
President 

1  rnest  C    Sanders 

t^^^^^^^^^ 

Resident  M.magcr 
Pax  Shaffer 

Sales  Manager 

Peters,  Griffin,  Woodward. 
Inc..    Exclusive    National 
Representatives 

THE  QL'INT  CITIES 

T- 

DAVENPORT     I 
BFTTFNDORF    1 

HOCK  INLAND      i 

channel 

MOLINE                        III 
EAST  MOLINE       ' 

Lm3 

'Sales  Management's  "Survey  of  Buying  Power  —  1958" 


WOC-TV  is  No.  1  in  the 
nation's  47th  TV  market — lead- 
ing in  TV  homes  (438,480), 
monthly  coverage  and  weekly 
circulation  —  day  and  night  — 
as  reported  in  the  Nielson 
Coverage  Service  No.  3,  Spring, 
1958.  For  further  facts  and  lat- 
est availabilities,  call  your  PGW 
Colonel   .   .   .   NOW! 


WOC-TV  Davenport,  Iowa  is  part  of  Central 
Broadcasting  Co.,  which  also  owns  and  operates 
WHO-TV    and    WHO    Radio,    Des    Moines,    Iowa 


•  As  it  looks  now,  the  Hilton  Ho- 
tel is  completely  booked  up  for  the 
convention,  and  the  nearby  Congress 
and  Blackstone  are  almost  filled  with 
the  over-flow. 

•  sponsor  will  have  its  headquar- 
ters in  suite  1105  at  the  Conrad  Hil- 
ton Hotel. 

Rep  appointments:  WNTA,  New 
York,  to  McGavern-Quinn  for  the 
New  York  market.  The  rep  firm  al- 
ready represents  the  station  nation- 
ally .  .  .  WBCB,  Levittown,  Pa.,-Tren- 
ton,  N.  J.,  to  Bob  Dore  Associates 
.  .  .  CKSL,  London.  Ontario  and 
CKCL,  Truru,  N.  S.,  to  DevNey  Inc. 
as  their  sales  reps  in  the  U.  S. 

Getting  personnel :  George  Hem- 
merle,  appointed  manager  of  the 
San  Francisco  office  and  Roy  Ed- 
wards to  director  of  West  Coast  op- 
erations at  George  P.  Hollingbery  .  .  . 
Kenneth  de  Vries,  to  the  sales  staff 
of  H-R  Reps,  Inc.  .  .  .  Frank  Sara- 
ceno  has  joined  Suburban  Broad- 
casting, a  rep  firm  for  "quality," 
long-hair  type  am  and  fm  stations  on 
the  suburban  North  Shore  .  .  .  Wil- 
liam Miller,  to  AM  Radio  Sales, 
Chicago,  as  a  sales  account  executive 
.  .  .  Julian  Kanter,  to  the  Chicago 
office  of  PGW  as  a  tv  account  execu- 
tive. 


TV  STATIONS 


Rep.  Glenn  Cunningham  (R., 
Neb.)  has  taken  up  the  torch  for 
tv  stations  in  the  industry's  fight 
against  the  FCC  ruling  requiring 
equal  time  be  given  politicos  whose 
opponents  even  appear  in  newsreels. 
He's  promised  to  introduce  a  bill 
that  would  relieve  the  broadcasters 
from  the  ticklish  situation  in  which 
the  FCC's  ruling  has  placed  them. 

Ideas  at  work: 

•  KTTV,  Los  Angeles,  had  the 
U.  S.  Army  join  forces  with  it  last 
week,  to  promote  "Citizen  Soldier 
Week"  in  Southern  Cal.  Bands,  pre- 
cision drill  teams,  Army  missiles  and 
space  age  weapons  for  soldiers  of 
tomorrow  were  featured  in  exhibits 
on  the  KTTV  parking  lot.  During  the 
four  days  of  the  promotion,  some 
35,000  people  visited  the  exhibit. 

•  Looking   for   a   name:    KTVH, 
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GENERAL  ELECTRIC  (Lamp 

Division)  lights  on  one  radio 
network  of  the  four:  CBS 
Radio. Strongest  current  here! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHS. 


Wichita,  is  holding  a  "Channel  12 
On  The  Go"  contest  to  find  a  name 
for  its  new  24  foot  mobile  remote 
trailer.  The  Prize:  "America's  newest 
Old  Car" — the  1959  surrey,  a  gas 
powered,  one  cylinder  car  construct- 
ed in  the  1900  style  with  modern 
safety  features,  worth  $1,500. 

•  WAVE-TV,  Louisville,  will  give 
visual,  as  well  as  audio,  disaster 
warnings  for  the  benefit  of  any  deaf 
people  viewing  tv.  The  warnings  will 
be  done  via  balop  or  on  a  blackboard 
with  live  camera. 

•  About  the  "Miss  World's  Best 
Movies"  competition:  WF1L-TV, 
Philadelphia,  has  extended  its  dead- 
line for  votes  to  15  March.  The  win- 
ner, determined  by  viewers'  votes, 
will  receive  an  around-the-world  all- 
expenses  paid  vacation  for  two  .  .  . 
WNBF-TV,  Bingamton,  N.  Y.  se- 
lected its  winner:  Janice  Hawley. 

Thisa  'n'  data:  AFTRA  and  the 
Screen  Actors  Guild  have  agreed 
to  negotiate  the  prospect  of  becoming 
a  one-card  union  in  tv  .  .  .  Business 
note:  The  DeSoto  dealers  of  Greater 
St.  Louis  area  (BBDO)  is  in  for  a 
13-week,  twice  a  week  campaign  on 
KMOX-TV's  10-minute  news  seg- 
ment .  .  .  KFDM-TV,  Beaumont  co- 
operated with  the  schools  in  the  area 
two  weeks  ago,  reminding  them  of 
the  showing  of  Hamlet  I  CBS  for  Du- 
Pont).  Station  also  sent  to  the 
schools,  a  suggested  study  guide  for 
the  presentation,  containing  lists  of 
questions  and  discussion  or  composi- 
tion topics  .  .  .  On  the  coverage  front: 
WKY-TV,  Oklahoma  presented  com- 
plete live  coverage  of  the  state  Sen- 
ate's and  House  of  Representatives' 
debate  on  the  liquor  prohibition  re- 
peal question,  evoking  a  congratula- 
tory editorial  from  the  Oklahoma 
City  Times. 

Anniversary  notes:  WWJ-TV,  De- 
troit, celebrating  its  12th  birthday 
this  week  .  .  .  Polly  Weedman,  of 
KOTA,  Rapid  City,  observing  her 
10th  anniversary  of  broadcasting  on 
the  station. 

Personnel-ly  speaking:  Louis  Sci- 
ortino,  named  local  sales  manager 
of  KTVH,  Wichita  .  .  .  Leonard 
Bridge,  to  business  manager  and  as- 
sistant secretary-treasurer  of  WOOD 
Broadcasting,  Grand  Rapids  .  .  .  Ar- 
thur Dorfner,  appointed  business 
manager,  W ABC-TV.  New  York.   ^ 
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fishing  MtKtniie  River  in  Oregon 


Nearly  ^/a  of  Oregon's 
buying  families  watch 

KVAL-TV 

KPIC-TV 


The  only  clear-picture  in  the 
Eugene  -  Springfield  -  Roseburg 
market  is  on  KVAL-KPIC.  One 
order  to  your  Hollingbery  man 
or  Art  Moore  and  Associates 
(Portland-Seattle i  covers  both 
stations. 


KVAL-TV  faerie 
NBC  Affiliate       Channel 


IE 


KPIC-TV  Roseburg  •  Channel  4 

Sotellite 
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CAMPBELL  SOUP  places  all 
of  its  network  radio 
business  on  CBS  Radio. 
For  biggest  helpings! 
This  network  has  delivered 
largest  commercial  minute 
audiences  all  along.  And  the 
new  Program  Consolidation 
Plan-with  unified  station 
clearances  and  strong 
program  sequencing-will 
increase  this  leadership. 

CBS  RADIO 
NETWORK: 

42%  LARGER  AUDIENCES 
PER  COMMERCIAL  MINUTE 
THAN  ANY  OTHER  RADIO 
NETWORK,  AVERAGING  OVER 
16  CONSECUTIVE  MONTHf 


AUTO 

(Cont'd  from  page  64) 

cars  built.  Net  incomes  of  the  Big 
Three  fell  sharply.  (Only  American 
Motors  upped  its  net  over  the  previous 
\ear.)  One  ray  of  light  pierces  this 
gloom  for  advertising,  however:  Over- 
all sales  picked  up  encouragingly  in 
the  last  quarter  of  1958  and  so  far  this 
year,  spreading  optimism  to  an  indus- 
try that  is  addicted  to  extremes  in  mood. 

To  launch  a  new  car,  the  company 
must  dip  into  capital  to  set  up  a  new 
ad  money  pool  since  there  is  no  kitty 
from  the  previous  year.  True,  a  small 
Chevrolet  might  be  considered  just 
another  model  in  the  Chevrolet  line. 
But  it's  unlikely  that  the  Big  Three 
will  dare  to  figure  that  way  —  not  if 
they  intend  to  compete  seriously  with 
the  Lark,  Rambler,  and  imported  small 
cars  (Volkswagen  intends  to  spend  $1 
million  on  advertising  this  year;  Ren- 
ault has  a  budget  about  half  that  size. 
sponsor  estimates  that  10  leading  for- 
eign economy  cars  now  invest  about 
$5  million  in  U.S.  advertising). 

If  all  the  foregoing  makes  1959  look 
like  a  zany  but  profitable  year  for  air 
media  advertising,  consider  this:  There 
is  a  strong  possibility  that  the  year 
will  see  many  more  domestic-built 
economy  cars  coming  to  market  than 
the  originally-rumored  trio  by  GM, 
Ford,  and  Chrysler.  Some  Detroit 
sources  predict  there  will  be  nine  small 
cars  introduced  by  the  Big  Three  this 
fall  and  in  1960. 

Since  Detroit,  however,  continues  to 
hedge  tomorrow's  situation  with  dodges 
and  denials,  here,  at  least,  is  a  run- 
down on  the  state  of  business  and  ad- 
vertising today  in  all  divisions: 
General  Motors:  Has  dominated  the 
U.S.  auto  industry  for  20  years.  Last 
year  racked  up  a  46.36%  share  of 
market  sales,  putting  it  about  1.5% 
over  1957  but  still  short  of  its  1956 
share  of  51.6%.  Nevertheless  over-all 
earnings  fell  25%  in  1958,  partly  due 
to  defense  order  cut-backs  and  partly 
due  to  a  13%  sales  dip.  Since  auto  in- 
dustry as  a  whole  showed  a  29r/r  drop 
last  year,  GM  was  not  the  sickest.  What 
success  it  had  was  largely  due  to  re- 
design in  all  divisions  resulting  from 
a  humiliating  1957  when  Ford  out- 
sold Chevrolet  and  Plymouth  topped 
Buick.  GM  spends  at  rate  of  $31.5 
million  in  net  tv.  Its  1958  investment 
in  spot  radio  was  $5.4  million;  in  spot 
tv,  about  $1.7  million. 


WHEELING 

37;  TV 

MARKET 

Television   Magazine   8/1/58 

One  Station  Sells  Big 
Booming  Ohio  Valley 


NO.   10  IN  A  SERIES: 

RIVER 

TRANSPORTATION 


Life-line  for  industry  and  a  major  -factor 
in  the  economy  of  the  thriving  WTRF-TV 
area  is  the  storied  Ohio  River.  On  its 
broad  surface  flowed  eighty-one  and  one- 
half  million  tons  of  cargo  in  1957,  more 
than  one  and  one-half  times  the  tonnage 
locked  through  the  Panama  Canal  in  the 
same  period.  The  cargo  carried  and  the 
people  who  handle  it  on  ship  and  shore 
are  more  reasons  why  the  WTRF-TV  mar- 
ket is  a  super  market  for  alert  advertisers 
...  a  market  of  425,196  TV  homes,  where 
two  million  people  have  a  spendable  in- 
come of  $2'/2  billion  annually. 

For  complete  merchandising  service  and 
availabilities,  call  Bob  Ferguson,  VP 
and   General   Mgr.,    at    CEdar   2-7777. 


National  Rep.,  George  P.  Hollingbery  Company 
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Cadillac:  So  far  this  year  is  about 
5,000  units  ahead  on  production  over 
last,  defying  just  about  every  law  of 
auto  design  and  advertising.  So  long 
in  wheelbase  that  some  parking  lots 
charge  extra  to  park  them,  a  rear-end 
like  an  exploding  comet,  lavish  chrome, 
and  no  air  advertising  except  net  ra- 
dio, it  apparently  is  keeping  up  its  an- 
nual sales  of  about  125,000  on  momen- 
tum of  prestige  name  set  long  ago. 
Oldsmobile:  Restyled  last  fall,  it  is 
thus  far  in  1959  holding  its  own  over 
production  for  the  same  period  last 
year  —  better  than  58.000  between  1 
January  and  15  February.  Using  net 
Iv.  spot  radio:  may  use  spot  tv  for  a 
flight  soon.  Begins  a  new  net  tv  show 
on  26  March. 

Pontiac:  Down  by  about  120,000  units 
last  year  from  1957,  but  after  fall 
face  lifting  is  now  ahead  for  1959  by 
more  than  10,000  cars.  Is  using  net 
tv  specials  to  good  advantage.  May  also 
come  into  spot  radio  shortly. 
Buick:  Last  year.  Buick  again  lagged 
behind  Chrysler's  Plymouth  in  sales  as 
it  did  in  1957.  surrendering  the  third 
position  it  had  enjoyed  for  years.  This 
vear,  Buick  got  off  to  brisk  start,  has 
produced  about  50.000  cars  since  1 
January,  nearly  twice  the  1959  pro- 
duction of  Plymouth,  which  has  been 
set  back  by  a  glass  supplier's  strike. 
Buick  has  nothing  currently  in  spot, 
nothing  in  net  radio,  but  is  in  net  tv. 
Chevrolet:  Spearhead  of  GM  line,  this 
make  regained  its  lead  over  Ford  in 
sales  last  year,  producing  more  than 
1.25  million  units.  This  year,  it  is 
running  slightly  ahead  of  its  last  year 
production  to  date,  turned  out  by  mid- 
February  222.623  cars.  Chevrolet  is 
investing  substantially  in  air  media — 
close  to  $17  million  in  net  tv.  It  cur- 
rently is  using  CBS  weekend  newscasts, 
and  plans  for  late  April  a  spot  radio 
flight  on  350  stations  in  150  markets 
with  10  to  12  announcements  weekly. 
Chrysler  Corp. :  Third  largest  U.S. 
car  producer,  Chrysler  claimed  13.92% 
of  car  sale  shares  in  1958,  a  drop  from 
its  record  high  of  1957  when  share 
rose  to  19.1%  on  strength  of  "Forward 
Look"  design  heavily  pushed  by  air 
advertising.  Last  year  was  the  first 
loss  (almost  $33  million)  suffered  by 
Chrysler  Corp.  since  1952  (its  profit  in 
1957  was  $120  million).  The  loss, 
however,  was  all  sustained  in  first 
three    quarters;    last    quarter    showed 


sharp  recovery  with  a  better  than  $11 
million  net  profit.  This  year,  Chrysler 
came  another  cropper.  Its  glass  sup- 
plier, Pittsburgh  Plate  Glass  Co.,  has 
been  shut  down  by  a  four-month  strike 
with  the  result  that  all  Chrysler  divi- 
sions have  had  to  curtail  production. 
But  Chrysler  has  been  in  jams  before 
(as  it  was  in  '52)  and  has  proved  it 
can  bounce  back  quickly.  The  com- 
pany currently  is  spending  at  rate  of 
about  $10  million  in  net  tv.  Its  1958 
investment  in  spot  radio  was  about 
$2.3  million;  spot  tv,  under  $1  million. 
Imperial:  Last  year,  13,691  of  these 
cars  were  produced.  So  far  this  year, 
2,711  have  been  built.  Only  air  media 
is  via  Chrysler  Corp.  tv  specials. 
Chrysler:  Like  most  of  its  stable-mates, 
suffered  in  sales  last  year — output 
down  from  118,733  in  1957  to  49,580 
in  1958.  So  far  this  year  it  is  going 
ahead  of  last  year  by  a  slight  margin. 
This  season  got  air  support  from 
Chrysler  Corp.'s  Fred  Astaire  Specials 
on  net  tv.  Will  probably  take  a  flight 
in  spot  radio  this  spring. 
DeSoto:  Slumped  from  a  high  in  1057 
of  117,747  cars  produced  to  36,386  in 
1958.  By  mid-February  this  year,  it 
produced  nearly  6,000  units,  not  much 


change  from  same  period  last  year.  It 
has  no  net  tv  or  net  radio.  It  is  in 
spot  tv,  however,  with  shows  in  major 
markets.  Where  it's  not  finding  right 
shows,  it  is  usin^  spot  radio. 
Dodge:  1958  output  was  114.00(1, 
down  from  1057  peak  of  202.380  cars. 
This  year  it  is  running  slightl)  ahead 
of  '57  with  more  than  13.200  cars  buill 
between  1  January  and  14  February. 
Its  use  of  air  media  right  now  is  lim- 
ited to  the  W elk  Show  on  net  tv. 
Plymouth:  Production  dropped  from 
655,526  cars  in  '57  to  300.008  in  1058. 
Plymouth  production  so  far  this  year 
lags  behind  19.58's  similar  period  ow- 
ing to  the  strike  at  Pittsburgh  Plate 
Glass.  It  will  be  in  spot  radio  top  50 
markets  as  soon  as  production  sched- 
ules go  back  to  normal.  It  has  decided 
not  to  renew  sponsorship  of  net  tv 
Welk's  Plymouth  Show  in  May.  and 
this  means  that  Grant  Advertising, 
which  handled  that  show,  drops  out 
of  the  Pl\  mouth  ad  picture. 

Next  week's  installment  will  cover 
Ford.  Studebaker-Packard  and  Amer- 
ican Motors  as  well  as  explore  market- 
ing and  media  problems  evolving  from 
last  year's  sales  slump  and  this  year's 
scheduled  small  cars.  ^ 
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It  works  like  a  charm  to  say  presto— the  first  name  in  instantaneous  recording 
discs.  Only  presto  makes  the  famous  presto  master,  the  ultimate  in  flawless, 
fleck-less  disc-recording  surfaces.  Only  presto,  alone  among  all  manufacturers, 
handles  every  intricate  step  in  the  manufacture  of  its  discs.  Why  use  a  disc  that 
isn't  PRESTO-perfect  ? 
bogen-presto  CO.,  Paramus,  New  Jersey.  A  Division  of  The  Siegler  Corporation. 

V^F/  Since  1934  the  ivorld's  most  carefully  made  recording  discs  and  equipment. 


SPONSOR      •      7    MARCH    1959 


83 


REMA 


says  Joseph  Dougherty,  Sales  Manager 

WJZ-TV 

BALTIMORE 

The  latest  Pulse  in  Baltimore 
sounds  a  triumphant  beat,  beat, 
beat  for  WJZ-TV.  Out  of  the  six 
top-rated  films  four  of  them  (includ- 
ing the  top  two)  were  United  Artist 
Features  telecast  by  WJZ-TV.  As 
WJZ-TV's  Sales  Manager  puts  it: 
"This    remarkable    record 
bears  out  our  past  experience 
with   UA  Features.   We  can 
always  count  on  them  for  top 
ratings  against  competition." 

The  high  scoring  UA  Pictures 
were:  shield  for  murder,  raiders 

OF  THE  SEVEN  SEAS,  CROSSED 

swords,  iroquois  trail.  They  ran 
November  5-12,  1958  from  6:00  to 
7:20  p.m.  These  features,  all  from 
United  Artists  "52  Award  Group," 
captured  an  average  of  56%  of  the 
audience  in  a  3  station  market.  A 
good  buy  for  WJZ-TV ...  a  good  buy 
for  you,  too! 

u.aa 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  7-8553 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-5886 
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Tv  and  radio 
NEWSMAKER 


Ken  Marthey  joins  United  States  Produc- 
tions, Inc.  as  v.p.  in  charge  of  tv  commer- 
cial spot  production.  He  was  most  recently 
tv/radio  group  head  at  McCann-Erickson. 
Prior  to  his  position  at  McCann,  Marthey 
was  senior  tv  producer  at  Benton  &  Bowles, 
where  much  of  his  production  was  for  P&G 
products.  From  1953  to  1955,  he  was  a  tv 
producer   for   Transfilm,   Inc.,   supervising 

commercials  and  sponsored  films.   The  United  States  Productions  Co. 

is  an   East  coast  producer  of  institutional,   industrial  and  tv   film. 

Kenyon    Brown   has  been  elected  to  the 

board  of  directors  of  Guild  Films  Co.,  Inc. 

He  was  previously  RAB  board  chairman; 

before   that,   chairman   of  the  CBS  Radio 

Affiliates  board.    Brown  is  owner,  director 

and/or  officer  of  many  firms  in  the  radio/ 

tv  field,  including  KCOP-TV,  Los  Angeles; 

Hogan    Broadcasting    Co.     (KFOX,    Long 

Beach)  ;    KIMO,    Kansas    City;    Midland 

Broadcasting    Co.,    St.    Joseph,    Mo.    and    State    Broadcasting    Co., 

Oklahoma  City.    He  is  also  v.p.,  director  of  the  Detroit  Baseball  Co. 

Terry  R.  Rice  has  been  named  national 
advertising  manager  of  all  media  for  the 
general  advertising  department  of  the  Bor- 
den Co.  Rice,  formerly  national  adver- 
tising manager  of  air  media,  now  has 
the  responsibility  of  supervising  the  de- 
velopment and  placement  of  advertising 
for  the  department.  He  joined  Borden's 
in  1952  as  assistant  national  advertising 
manager  of  air  media  after  holding  print  and  promotion  posts 
with  the  Shell  Oil  Co.,  the  Lambert  Co.,  and  Rand  McNally,  Inc. 


Richard  C.  Arbuckle,  midwest  manager 
of  Robert  E.  Eastman  &  Co.,  has  been 
elected  a  v.p.  His  broadcasting  background 
includes  experience  ranging  from  radio  sta- 
tion sales  management  for  a  Cleveland  in- 
dependent, to  tv  sales  in  Philadelphia,  then 
to  NBC  Spot  Sales  in  New  York.  Arbuckle 
was  subsequently  named  manager  of  NBC 
Spot  Sales  in  Chicago,  and  from  there, 
joined  Eastman  as  midwest  manager.  Arbuckle  will  remain  head- 
quartered in  Chicago,  as  v.p.  in  charge  of  midwest  sales  activities. 
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tip-off: 

to  timebuyers!  In  Nebraska  IT  TAKES  JUST  ONE!  KMTV, 
and  ONLY  KMTV,  scores  in  both  Omaha  and  Lincoln  — 
Nebraska's  ONE  big  market!  A  new  referee  (the  Lincoln 
ARB)  proves  Channel  3  is  Lincoln's  most  popular  station 
too!  Specifically,  KMTV  leads  in  more  quarter  hours  than 
the  Lincoln  station  and  in  more  quarter  hours  than  the 
other  Omaha  stations  combined!  KMTV  also  outpoints  all 
competition  7  to  3  for  Lincoln's  10  most  popular  shows! 
As  outlined  in  NCS  #3, 

REACH   MAKES  THE  DIFFERENCE! 

*  1       OMAHA 

kmtv 


P.S.    WE  ARE  WINNERS 
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Spot  tv  tops]  $500   million 

Just  as  sponsor  was  concluding  its  series  on  a  $500  Mil- 
lion Plan  for  spot  radio  (by  1963),  the  younger  branch  of 
the  air  media  made  headlines  with  the  news  from  TvB  that 
spot  tv  had  passed  the  half-billion  mark  in  1958  for  the  first 
time,  (see  page  44) 

That  spot  tv  is  at  least  five  years  ahead  of  spot  radio  in  the 
battle  for  national  advertising  dollars  cannot  seriously  be 
doubted  by  anyone  who  has  watched  the  giant  strides  which 
this  young  powerhouse  has  taken  during  the  past  decade. 

Spot  tv  faces  the  future  with  the  supreme  confidence  of  a 
all-winning  champion.  The  path  ahead  looks  bright.  It  is 
almost  certain  that  1959  and  1960  and  future  years  will 
bring  additional,  almost  automatic  gains  to  the  spot  tv  banner. 

Spot  radio,  on  the  other  hand,  faces  a  much  tougher  fight. 
But,  in  sponsor's  opinion,  its  future,  too,  can  show  steady 
even  spectacular  gains.  There  is  no  reason  why,  in  the  next 
five  years,  spot  radio  cannot  also  top  the  $500  million  mark. 

The  only  question  is — do  radio  men  want  this  goal  hard 
enough  to  organize  and  fight  for  it? 

The  Coming  NAB  Convention 

Next  week  air  media  men  from  all  over  the  country  will  be 
gathering  in  Chicago  for  the  opening  of  the  NAB  convention. 

As  an  aid  to  convention  delegates  sponsor  will  publish  a 
special  double  issue  with  one  section  devoted  to  conven- 
tion activities,  exhibitors,  and  the  problems  to  be  discussed. 

In  addition  to  the  subjects  scheduled  on  the  agenda  and 
those  which  will  be  argued  in  informal  corridor  conversations 
there  are  certain  other  problems  deeply  affecting  the  air 
media  which  may,  or  may  not,  be  brought  up  at  Chicago. 
These  are  questions  about  the  use  of  radio  and  tv  by  the  ad- 
vertisers and  agencies  whose  dollars  support  these  media. 

As  a  service  to  stations,  networks  and  station  representa- 
tives sponsor  will  air  these  current  advertiser  problems  and 
questions  as  part  of  its  convention  coverage. 

THIS  WE  FIGHT  FOR:  Better,  more  effec- 
tive commercials  on  both  tv  and  radio.  Only 
when  an  advertiser' 's  commercials  are  the  best 
possible  salesmen  for  his  product  are  the  air 
media  being  used  to  their  fullest  advantage. 


lO-SECOND  SPOTS 

Agency    terms    defined:    From    a 
mailing  by  Monroe  Printers,  Newton 
Upper  Falls,  Mass. — 
Research:    Hunting  for  the  guy  who 
moved  the  files. 

Under  consideration :  Never  heard  of. 
Under    active   consideration:     We're 
looking  in  the  files  for  it. 
Note  and  initial:  Let's  spread  the  re- 
sponsibility for  this. 
Confidential    memo:     There    wasn't 
time  to  mimeograph  this. 
See  me  and  let's  discuss:   Come  down 
to  my  office.    I'm  lonesome. 
To  give  someone  the  picture:  A  long, 
confused    and    inaccurate    statement 
usually  to  a  new  man  on  the  job. 
Conference:    Where    conversation    is 
substituted  for  the  dreariness  of  labor 
and  the  loneliness  of  thought. 

Help:  From  "Appointments  Vacant" 
column  of  The  Spectator.  London — 
"BBC  requires  a  Talks  Producer  .  .  ." 
We've  got  'em  on  this  side  of  the 
Atlantic  ivho  can  produce  lots  of  that. 

Spanish  radio:  Among  the  programs 
on  XEMT,  Matamoras,  Mexico,  being 
used  for  Pet  Milk  spots  by  Gardner 
Advertising  is  one  called,  Al  Son  de 
la  Polka.    Ah,  those  Latin  rhythms! 

Enterprise:  From  The  Washington 
Post  and  Times  Herald,  Washington, 
D.  C— 

"A  10-year  old  boy's  get-rich-quick 
scheme  backfired  yesterday  when  he 
was  charged  with  turning  in  five 
false  alarms  so  he  could  collect  money 
from  radio  station  WWDC. 

"The  boy  called  the  radio  station 
with  a  news  tip  after  each  alarm, 
Detective  Norbert  Vaccaro  said.  He 
told  Vaccaro  the  station  sent  him  $1 
for  the  first  tip. 

"Joe  Phipps,  WWDC  news  director, 
said  the  station  had  no  record  of 
sending  the  boy  anything.  He  said 
the  station  did  not  pay  for  false 
alarms." 

You've  got  to  draw  the  line  some- 
where. 

Courage:  While  reporting  a  hockey 
game  over  WINN,  Louisville,  sports 
announcer  Glenn  Harmon  expressed 
the  doubt  that  the  game  officials  could 
or  did  see  what  was  going  on.  That's 
mixing  public  service  with  sports- 
casting. 
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WHAS-TV 

LOUISVILLE 


IF  IT  IS  BIG 

and  IMPORTANT, 
its  on  WHAS-TV 


68  RACE  REMOTES 

JUST  PART 

OF  WHAS-TV's  BIG 

SPORTS  COVERAGE 


Sixty-eight  remotes  of  major  stakes  races 
.  .  .  not  counting  the  Kentucky  Derby  for 
seven  consecutive  years  .  .  .  that's  the 
record  of  WHAS-TV  Sports. 

WHAS-Televiewcrs  know  that  when 
a  BIG  television  sports  event  takes  place, 
WHAS-TV  is  the  place.  Stakes  races 
every  Spring  and  Fall  from  Churchill 
Downs,  University  of  Louisville  and  Uni- 


WHAS-TV  films  of  football,  track,  golf, 
tennis,  the  Indianapolis  500,  hockey  .  .  . 
every  sport  from  baseball  to  fencing  .  .  . 
all  are  covered  by  WHAS-TV  Sports. 

WHAS-TV's "Sportraits," at  10:45  p.m., 
Monday  through  Saturday,  is  Louisville's 
ONLY  COMPLETE  daily  sports  presen- 


tation. BIG 
CLUSIVE  . 


.  IMPORTANT 
WHAS-TV! 


EX- 


versity  of   Kentucky  basketball  specials, 

Your  Advertising  Deserves  WHAS-TV  Attention  .  .  . 
with  the  ADDED  IMPACT  OF  PROGRAMMING  OF  CHARACTER ! 


WHAS-TV 

Tulle 

Foremost  In  Service 
Best  In  Entertainment 


WHAS-TV       CHANNEL    1  1 ,  LOUISVILLE 

316,000    WATTS  —  CBS-TV    NETWORK 

Victor  A.  Sholis,  Director 

Represented  Nationally  by 
HARRINGTON,    RIGHTER    &    PARSONS,    INC. 


A  N  S  A  S     CI 


AMERICA'S    18th     MARKET 


h0r& 
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KMBC-TV 

Channel    9 
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Peters.  Griffin, 
Woodward,  mc. 
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KMBC-TV 

•NOW  SERVING  34J42  MORE 

TV  HOMES  WITH  CLASS  A  POWER 
THAN  ANY  OTHER  TV  STATION 
IN  THE  KANSAS  CITY  MARKET. 


the  g^StJir  ^ 


POWER".  316,000  Watts  from  a  "Tall  Tower"  make  KMBC-TV 
the  most  far-reaching  TV  station  in  the  Kansas  City  Area. 

PREFERRED  PROGRAMMING  of  ABC  network  productions 
including  a  popular,  new  DAYTIME  schedule  plus  the  station's 
own  local  program  features. 


IN    PROGRAM    POPULARITY 

from  3  P.  M.  to  10  P.  M.  KMBC-TV  LEADS  BY 
over  its  nearest  competitor  and  over 

the  third  station! 

Above  figures  from  ARB  4  wk.  survey  Nov.  '58 
Metropolitan  area  (Mondays  thru  Fridays) 


POPULATION  of  1,055,000  in  Greater  Kansas  City  area. 

INCOME  the  Effective  Buying  Income  of  Greater  Kansas 
City  is  more  than  2  Billion,  49  Million  Dollars  annually! 

5.  RETAIL  SALES  of  1  Billion,  400  Million  Dollars  annually! 

0.  STABILITY  "Kansas  City  ranks  third  among  cities  in  the 
nation  enjoying  prosperous  business  conditions.  It  is  the  largest 
city  showing  outstanding  gains  over  a  year  ago."... says  Forbes 
Business  and  Finance  Magazine  of  December  1958. 


'»  Kansas  (W  the  Swin*  *  to    K  M  B  C  "T  V 


Kansas  City's  Most  Popular  and  Most  Powerful  TV  Station 


DON  DAVIS,  President 
JOHN  SCHILLING,  Executive  Vice  Pi 
GEORGE  HIGGINS,  Vice  Pres.  &  Sail 
MORI  GREINER,  Manager  of  Televisi 


and  in  Radio,  it's  KMBC  aj  Kansas  City— KFRM^W  the  State  of  Kansas 
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for  muscle  in  yourin'arifeeting  .  .  . 

"^ — ^ — 

Pick  any  ox&%.  . 

or  two  ...  or  three 
or  four  ...  or  five! 

(each  favored  in  its  market) 


Where 

there's  a 
Storz 
Station 
there's 
audience! 


today's 

Radio  for 

today's  selling 


Todd  Stor;.  Preside-: 
Home  Office 
wdgv,  .•■ 


NEW  IMAGE 
TAKING  SHAPE 
IN  DETROIT 

A  further  look  at  the 
auto  picture  and  how 
small  cars,  new  design 
may  affect   air   media 

Page  33 


How  Conover 
buys  beauty  for 
tv  commercials 

Page   36 

What  you  should 
know  about 
station  groups 

Page  40 

SPECIAL  SECTION 
NAB  Convention 
supplement 
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AN  EXCITING  NEW  STATION 
DELIVERING  SATURATION 

COVERAGE  OF 
METROPOLITAN  NEW  ORLEANS 


ABC  Television  in  New  Orleans 

"THE  BEST  VIEW  IN  TOWN" 


Owned  and  Operated  by 

NEW  ORLEANS  TELEVISION  CORPORATION 


Represented  Nationally  by 

WEED  TELEVISION  CORPORATION 


New  York,  Chicago,  Detroit,  Atlanta,  Dallas,  Boston,  San  Francisco,  Los  Angeles 


Aladdin  made  things  happen  in  Arabia  .  .  .  and 


WPEN 

RADIO 
MAKES 
THINGS 
HAPPEN 
IN 
PHILADELPHIA 

WPEN  is  the  only  radio  station  in  Philadel- 
phia with  a  fighting  editorial  policy.  As  part 
of  this  grass-roots  campaign,  WPEN  cru- 
saded against  the  hoodlums  with  daily  edi- 
torials titled  "Where  Did  He  Get  The  Gun?" 
Result:  the  laws  are  being  changed  in  Penn- 
sylvania. In  Public  Service  — and  in  Sales  — 
WPEN  Makes  Things  Hap  pen  in  Philadelphia. 

WPEN 


Represented  nationally  by 
GILL— PERNA 


- 
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DIGEST  OF  ARTICLES 


New  shadow  over  Detroit 

33    Part  Two  of  a  two-part  series  on  the  present  state  of  automotives  and 
how  the   imminent   "■small   car  revolution"   may   affect   broadcast   media 

How  to  buy  beauty  for  tv  commercials 

36    Ad  agency  casting  heads  have  become  expert  in  talent,  says  Candy  Jones 
Conover,  and  here  are  some  things  they  now  look  for  in  tv  commercials 

Does  the  farmer  still  roll  his  own? 

39  Nashville  meat  packer  sees  widening  consumer  market  among  farmers  who 
forsake  grow-it-yourself  foods;   uses  radio   to  reach  this   new   consumer 

First  radio  station  on  wheels? 

40  WXLW    Indianapolis   puts   "Traveller"   into   operation.     $25,000    trailer- 
truck  unit  contain  studio,  lounge,  control  room,  10,000  watt  transmitter 

What  you  should  know  about  station  groups 

40    They're   becoming   more   important   to   air   media   picture   as   investment 
moves  result  in  putting  a  majority  of  video  stations  into  group  ownership 

New  coffee  ingredient:    teenagers 

44  They're  a  surprising  key  target  for  a  new  brand   (by  private-label  coffee 
firms).     Radio/tv    gets    Wheeling    test    campaign    off    to    a    quick    start 

Parti-Day  ads  help  the  competition 

45  Tv  promotion   for   dessert   topping   in   Green   Bay   test  pushes   up   sales 
of  competitive  toppings  about  25%.     Parti-Day  shipments  down  slightly 

sponsor  asks:    How   can    agencies    reduce    program 
production  costs? 

56    As  television  program  costs  reach  an  all-time  high,  a  program  packager 
and   two  agency  men   discuss  methods   for  lowering  show  expenditures 
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A  good 
SALESMAN 

commands 
respect 


•  •  • 


and 
so  does  a 

good 
STATION! 


A  really  good  salesman  commands  respect  for 
himself,  his  product,  his  company.   Respect 
means  confidence  —  belief  —  SALES! 

The  same  is  true  of  radio  stations.   Some  do  command 
respect,  and  this  does  make  a  difference!    People  in  Iowa 
have  respected  WHO  for  generations.   They  respect  the 
advertising  they  hear  on  WHO  because  they  know  that  WHO 
sees  to  it  that  everything  we  broadcast  is  dependable, 
respectable  and  sound — news,  sports,  entertainment 
AND  COMMERCIALS. 

As  a  result,  more  Iowa  people  listen  to  WHO 
than  listen  to  the  next  four  commercial  stations 
combined.  And  they  BELIEVE  what  they  hear! 


WHO 


(or  Iowa  PLUS ! 

Des  Moines    .    .    .    50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

Robert   H.   Harter,   Sales   Manager 


You  undoubtedly  evaluate  the  stations  you  select 
as  closely  as  you  do  your  salesmen.   When  you 
want  a  top-notch  radio  station  in  Iowa,  ask  PGW 
about  WHO  Radio — Iowa's  greatest! 


*,. 


jjjj 


Affiliate 


WHO  Radio  is  part  of  Central  Broadcasting  Company, 

which  also  owns  and  operates 

WHO-TV,  Des  Moines.  WOC-TV,  Davenport 


Peters,  Griffin,  Woodward,  Inc.,  National  Representatives 
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summer^radio 


ti 


l 


he  family  goes 


SPOT  RADIO  is  the  most  effective 
summer  medium  you  can  use  because 
Radio  goes  where  the  family  goes. 

Reach  people- wherever  they  are, 
at  home  or  on  vacation -with  SPOT 
RADIO. 


SPONSORED  BY  MEMBER  FIRMS  OF 


Avery-Knodel  Inc.  —  John  Blair  &  Company  —  Broadcast  Time  Sales 

Thomas  F.  Clark  Co.  Inc.  —  Harry  E.  Cummings  —  Robert  E.  Eastman  &  Co.  Inc. 

H-R  Representatives  Inc.  —  The  Katz  Agency  Inc.  —  McGavren-Quinn  Company 

The  Meeker  Company  Inc.  —  Art  Moore  Associates  Inc.—  Richard  O'Connell  Inc. 

Peters,  Griffin,  Woodward,  Inc.  —  William  J.  Reiily  Inc. 

Radio-TV  Representatives  Inc.  —  Weed  Radio  Corporation  —  Adam  Young  Inc. 


Jerry  Austin, 
sidekick  of 
"Cannonball" 
Mike  Malone  — 
rugged  men 
entrusted  to 
maintain  the 
nation's  com- 
mercial lifeline. 


ADVERTISERS 

SNAP  UP  ITC'S 
CANNONBALL 

New  Markets  Sold 

Each  Day-  Wire  No  w 

For  Your  Choice 

Of  Availabilities! 


Dynamic  action  adventure  and 
intense  human  interest! 


BRAND-NEW  by  Robt.  Maxwell, 
creator  of  LASSIE! 

INDEPENDENT 
TELEVISION 
CORPORATION 

488  Madison  Ave.  *N.  Y.  22  •  PLaza  5-2100 
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EWSMAKER 
of  the  week 


That  NBC  TV  intends  to  remain  a  powerhouse  of  talent  and 
big  name  stars  became  apparent  on  Friday,  6  March,  when 
Y&Ws  David  Levy  was  elected  vice  president  of  ISBC  and 
put  in  charge  of  television  network  programs  and  talent. 
Thus  Levy  steps  into  the  shoes  of  the  great  Manie  Sacks, 
brings  to  his  new  job  20  years'1  experience  in  entertainment. 

The  newsmaker:  David  Levy,  vice  president  and  associ- 
ate director  of  Y&Rs  radio/television  department,  has  many  capabili- 
ties, not  the  least  of  which  is  a  talent  for  tapping  just  the  right  big 
name  stars  for  the  right  shows.  Since  this  was  the  genius  of  the  late 
Manie  Sacks,  it  is  natural  that  NBC  turned  to  Levy  as  a  successor. 

In  tv  today,  the  big  name  star  is  all-important.  Tv  specials  and 
spectaculars  have  become  a  must  in  modern  programing.  This  season 
has  seen  a  lot  of  them  (16  specials  are  going  on  this  month)  and 
next  season  will,  in  all  likelihood,  see  many  more.  That  NBC  is 
particularly  a  champion  of  such 
specials  is  closely  allied  to  the  fact 
that  RCA  is  the  champion  of  color 
television.  But  the  success  of  any 
special  rests  largely  on  the  stars — 
and  the  bigger  the  names,  the  big- 
ger the  audience. 

To  track  down  and  sign  up  such 
personalities  takes  an  expert  in 
show  business;  to  keep  them  happy 
takes  an  expert  in  diplomacy.  For 
Y&R,  Dave  Levy  has  demonstrated 
a  proficiency  in  both.  He  knows 
the  big  names  by  their  first  names,  has  worked  and  played  with  them. 

Levy's  career  at  Y&R  goes  back  to  1938.  He  joined  the  agency  as 
writer  of  the  radio  program  .  We  The  People,  stayed  on  to  write, 
direct  and  supervise  many  of  Y&R's  top  radio  shows  until  1944  when 
he  was  commissioned  a  Lieutenant  in  the  Navy.  Following  the  war, 
he  returned  to  Y&R  as  supervisor  of  daytime  radio  programing,  be- 
came the  agency's  first  television  supervisor  in  1947.  In  1950,  he 
was  named  vice  president  in  charge  of  talent  and  new  programs, 
took  over  his  most  recent  post  less  than  a  year  ago. 

Levy  begins  work  at  NBC  on  1  April,  will  report  to  Walter  D. 
Scott,  executive  vice  president  of  the  tv  network. 

A  native  of  Philadelphia  and  a  graduate  of  that  city's  Wharton 
School  of  Finance  and  Commerce,  Levy  now  lives  in  Weston.  Conn., 
with  his  wife  and  their  two  children. 

Levy  has  written  many  plays  for  television,  many  short  stories 
and  articles  for  top  national  magazines.  ^ 


David  Levy 
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NEWSMAKER  STATION  of  the  WEEK 


FIRST  in  Hooper  Index  January-February  '59! 

Neck  and  Neck  in  Pulse.  Yes  sir  —  in  Dayton 
WING  is  KING  —  the  "sellingest"  radio  voice  in  the 
market.  Get  the  details  from  your  East/Man 
or  General  Manager,  Dale  Moudy. 


robert  e.  eastman  &  co., 


inc. 


national  representatives  of  radio  stations 


NEW  YORK: 

527  Madison  Avenue 
New  York  22,  N.  Y. 
PLaza  9-7760 


CHICAGO: 

333  N.  Michigan  Ave. 
Chicago,  Illinois 
Financial  6-7640 


SAN  FRANCISCO: 

Russ  Bldg. 

San  Francisco,  Cal. 

YUkon  2-9760 


DALLAS: 

211  North  Ervay  Bldg. 
Dallas,  Texas 
Riverside  7-2417 


ST.  LOUIS: 

Syndicate  Trust  Bldg. 
915  Olive  St. 
St.  Louis,  Missouri 
CEntral  1-6055 
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Go  right  to  the 


FOE.  go  ABC-TV 


TOP 
PROGRAMMING 

ABC  is  not  standing  pat. 
Four  great  new  series  are 
already  set  to  premiere 
this  fall!  Robert  Taylor  in 
The  Detectives.  A  new 
hour-long  adventure 
called  The  Alaskans.  A 
brand-new  series  starring 
Gale  Storm.  James  Mich- 
ener's  wonderful  Adven- 
tures in  Paradise.  In  the 
works  —  a  hatful  of  other 
top  new  programs! 

lonal  Nielsen  Feb.  I  Report  Average  Audience  per  Minute  Sunday-Saturday  7:30-10:30  PM  all  sponsored  evening  programs.  **NTI  Report  Nov.-Dec,  1958.  •••Nielsen  Nov.-Oec,  1958  CPM  CM  Delivered  Repon 


COLUMBUS,  GEORGIA 


TbTV 
Mate 


47 

County  Area 


SALES  MANAGEMENT  1956 
POPULATION  1,095,200 

FAMILIES  268,300 

EFF.  BUYING  INCOME         $1,256,409,000 


It's  Nice  To . . . 


What  You're  Getting! 


BALANCED  PROGRAMMING 
AUDIENCE  RATINGS 

•  COVERAGE 

•  COSTS  PER  THOUSAND 

•  TRUSTWORTHY  OPERATION 


WRBL-TV 


CALL  HOLLINGBERY  CO. 


by  John  E.  McMillin 

Commercial 
commentary 

Will  success  spoil  tv  ? 

Last  Sunday,  within  the  space  of  a  few  hours, 
I  read  a  one-page  ad  in  Life  for  GE's  new  electric 
can  opener  and  then  saw,  on  the  College  Bowl 
program  a  one-minute  tv  spot  for  the  same  GE 
gadget. 

I  am  sure  it  would  titillate  the  prejudices  of 
all  air  media  chauvinists  if  I  could  report  that 
the  tv  commercial  was  approximately  10.2  times 
as  interesting,  exciting  and  effective  as  the  print  presentation. 

Unfortunately,  however,  it  wasn't. 

GE's  tv  effort  was  a  fairly  pedestrian  example  of  the  commercial 
art.  Its  Life  ad,  on  the  other  hand,  was  a  slick  professional  lesson  in 
the  use  of  black-and-white  magazine  space. 

Both  tv  and  print  did  a  good  job  of  explaining  and  selling  a  rather 
curious  and  unfamiliar  new  appliance.  But  it  startled  me  to  realize 
that  tv  (which  should  be  able  to  beat  the  pants  off  print  in  such 
matters)   had  only  a  very  slight  edge. 

Obviously  the  ad  in  Life  couldn't  show  you  in  continuous  motion 
exactly  how  the  electric  can  opener  worked.  But  it  came  awfully 
close,  and  did  a  highly  satisfactory,  persuasive  piece  of  selling. 

Our  enemies  grow  stronger 

I  wonder  if  many  tv  men,  flushed  with  the  success  of  their  all- 
conquering  medium,  realize  that  the  techniques  of  print  advertising 
have  been  improving  rapidly  in  (the  past  12  months? 

I've  seen  no  hoopla  about  it,  no  frenzied  publicity  statements  from 
the  magazine  publishers  or  the  ANPA,  but  a  little  quiet  study  of 
the  ads  in  Life  and  the  Saturday  Evening  Post  and  the  Chicago 
Tribune  and  the  New  York  Times,  and  the  various  Sunday  supple- 
ments will  show  you  that  things  have  changed. 

Reading  these  same  publications  a  year  ago,  I  was  convinced  that 
the  print  people  were  so  scared,  befuddled  and  bewildered  by  the 
advent  of  tv  that  they  had  about  decided  to  turn  print  into  a  "bill- 
board" medium. 

Copy  was  being  all  but  eliminated  in  favor  of  big,  splashy  outdoor 
treatments  that  smacked  more  of  24-sheet  posters  than  of  hard- 
working and  convincing  sales  material. 

Today,  however,  sanity  has  returned  to  the  print  world,  and 
greatly  improved  national  advertising  can  be  found  in  almost  every 
major  magazine  and  newspaper.  Illustrations,  typography,  writing 
and  planning  all  show  evidence  of  a  sturdy  renaissance  within  the 
print  world. 

In  my  opinion,  the  general  level  of  print  advertising  is  higher 
than  it  has  been  at  any  time  in  the  past  30  years.  And  the  print 
media,  being  cheaper  (at  least  on  a  unit  cost  basis)  than  many  types 
of  tv  campaigns,  are  better  equipped  to  fight  for  advertising  dollars. 
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YOUR  Q  FOR  QUALITY 


In  Chicago  WNBQ  and 
WMAQ  mean  Quality  with  a  capital  Q!  And  everybody's 
handing  out  prizes  for  it  —  the  Audience  and  the  Trade.  ■ 
Chicago's  audience  votes  prizes  to  WNBQ  and  WMAQ 
every  day  .  .  .  from  early  morning  to  late  at  night.  In  tele- 
vision, WNBQ,  the  world's  first  all-color  station,  is  the  only 
network  television  station  in  Chicago  to  show  a  gain  in  total 
share  of  audience  over  the  year.*  ■  Jack  Paar  sews  up  late- 
evening  television  with  an  average  rating  of  16.1  between 
10:15  and  midnight;  28  per  cent  highei  than  the  highest 
rated  feature  film  during  this  time  period!**  ■  In  radio, 
WMAQ's  Henry  Cooke  leads  off  with  as  much  as  24  per  cent 


of  the  morning  audience.***  ■  Rounding  out  the  day  is  Jack 
Eigen,  the  nation's  most  imitated  interviewer,  with  as  much 
as  32  per  cent  of  the  late  night  audience!***  ■  Chicago's 
trade  votes  prizes  too!  ■  The  Chicago  Federated  Advertising 
Club,  for  instance,  awarded  the  two  stations  eight  first  places 
in  the  last  local  competition  for  programming  excellence. 
More  than  any  other  station.  ■  WMAQ  and  WNBQ  were 
the  only  Chicago  stations  cited  in  the  Broadcasting  and  TV 
Age  national  promotion  competitions.  ■  Other  national 
awards  include  citations  for  Alex  Dreier.  Clifton  Utley  and 
Len  O'Connor  for  excellence  in  news  coverage.  ■  Take 
YOUR  Q  for  success  in  Chicago . . .  take  Uf  UDf)  a  U/M  AH 

NBC  IN  CHICAGO    •    SOLD  BY  NBC  SPOT  SALES 


•ARB,Feb.'58&  Feb. '59     **ARD,  Feb.  '59     •••Nielsen,  Jan.  '59 


"Sunny" 
Knows 


"Sunny"  knows  WSUN  de- 
livers more  radio  homes,  at 
the  lowest  cost  per  home  of 
any  station  in  the  heart  of 
Florida.* 


WSUN  is  programed  for 
service  .  .  .  and  for  sales, 
and  has  been  making  friends 
in  Florida  for  31  years. 


620  KC 


"impo 


St.    Petersburg 


National  Rep: 

VENARD,  RINTOUL  &  McCONNELL 

Southeastern  Rep: 

JAMES  S.  AYRES 


•NCS  2 


Commercial  commentary    continued 


Caveat  victor 

All  of  which  should  prove  a  grave  and  sweetly  solemn  thought  to 
over-prejudiced  tv  enthusiasts. 

In  recent  years,  the  younger,  brasher  exponents  of  tv  advertising 
have  roamed  almost  unchallenged  through  agency  halls  shrieking 
"Anything  print  can  do,  we  can  do  better." 

Occasionally,  of  course,  they'd  pause,  cough  diffidently  like  a  GI 
at  his  first  medical  exam,  and  add,  "Except  color.  And  we'll  have 
that,  too,  some  day." 

But  in  general  they  have  been  pretty  objectionable.  And  the  fact 
that  tv,  since  about  1954,  has  been  almost  universally  victorious  in 
skirmishes  for  agency  billings  has  not  added  much  to  their  lovable 
amiability. 

I  think  it's  a  darn  good  thing  that  there's  a  revival  of  interest  in 
print  techniques.   (I  wish  the  same  were  happening  in  radio). 

Maybe  a  little  spirited  competition  will  wake  the  tv  boys  up  to  the 
unpleasant  fact  that  tv  advertising  is  not  yet  anywhere  near  as  ad- 
vanced as  it  should  be.  It  still  has  a  long  way  to  go. 

In  Chicago  recently,  I  asked  Leo  Burnett  whether,  in  his  opinion, 
the  best  of  tv  selling  is  as  good  as  the  best  of  print. 

He  said  flatly  no.  He  feels  that  most  tv  commercials  are  still  too 
"slick"  and  are  written  "too  close  to  a  copy  platform."  He  believes 
that  some  sort  of  creative  "breakthrough"  is  needed  to  give  tv  ad- 
vertising the  stature  it  should  have. 

The  Sub-Teen-Age  Giant 

One  reason,  of  course,  for  the  relative  (and  believe  me  it  is  only 
relative )  backwardness  of  tv  as  an  advertising  medium  is  that  this 
robust  giant  has  not  yet  reached  his  adolescence. 

At  the  age  of  12,  give  or  take  a  few  months,  he  is  still  teetering  on 
the  threshold  of  manhood,  and  still  trying  to  win  plaudits  for  some 
pretty  childish  tricks. 

Chief  among  these,  I  suspect,  is  the  reliance  on  flashy  techniques 
at  the  expense  of  solid  human  values  and  genuine  sales  ideas. 

Years  ago,  Frank  Capra  the  noted  screen  director,  was  asked  in 
a  radio  interview,  what  was  the  hardest  part  of  movie-making. 

"The  hardest  thing,"  said  Capra,  "is  to  remember  that  all  those 
tons  of  equipment,  those  thousands  of  dollars  in  cameras  and  lights, 
and  booms  and  sets  have  just  one  purpose:  to  catch  the  smile  on  the 
face  of  a  girl." 

Tv,  in  its  preoccupation  with  the  complex  and  expensive  techni- 
calities of  the  business,  tends  also  to  forget  the  smile  of  the  face  of 
the  girl — both  she  who  sells  and  she  who  buys. 

Sometimes  I  wonder,  in  fact,  whether  tv  can  or  will  learn  the  one 
great  lesson  which  radio  taught  the  advertising  business — the  in- 
credible power   of  direct,   simple,   person-to-person   communication. 

Too  much  of  today's  tv  advertising  is  tricky,  brassy,  gadgety,  and 
lacking  in  human  warmth.  Too  much  of  it  is  concerned  with  putting 
on  an  act,  and  not  with  friendly  persuasion. 

Potentially  of  course,  tv  is  the  greatest  advertising  medium  on 
earth.  But  there's  a  big  difference  between  potentials  and  present 
performances.  Is  tv's  very  success  spoiling  its  chances  for  improve- 
ment? ^ 
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wherever  they  be 


IN  N.  Y.  C.  and  VICINITY 

first  in  the  Negro  Community 


*> 


When  you  reach  for  the  Negro  Community  in  Metro- 
politan Greater  New  York  you're  tapping  a  market 
of  1,500,000  people  —  a  market  growing  faster  than 
any  other  portion  of  the  population  —  an  alert,  pro- 
gressive community  that  has  increased  over  40% 
since  1951  alone. 

Its  income  level,  too,  has  risen  proportionately  and 
it  spends  more  of  its  spendable  income.  In  the  New 

York,  New  Jersey  and  Connecticut  area  these  427,054 
families  are  willing  and  able  to  buy  the  many  good 
products  you  have  to  offer. 


Programming  IIV2  hours  a  day  to  the  needs  and 
interests  of  this  vital  economic  force,  WOV  is  the 
only  radio  station  that  reaches  the  17  county  Greater 
New  York  Negro  market  IN  ITS  ENTIRETY. 

A  valuable,  statistical  booklet  —  "Maximum  Sal 
in  The  Negro  Market  of  New  York"  will  give  you 
rich  insight  of  its  potential.  It's  yours  for  the  asking. 


wov 


r  V7  V  NEW  YORK 

Representatives:  John  E.  Pearson  Co. 
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WORLDS  LARGEST  CLASSROOM 


It  would  be  hard  to  find  three  programs  of  greater  distinc- 
tion —  and  greater  diversity. 

Continental  Classroom,  with  Dr.  Harvey  E.  White,  meas- 
ures its  success  in  its  ability  to  repair  the  dangerous  lag  in 
America's  science  education.  Network  television's  first  college- 
level  course  uniquely  serves  the  368,000  viewers  who  make  it 
the  world's  largest  class,  and  the  280  colleges  and  universities 
whc        .,  its  instruction  in  Atomic  Age  Physics  for  academic 


credit.  Within  a  week  of  the  second  semester's  opening  last 
month,  its  new  textbook  had  boomed  into  a  national  bestseller. 
Wagon  Train,  starring  Ward  Bond  and  Robert  Horton, 
measures  its  success  in  entertainment  that  draws  an  estimated! 
55,000,000  viewers.  Based  on  Nielsen  findings  (Feb.  I),  thisf 
hour-long  dramatic  Western  anthology  attracts  the  world's 
largest  television  audience  —  without  counting  the  additional 
millions  of  viewers  who  make  it  one  of  England's  top  shows. 


fl*J 


at  the  head  of  their  class 


WORLDS  LARGEST  TV  AUDIENCE 


WORLD'S  MOST  TALKED-ABOUT  TV  PERSONALITY 


The  Jack  Paar  Show  measures  its  success  as  a  delightful 
national  nightcap  and  morning-after  conversation  piece.  Spon- 
taneous and  unpredictable  as  only  live  television  can  be,  it 
has  made  its  irrepressible  host  Jack  Paar  the  most  talked- 
about  TV  personality  in  the  nation,  and  the  only  one  (in 
or  out  of  television)  to  appear  within  the  last  six  months  on 
the  covers  of  four  major  national  magazines— Time,  Life, 
Look  and  TV  Guide. 


No  less  than  the  distinction  of  these  three  programs, 
NBC  prizes  their  diversity  in  meeting  the  different  tastes  and 
needs  of  all  Americans.  From  Continental  Classroom  at  dawn 
to  Wagon  Train  at  dusk  to  Jack  Paar  at  midnight,  America's 
first  network  strives  for  the  true  measure  of  network  greatness 
—  totality  of  program  service. 

NBC  TELEVISION  NETWORK 


Blair  Radio 
Stations  build 
GIANT  sales 
for 


''those  tiny  little  tea  leaves" 


in  many  major  markets 


To  millions  of  home-makers,  "my  cup  of  tea"  always 
means  Tetley's. 

Basic  reason  —  in  addition  to  Tetley's  renowned  qual- 
ity-control —  is  the  sound  policy  of  advertising  concen- 
tration, mostly  in  one  powerful  medium  —  Spot  Radio. 
Carefully  allocated  to  give  most  effective  coverage  of 
Tetley's  best  markets. 

In  many  of  these  markets,  Blair  Stations  carry  a  heavy 
share  of  the  advertising  attack.  The  simple  fact  is: 
BLAIR  STATIONS  SELL.  Through  applied  audience- 
research,  they  have  developed  and  intensified  the  ele- 
ments that  give  radio  its  real  selling  power: 

1.  Local  interest  programming,  which  serves  listeners 
in  a  personal  way  that  no  distant  program-source 
can  duplicate. 

National  Representative  for  Major  Market  Stations: 


New  York WABC 

Chicago WLS 

Los  Angeles KFWB 

Philadelphia WFIL 

Detroit WXYZ 

Boston WHDH 

San  Francisco KGO 

Pittsburgh WWSW 

St.  Louis KXOK 


Washington WWDC 

Baltimore WFBR 

Dallas-Ft.  Worth KLIF- 

KFJZ 
Minneapolis-St.  PauL.WDGY 

Houston KILT 

Seattle-Tacoma KING 

Providence -Fall  River- 
New  Bedford WPRO 

Cincinnati WCPO 


2.  Local  selling  personalities,  who  endow  your  com- 
mercial messages  with  believability  that  converts 
ratings  into  cash-register  results. 

Over  40  stations  in  major  markets  are  represented  by 
John  Blair  &  Company,  by  far  the  most  important  group 
of  markets  and  stations  served  by  one  representative 
firm.  So  when  you're  thinking  about  radio,  talk  with 
your  John  Blair  man.  In  many  of  your  best  markets,  he 
represents  stations  that  really  sell. 


yL/&u^ 


Miami WQAM 

Kansas  City WHB 

New  Orleans WDSU 

Portland,  Ore KGW 

Denver KTLN 

Norfolk-Portsmouth- 
Newport  News WGH 

Louisville WAKY 

Indianapolis WIBC 

Columbus WBNS 


and  Company 


San  Antonio KTSA 

Tampa-St.  Petersburg WFLA 

Albany-Schenectady-Troy..  WTRY 

Memphis WMC 

Phoenix KOY 

Omaha WOW 

Jacksonville WMBR 

Oklahoma  City KOMA 

Syracuse WNDR 

Nashville WSM 


Knoxville WNOX 

Wheeling-Steubenville WWVA 

Tulsa KRMG 

Fresno KFRE 

Wichita KFH 

Shreveport KEEL 

Orlando WDBO 

Binghamton WNBF 

Roanoke WSLS 

Bismarck KFYR 
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Most  significant  tv  and  radio 

news  of  the  week  ivith  interpretation 

in  depth  for  busy  readers 


SPONSOR- SCOPE 


14  MARCH    1959 

Cpyrliht   ISM 

SPONSOR 

PUBLICATIONS  INC. 


Agency  program  executives  expect  lhat  next  season's  allotment  of  tv  network 
specials  will  be  at  least  50%  over  what  they  were  the  1958-59  season. 

One  agency,  McCann-Erickson,  is  molding  its  contract  terms  with  freelance  producers 
to  cover  this  contingency:  The  maximum  coverage  will  he  for  48  weeks,  instead  of  the 
previous  50-week  terms. 

Item:  The  current  month  of  March  will  set  a  record  for  the  number  of  spe- 
cials. Scheduled  for  this  month  are  17 — one  of  them  (Mary  Martin)  is  a  double-header. 
sponsor's  estimated  cost  of  talent  and  production  for  the  17:  around  $4.5  million. 


Here  are  evidences  that  the  cost  of  network  tv  will  remain  stabilized  for  an- 
other season: 

(1)  Agencies  that  have  been  shopping  for  next  fall  report  that  program  prices  are 
about  where  they  were  last  year — cheaper,  if  they're  bought  at  a  flat  figure  including 
repeats. 

(2)  CBS  TV  recently  took  a  look  at  its  rate  structure  and  decided,  excepting  isolated 
cases,  to  maintain  the  present  status  quo. 

Agencies  that  used  to  budget  5-10%  for  rate  increases  over  the  ensuing  year 
are  now  allowing  only  2-3%. 

The  flow  of  new  tv  spot  business  gave  reps  one  of  their  most  active  weeks  in 
months. 

Among  the  products  inquiring  for  availabilities  were  Texaco  (C&W).  Gulfspray 
(Y&R),  Colgate's  Fab  (Bates).  B-M's  Vitalis  (DCS&S),  General  Foods'  Tang  (Y&R).  Bor- 
den's Starlac  (DFS). 

Add  to  these  inquiries  Schenley's  Roma  Wine  (NC&K).  The  interest— in  a  limited 
number  of  markets  early  or  late — is  in  news,  sports,  and  weather  strips. 

On  the  radio  side,  activity  this  week  emanated,  among  others,  from  Champion  Spark 
Plug  (JWT),  in  about  100  markets  for  25  weeks  in  three  nights;  and  Blue  Bonnet  Mar- 
garine (Bates'! .  in  about  40  markets. 

Nielsen  is  resuming  its  complete  service  information  about  income  groups. 

The  research  firm  let  this  facet  lapse  during  the  war  because  rent,  price  of  family  car. 
and  other  items  ceased  to  be  good  indicators  of  economic  status. 
Of  late  there's  been  a  decided  demand  for  such  data. 


Even  though  there  are  no  industry-shaking  issues  on  the  agenda  as  far  as  advertisers  are 
concerned,  the  turnout  of  agency  people  at  the  NAB  convention  in  Chicago  (16-19 
March)  should  easily  be  on  a  par  with  that  of  recent  years. 

The  agency  people  coming  from  New  York  in  many  cases  will  have  specific  missions,  such 
as  (1)  trying  to  loosen  up  some  minute  spots  in  certain  markets,  and  (2)  probing 
broadcasters  on  the  kind  of  dealer  missionary  work  that  can  be  expected  of  them  where 
a  syndication  show  is  sponsored  exclusively  on  a  long-term  basis. 

They'll  also  be  keeping  their  eyes  open  for  word  on  the  single  rate  situation. 

(For  questions  agencies  would  like  to  see  tackled  at  the  convention,  see  p.  61.) 
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SPONSOR-SCOPE  continued 

Network  radio — specifically  NBC — will  get  quite  a  hypo  if  a  plan  that  a  New 

York  agency  is  working  up  gets  final  acceptance  by  ( 1 )  several  of  the  agency's  accounts,  and 

(2)  the  NBC  hierarchy. 

The  plan:  Devote  7:30  p.m.  to  10:30  p.m.,  Monday  through  Friday,  to  pro- 
graming that  would  appeal  to  people  not  tuned  in  to  tv.  It  would  cover  roundtable 
discussions,  music  hosted  by  a  Leonard  Bernstein  type,  a  revival  of  the  Town  Hall  of 
the  Air,  programs  dealing  with  literary  works,  magazine  articles,  etc. 

The  agency's  objective  is  to  get  two  clients  to  underwrite  at  least  a  third  of  the 
proposed  weekly  15  hours. 

Signs  are  beginning  to  appear  that  a  new  breed  of  media  director  is  coming 

up  over  the  horizon. 

Here's  what  he  will  be  bike:  An  operator  who  knows  how  to  compile  statistics  and 
analyze  them;  nevertheless  he  will  retain  confidence  in  his  hunches  and  will  skillfully 
blend  them  with  figures  and  experience. 

Unlike  the  strictly  slide-rule  gentry,  he  will  take  patterns  and  trends  and,  spicing  them 
with  imagination,  will  find  new  uses  and  approaches  for  tv  and  radio — showing  the 
client  that  he  hasn't  reached  the  end  of  the  road  in  the  air  media. 

Station  farm  directors,  according  to  a  fast  check  made  by  SPONSOR-SCOPE,  will 
find  national  farm-station  advertisers  sympathetic  to  complaints  about  the  drastic 
thinning  of  the  farm  experts'  job. 

In  a  letter  to  the  FCC,  the  National  Association  of  Tv  and  Radio  Farm  Directors 
is  calling  attention  to  the  fact  that  a  number  of  erstwhile  proud  farm  stations — most  of  whom 
have  since  switched  their  appeals  to  metropolitan  audiences — have  discontinued  their 
farm  departments. 

SPONSOR-SCOPE's  inquiries  among  admen  who  do  much  business  with  farm  stations 
indicates  that  in  a  large  number  of  cases  buys  are  influenced  by  the  farm-director's 
personality  as  much,  if  not  more  than,  the  facility  itself. 

There's  a  three-way  battle  going  on  in  the  beverage  field  for  the  teenagers' 
patronage. 

Locked  in  the  tug-of-war  are  (1)  the  soft -drink  people,  (2)  the  coffee  roasters,  and 

(3)  the  milk  producers,  who  are  alarmed  at  the  diminishing  consumption  of  this  product 
at  the  teen-age  level. 

One  of  the  factors  prompting  the  contest:  During  the  next  10  years  the  age  brack- 
ets that  will  have  the  biggest  rise  include  the  teenagers. 

Incidentally,  Pepsi-Cola's  crash  through  to  the  youth  had  a  lot  to  do  with  Coca-Cola's 
recent  switch  of  advertising  emphasis  in  that  direction. 

(For  more  on  what  the  coffee  associations  have  been  doing  to  win  over  the  teenagers,  see 
Hafner  Coffee  case  history  on  page  44.) 

Look  for  sports  in  tv  to  take  on  an  even  greater  commercial  significance. 
From  current  indications,  professional  sports  events  on  the  networks  will  come  close 
to  a  sellout. 

Among  the  reasons  for  this  surge:  (1)  The  phenomenal  success  story  achieved  by  Bayuk 
Phillies  with  sports  the  past  year,  (2)  the  low  cost-per-thousand  obtainable  for  male  au- 
diences, and  (3)  the  fact  that  you  don't  need  a  big  budget  for  a  sustained  effort. 

Just  to  show  how  desirable  sports  have  become  as  a  tv  commodity:  CBS  TV,  ABC  TV, 
and  Ed  Shurick's  Sports  Network  this  season  bid  against  NBC  TV  for  the  rights  to 
the  NCAA  football  games  (a  $5-million  package),  although  NBC  eventually  got  the  prize 
again. 

(See  30  August  1958  SPONSOR-SCOPE  for  financial  facts  about  tv  sportscasts;  also  21 
March  issue  of  sponsor  for  roundup  of  sponsor  participation  in  the  1959  baseball 
season. ) 
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SPONSOR-SCOPE  continued 

As  usual,  ABC  TV  got  the  jump  this  week  on  the  other  networks  in  pitching 

(1)   its  updated  story  of  accomplishment,  and   (2)   new  property  lineups. 

It  was  a  repeat  of  two  years  ago — first  the  Waldorf-Astoria,  then  a  showing  in  Chicago 
(Monday,  16  March). 

Highlights  of  the  statistical  exhibit:  ABC  TV  claims  that  in  terms  of  nighttime  com- 
petition it  has  the  lowest  cost-per-thousand  this  season  and  is  close  to  parity  with  its 
competitors  in  average  audience-per-minute. 

Of  the  nine  new  shows  tentatively  scheduled  for  next  fall,  three  each  are  of  the  cops- 
and-robbers  and  adventure  stripe,  two  are  situation  comedies,  and  only  one  is  a 
western. 

The  big  revelation  in  the  cigarette  field  this  week  was  the  extent  to  which 
American  Tobacco  has  had  to  cut  back  on  Lucky  Strike — giving  up  Jack  Benny. 

It's  no  secret  that  the  move  was  made  with  great  reluctance  in  more  than  one  way; 
for  there  has  been  a  close  relationship  for  years  between  Benny  and  American's  Paul 
Hahn. 

Still  going  strong  for  American  are  Pall  Mall  and  Tareyton. 

Judging  from  a  study  that  Nielsen  did  for  NBC  TV  in  connection  with  a  pitch  for 
some  Clairol  business,  an  advertiser  can  go  to  another  network  at  the  other  end  of 
the  clock  and  add  an  entirely  new  audience  at  a  favorable  rate. 

The  calculations,  based  on  the  November- December  1958  NTI,  show: 

1)  Clairol,  as  an  alternate  week  sponsor  of  I  Love  Lucy,  got  an  accumulative  rating 
of  35.9  over  a  month'9  time.   Price  per  week  for  time  and  talent:  $85,000. 

2)  If  the  same  account  had  added  a  weekly  participation  on  Today  ($7,500)  it 
would  have  had  an  unduplicated  rating  of  14.3  over  four  weeks  (or  a  cumulative  of  45.7 
when  combined  with  Lucy)  ;  moreover,  it  would  have  increased  the  number  of  entirely 
different  homes  by  27%  at  an  additional  cost  of  only  9%. 

Two  new  talent  deals  adding  up  to  $35  million-^Perry  Como  for  Kraft  and  the 
Desilu  Playhouse  renewal  for  Westinghouse — point  up  the  growing  goodwill  values  that 
tv  names  have  in  client-dealer  relationship. 

What  both  advertisers  basically  bought  was  the  services  of  Como  and  Desi  Arnaz-Lucille 
Ball  as  potent  ambassadors  at  sales  and  dealer  conventions  and  other  types  of  per- 
sonal affairs. 

Of  course,  Kraft  gained  another  long- wanted  desire:  Somebody  as  similar  as 
possible  to  Bing  Crosby  to  take  over  the  stewardship  of  the  Kraft  Music  Hall. 

How  important  the  traveling  star  is  to  todav's  merchandiser  is  attested  by  another  de- 
velopment the  past  week:  Lorillard,  Revlon,  and  Colgate  each  put  in  a  bid  for  the  Ed 
Sullivan  show  when  the  report  got  out  that  Mercury  might  not  renew  for  next  year. 

In  pitching  Allen  against  Ed  Sullivan,  NBC  TV  is  making  capital  of  the  fact  that 
Sullivan's  longevity  has  tended  to  up  the  age  groups  of  his  housewife  viewers. 

Here's  a  table  showing  the  ratings  of  all  Sullivan  tv  homes  having  housewives  in  these 
age  segments,  as  based  on  the  November-December  NTI: 

rating  by  age  of  housewife 
16-34  35-49  50  &  over 

39.8  39.6  38.7 

34.2  42.8  42.3 

17.5  23.4  34.0 

Note  how  in  1954  Sullivan's  audience  was  evenly  distributed  among  the  groups. 
P.S. :    One  plus  about  Sullivan  that  should  be  taken   into   account   is  his  effectiveness 
over  the  years  as  a  spokesman  for  the  advertiser  off  the  air  (see  item  above). 
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YEAR 

NATIONAL  RATING 

1954 

39.6 

1956 

40.9 

1958 

25.1 

SPONSOR-SCOPE  continued 


From  the  viewpoint  of  average  homes  delivered  by  all  its  tv  network  shows,  P&G  is 
in  the  midst  of  an  unusually  successful  season. 

According  to  the  first  February  Nielsen,  P&G's  nine  programs  averaged  out  to 
10.9  million  homes.    Total  commercial  minutes  per  week:  19. 

Gillette  joined  the  golden  circle  of  the  top  10  spenders  in  network  tv,  as  to  time 
expenditures,  in  1958. 

The  LNA-BAR  estimates  for  the   10  leaders  last  year,  as  disclosed  by  TVB: 


1. 

Procter  &  Gamble 

$50,638,647 

6. 

American  Home  Prod. 

$20,507,683 

2. 

Colgate 

22,857,497 

7. 

Gillette  Co. 

16,132,360 

3. 

Lever  Bros. 

21,958,373 

8. 

Bristol-Myers 

16,072,802 

4. 

General  Foods 

20,733,118 

9. 

R.  J.  Reynolds 

16,002,213 

5. 

General  Motors 

20,593,366 

10. 

Chrysler 

14,341,471 

Watch  for  Ford  to  enter  next  season  with  a  real  programing  gasser  in  concept 
and  name  impact. 

This  note  can  serve  as  another  confirmation  for  something  that  automotive  marketers  are 
saying:  The  sheer  advertising  weight  of  the  low-priced  cars,  like  Ford,  Chevrolet  and 
Plymouth,  have  been  making  it  mighty  tough  competitively  for  the  1959  medium- 
priced  lines. 

It's  a  problem  that  has  Buick,  Mercury,  DeSoto,  Pontiac  and  the  others  on  that  level 
threshing  around  for  new  approaches. 

Things  are  looking  up  for  the  independent  Canadian  tv  broadcasters  in  the 

matter  of  time  allocations  from  the  CBC. 

The  English  side  of  CBC  TV  has  agreed  to  give  back  6^4  hours  of  evening  time 
to  the  independents. 

Two  likely  periods  are  Saturday  8-9  p.m.  and  Wednesday  7:30-8:30  p.m.,  both 
of  which  the  independents  will  use  for  syndication. 

The  Perry  Como  show  now  occupies  the  Saturday  period,  while  Disneyland  (with  Lever 
and  Bromo  Seltzer  among  the  advertisers)  has  the  Wednesday  hour. 

Ask  the  plans  board  chairman  of  an  agency  knee-high  in  tv  what  his  biggest 
challenges  are  and  he's  likely  to  mention  these  at  the  top  of  the  list: 

1)  Charting  a  sound  five-year  course  for  so  dynamic  a  medium  as  tv  so  that  the 
client  can  intelligently  fit  tv  into  his  long-range  production  and  marketing  plans. 

2)  Finding  some  satisfactory  answers  to  the  creative  approach  for  tv  commer- 
cials so  that  the  client  can  fairly  know  that  he  doesn't  have  to  outspend  a  competitor  to 
produce  the  right  impact  and  results. 

Getting  a  network  tv  program  started  after  it's  been  approved  by  the  client  is 
getting  to  be  more  and  more  complicated,  agency  men  say. 

If  the  client  is  interested  only  in  alternate  weeks,  the  network  is  reluctant  to 
commit  itself— unless  there's  a  possibility  of  getting  a  compatible  product  for  the  other  weeks. 
And  even  if  such  a  second  advertiser  is  available,  the  network  is  inclined  to  hem  and  haw, 
figuring  the  spot  may  lure  something  better  suited  to  the  fall  lineup. 

In  the  meantime  the  agency  can  only  sit  and  stew. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6; 
Spot  Buys,  page  94;  News  and  Idea  Wrap-Up,  page  102;  Washington  Week,  page  97;  SPONSOR 
Hears,  page  100;  Tv  and  Radio  Newsmakers,  page  122;  and  Film-Scope,  page  98. 
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IT  COMMUNICATES! 

The  deft  flick  of  a  woven  blanket  over  a  smoldering  wood-fire  once  translated  wisps  of  smoke  into  meaning  that  produced  action. 
Electronic  images  have  replaced  the  smoke  signals  of  the  Mackinaws,  but  the  sense  of  communication  remains.  Now,  the  "flick" 
switches  on  television  sets  to  the  only  real  communication  WOODIanders  know  —  WOOD-TV!  It  blankets  their  firesides,  weaving 
messages  that  inspire  the  buying  action  of  the  whole  tribe.  Got  the  message?  Signal  for  the  Katz  brave  and  give  'im  your  schedule. 

WOOD-TV    is  first        morning,  noon,  night,  Monday  through  Sunday  November  '58  ARB  Grand  Rapids 
WOOD-AM   is   first  morning,   noon,    night,    Monday   through    Sunday   ApriL '58   Pulse    Grand    Rapids 


WOOD 


AM 
TV 


WOODIand  Center, 
Grand  Rapids,  Michigan 

WOOD-TV— NBC  Basic  for  Western 
and  Central  Michigan:  Grand  Rapids, 
Battle  Creek,  Kalamazoo,  Muskegon 
and  Lansing.  WOOD-Radio  — NBC. 


<&£$ 


CAPTIVE  MARKET 


49th  anc 
Madison 


22 


"Who's  on   first?" 

The  old  question  of  "who's  on  first" 
comes  vividly  to  mind  in  connection 
with  the  article  "New  Car  Woes 
Boom  Muffler  Market"  in  the  7  Febr- 
uary issue  of  your  magazine. 

In  your  article  you  have  credited 
Maremont  with  being  "First  of  fast- 
growing  $290  million  dollar  indus- 
try to  tie  tv  to  problems  of  muffler 
marketing." 

The  true  facts  will  not  bear  this 
out.  Not  only  is  Maremont  not  first 
in  the  use  of  television,  it  is  not  even 
first  in  the  use  of  the  programs  it  has 
selected  for  this  purpose. 

By  checking  with  NBC  you  can 
quickly  ascertain  the  fact  that  Midas 
Inc.  for  Midas  Muffler  Shops  ran  a 
schedule  on  the  Dave  Garroway  "To- 
day" show  during  the  spring  and 
summer  of  1957. 

From  all  we  have  been  able  to  de- 
termine, this  represented  the  first  use 
of  national  television  for  the  sale  of 
automotive  mufflers  exclusively. 

There  is  no  disparagement  of 
Maremont  intended  here.  We  mere- 
ly seek  to  set  the  record  straight  re- 
garding the  pioneering  of  television 
by  our  client.  Midas  Inc. 

Philip  Rouda,  v.p. 
Bozell  &  Jacobs  Inc. 
Chicago 

•  SPONSOR  should  know  by  this  time  that 
"firsts"  at  this  date  are  rarities  in  air  media. 
■SPONSOR  should  also  have  remembered  a  Midas 
item,  including  a  pie  of  Mr.  Ronda,  in  its  1 
March  1958  issue.  But  at  least  we  proved  you 
can    sell     mufflers    on    tv /radio. 

Cartoon   characters 

We  are  attempting  to  develop  some 
information    on    the    use    of   cartoon 
characters   in   advertising.    We  have 
been   told   that   several   articles  have 
appeared   in   sponsor  which   pertain 
to  our  study.    These  articles  are: 
"Some  facts  you  should  know  about 
animation" — 23   August   1958- 
page  40 
"Tv's    new     star    salesman"  —  26 
April,  1958— page  39 
(Please  turn  to  page  29) 
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FOR  ENTIRE  YEAR! 


12-MONTH 
AVERAGE 
FOR  22 
MAJOR 
MARKETS  . 


Pulse  Multi-Market 
Weighted  Average 
U.  S.  Pulse  Spot 
Film   Reports, 
November,   1957 
thru  October,  1958 
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THE  ONLY  SHOW  THAT  COMPETES  WITH  A  ZIV  SHOW  IS  ANOTHER  ZIV  SHOW! 


ZIV  SHOWS 


A 


JAN. '59         DEC. '58        NOV. '58        OCT.  58       SEPT. '58 


MIAMI 

WTVJ 

40.1 

RATING 

67.8% 
Share  of 
Audience 


BEATS  Wagon 
Train,  Garry 
Moore,  Red 
Skelton,  Perry 
Como,  Rifle- 
man, Jack 
Benny  and 
many     others. 


ARB 


DETROIT 

WJBK-TV 

22.8 

RATING 

49.1% 
Share  of 

Audience 


BEATS  What's 
My  Line,  Al- 
fred Hitch- 
cock, Groucho 
Marx,  Ed  Sul- 
livan, Phil 
Silvers,  Bob 
C  u  m  m  i  n  g  s 
and  many 
others. 

ARB 


SEATTLE- 
TACOMA 
KOMO-TV 

32.2 

RATING 

38.5% 
Share  of 
Audience 


BEATS 

Show, 

Young, 

less 

Desilu 

house 

Skelton 

Gun,  Wi 

el    and 

others. 


Chevy 

Loretta 

Rest- 

G  u  n, 

Play- 

,     Red 

,    Have 

II  Trav- 

many 

ARB 


NEW 
ORLEANS 
WDSU-TV 

33.6 

RATING 


56.1% 
Share  of 
Audience 

BEATS  Have 
Gun  Will  Trav- 
el, Rifleman, 
Danny  Thom- 
as, Wyatt  Earp, 
Phil  Silvers, 
Ed  Sullivan 
and  many 
others. 

ARB 


WICHITA 

FALLS 
KSYD-TV 

41.7 

RATING 
70.8% 

Share  of 
Audience 

BEATS  People 
Are  Funny, 
Wells  Fargo, 
Ed  Sullivan 
Danny  Thom- 
as, Groucho 
Marx,  Perry 
Como  and 
many     others. 


ARB 


CHARLESTON 

S.  C. 

WUSN-TV 

33.1 

RATING 


64.3% 
Share  of 
Audience 

BEATS  Steve 
Allen,  Mav- 
erick, Danny 
Thomas,  Walt 
Disney,  Desilu 
Playhouse, 
Red  Skelton 
and  many 
others. 


ARB 


DETROIT 

WJBK-TV 

30.9 

RATING 

72.7% 

Share  of 
Audience 


BEATS  Danny 
Thomas,  Lor- 
etta Young, 
Peter  Gunn, 
Ernie  Ford, 
Groucho  Marx, 
Ed  Sullivan 
and  many 
others. 


ARB 


BUFFALO 


WBEN-TV 


39.2 

RATING 

62.9% 
Share  of 
Audience 


BEATS  Wyatt 
Earp,  Wagon 
Train,  I  Love 
Lucy,  Maver- 
ick, Ed  Sulli- 
van, GE  Thea- 
tre and  many 
others. 


ARB 


CHICAGO 

WGN-TV 

22.9 

RATING 

36.1% 
Share  of 
Audience 


BEATS  The 
Lawman,  Ed 
Sullivan,  Pat 
Boone,  Ernie 
Ford,  Jackie 
Gleason,  Peo- 
ple Are  Funny 
and     many 


others. 


ARB 


DES  MOINES 

KRNT-TV 

43.5 

RATING 
72.5% 

Share  of 
Audience 

BEATS  Desilu 
Playhouse, 
I've  Got  A 
Secret,  GE 
Theatre,  Ed 
Sullivan,  Phil 
Silvers,  Perry 
Como  and 
many  others. 

ARB 


BATON 

ROUGE 

WBRZ-TV 


41.1 

RATING 

68.0% 
Share  of 
Audience 


BEATS  Danny 
Thomas,  Peo- 
ple Are  Funny, 
Jerry  Lewis, 
Gunsmoke, 
Phil  Silvers, 
Ed  Sul  I  ivan 
and     many 

0therS-  ARB 


GREENSBORO- 

WINSTON- 

SALEM 

WSJS-TV 


317 

RATING 

79.3% 
Share  of 
Audience 


BEATS  Alfred 
Hitchcock, 
Real  McCoys, 
George  Burns, 
Steve  Alien, 
Perry  Como, 
Groucho  Marx 
and  many 
others. 


ARB 


SACRA- 
MENTO 
KCRA-TV 


40.1 

RATING 
72.5% 

Share  of 
Audience 


BEATS  Rest- 
less Gun,  Gun- 
smoke,  Wagon 
Train,  Perry 
Como,  Steve 
Allen,  Groucho 
Marx  and 
many  others. 


ARB 


DENVER 

KLZ-TV 

23.8 

RATING 

46.5% 
Share  of 
Audience 

BEATS  Bob 
Cummings,  Oz- 
zie  and  Har- 
riet, Dragnet, 
Wells  Fargo, 
Jack  Benny, 
Groucho  Marx, 
and  many 
others. 


ARB 


ATLANTA 

WAGA-TV 

23.6 

RATING 

55.4% 
Share  of 
Audience 


BEATS  Ed  Sul- 
I  i  va  n  ,  Bob 
Cummings, 
Suspicion, 
Ozzie  &  Har- 
riet, Steve  Al- 
len, Buckskin 
and  many 
others. 


ARB 


RATE  GREAT! 


AUG.  '58 

JULY  '58 

JUNE  '58 

MAY  '58 

APR.  '58 

JACKSON- 

NEW YORK 

BILLINGS 

BATON 

VILLE 

CITY 

EUREKA,  CAL. 

ROUGE 

WMBR-TV 

OA1 

WCBS-TV 

07  E 

KIEM-TV 

at\ 

KGHL-TV 

AHA 

WBRZ-TV 

jinn 

34.7 

0/.3 

4/.1 

4z4 

40.9 

RATING 

RATING 

RATING 

RATING 

RATING 

57.1% 

72.8% 

82.5% 

74.1% 

56.6% 

Share  of 

Share  of 

Share  of 

Share  of 

Share  of 

Audience 

Audience 

Audience 

Audience 

Audience 

BEATS     Phil 

BEATS    What's 

BEATS    God- 

BEATS  Gun- 

BEATS  Disney- 

Silvers,  Wyatt 

My    Line,    Ed 

frey's    Talent 

smoke,     Phil 

land,    Life    of 

Earp,  Dragnet, 

Sullivan, Wyatt 

Scouts,    Burns 

Silvers,  Zorro, 

Riley,  Groucho 

Zorro,    Bob 

Earp,  Phil  Sil- 

& Allen,    Jack 

DannyThomas, 

Marx,    Pat 

C  u  m  m  i  ngs, 

vers,     1     Love 

Benny,   Phil 

Maverick,  Ed 

Boone,     Wells 

Burns  &  Allen 

Lucy,    $64,000 

Silvers,    Dis- 

Sullivan   and 

Fargo,      Dinah 

and     many 

Challenge  and 

neyland,    Mav- 

many  others. 

Shore    and 

°therS-           ARB 

many  others. 

e  r  i  c  k     and 

ARB 

many  others. 

ARB 

many  others. 

ARB 

ARB 

JACKSON- 
VILLE 
WFGA-TV 

18.6 


RATING 

66.0% 
Share  of 
Audience 

BEATS  Wagon 
Train,  Suspi- 
cion, Life  of 
Riley,  People 
Are  Funny, 
Goodyear 
Theatre, 
Groucho  Marx, 
and  many 


others. 


ARB 


NEW 
ORLEANS 
WDSU-TV 

23.5 


RATING 

56.2% 
Share  of 
Audience 

BEATS  Phil 
Silvers,  Per- 
son To  Person, 
Perry  Mason, 
Cheyenne, 
Lawrence 
Welk,  Maver- 
ick and  many 
others. 


Pulse 


EUREKA. 
CAL. 

KIEM-TV 

35.3 


RATING 

61.4% 
Share  of 
Audience 

BEATS  Phil 
Silvers, This  Is 
Your  Life, 
Ernie  Ford, 
Maverick, 
Wei  k's  Top 
Tunes,  Pat 
Boone  and 
many  others. 

ARB 


BILLINGS 

LAS  VAGAS 

KGHL-TV 

OO  0 

KLAS-TV 

00  c 

ii.l 

LS.d 

RATING 

RATING 

59.8% 

42.2% 

Share  of 

Share  of 

Audience 

Audience 

BEATS    People 

BEATS   Thin 

Are  Funny,  Ed 

Man,    Schlitz 

Sullivan, 

Playhouse, 

$64,000   Chal- 

Studio    One, 

lenge,     Jack 

U.    S.    Steel 

Benny,  1  Love 

Hour,    Welk's 

Lucy,    Dinah 

Top    Tunes, 

Shore     and 

Pat  Boone  and 

many  others. 

many  others. 

ARB 

ARB 

Look  at  these 


coA>s/sr£#riy 

FA8UUOUS  RATM6S! 


DAYTON 

BIRMING- 
HAM 

MEMPHIS 

SHREVEPORT 

BOISE 

WBRC-TV 

00  0 

WREC-TV 

op  n 

WHIO-TV 

om 

KTBS-TV 

001 

KBOI-TV 

kk  0 

33.3 

36.9 

39.7 

36.I 

44.2 

RATING 

RATING 

RATING 

RATING 

RATING 

64.9% 

72.7% 

59.2% 

64.2% 

60.8% 

Share  of 

Share  of 

Share  of 

Share  of 

Share  of 

Audience 

Audience 

Audience 

Audience 

Audience 

BEATS    Phil 

BEATS     Have 

BEATS  Ed  Sul- 

BEATS Climax, 

BEATS     Law- 

Silvers,   Rest- 

Gun,    Will 

livan,    Wells 

Cheyenne, 

rence    Welk, 

1  e  s  s    Gun, 

Travel,     Wyatt 

Fargo,    Rest- 

Welk's   Top 

Bob    Hope, 

Wells   Fargo, 

Earp,    Suspi- 

less Gun.  Phil 

Tunes,  $64,000 

This    Is    Your 

What's    My 

cion,    Alfred 

Silverr     Mav- 

Question, Mav- 

Life,   Gun- 

Line,    Groucho 

Hitchcock,    1 

erick,  $64,000 

erick,    Perry 

smoke,     Rest- 

Marx,   Bob 

Love  Lucy,  Ed 

Question     and 

C  o  m  o    and 

less  Gun,  Mav- 

Cummings  and 

Sullivan   and 

many  others. 

many  others. 

e  r  i  c  k    and 

many  others. 

many  others. 

ARB 

ARB 

many     others. 

Pulse 

ARB 

ARB 

New  tools  of  research  are  con- 
stantly being  developed  by  the 
rating  services.  Here,  Jack  Gross, 
vice  president  of  American  Re- 
search Bureau,  explains  Arbitron, 
ARB's  new  instantaneous  elec- 
tronic measurement  device  used 
to  provide  some  of  the  rating  data 
given  here.  ARB's  home  diary  re- 
ports are  the  reliable  source  of 
many  other  Ziv  show  ratings. 


WE'LL  SEE  YOU   AT  THE 

NAB  CONVENTION 

ZIV  HOSPITALITY  SUITE 

2306- A 

HOTEL  CONRAD  HILTON— CHICAGO 

MARCH    15-  18 


The  Skies  are  Falling,  Chicken  Little, 
and  Other  August  Portents 


HThe  orchestra  was  playing  the  Star 
Spangled  Banner  Cha  Cha.  Lights 
were  coming  on  all  over.  The  party 
was  beginning  to  break  up.  It  was  time 
to  go.  We  went  out  to  the  car  and 
turned  on  the  radio,  tuned  to  our 
favorite  radio  station,  and  enjoyed 
delightful  music  all  the  way  home. 
Isn't  that  a  nice  story?  It's  too  bad  they 


weren't  listening  to  WMT,  but  these 
cats  were  in  San  Francisco  and  that's 
outside  our  coverage  area.  If  they  had 
been  in  Eastern  Iowa,  guess  what  CBS 
Radio  Station  for  Eastern  Iowa,  repre- 
sented by  the  Katz  Agency,  affiliated 
with  WMT-TV  (Cedar  Rapids- Water- 
loo) and  KWMT,  Fort  Dodge,  they 
would  have  been  listening  to. 
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THE  ONLY  ONE 


THAT  GIVES  YOU 
ALL  THREE 


N.  C. 

'ASHEVILLE 


-~^ 

CA£SARS,HEAD  •  SPARTANBURG 

•GREENVILLE 


•WW»« 


s.  c. 


GREENVILLE 

SPARTANBURG 

ASHEVILLE 

Only  WFBC-TV,  "The 
Giant  of  Southern  Skies/' 
gives  you  dominant  cov- 
erage in  these  three  met- 
ropolitan  markets. 

Ask    the    Station    or 
WEED   for    latest    market 
data,  surveys  and   avail- 
abilities. 
Represented   Nationally   by 
WEED  TELEVISION  CORP. 


CHANNEL  4 

WFBC-TV 

GREENVILLE,  S.  C. 

NBC  NETWORK 


RADIO  AFFILIATE.   'THE   PIEDMONT  GROUP" 
WFBC  -  GREENVILLE     WORD  -  SPARTANBURG 


|49th  &  MADISON 

'  {Cont'd  from  page  22  i 

p     "The  Maypo  marketing  miracle  - 

14  Dec.,  1957— page  34 
"What  are  the  do's  and  dont's  in 

using     cartoon     commercials"- 

2  April.  1956. 
Would    it    be   possible    for    you    to 
send  us  copies  of  these  articles? 

G.  S.  Garey 

E.  I.  du  Pont  de  Nemours  &  Co. 

Wilmington 

Soaps    vs.    girls 

It  was  refreshing  to  read  your  article 
entitled  "Commercial  Commentary" 
in  the  February  twenty-eighth  issue 
of  SPONSOR.  Radio  and  television 
"commercials"  have,  indeed,  reached 
a  sad  and  confusing  state.  Few  in- 
deed are  the  advertisements  for  a 
product  that  are  not  accompanied  by 
a  picture  of  some  beautiful  girl.  I 
am  sure  that  the  first  visitor  from 
Mars  who  comes  here  due  to  a  cul- 
tural change  program  will  be  slightly 
confused  by  the  commercials.  He 
won't  be  sure  whether  the  sponsor  is 
selling  soap  or  the  girl.  Come  to 
think  of  it.  it  may  not  be  long  be- 
fore some  bright  advertiser  gets  the 
idea  of  sending  you  the  girl  for  five 
box  tops. 

WBAI  has  adopted  the  policy  of 
refusing  any  commercials  that  it  finds 
objectionable  or  infantile.  It  has 
done  this  with  pleasure  since  it 
doesn't  need  the  money  that  badly. 

Louis  Schweitzer,  pres. 

WBAI-FM 

New  York 

One  article  leads  to  another 
Recently,  I  wrote  to  you  concerning 
an  article  which  appeared  in  SPONSOR 
20  September.  1958  (on  the  Wash- 
ington State  Apple  Commission's  use 
of  spot  tv).  Your  prompt  reply  was 
greatly  appreciated. 

I  passed  the  tear  pages  along  to  the 
president  of  our  company,  and  he 
became  interested  in  still  another 
story:  "Avalanche  of  New  Products 
Changes"  (beginning  on  page  34  of 
the  same  issue) . 

Might  you  be  willing  to  send  sev- 
eral complete  copies  of  that  article 
along  to  my  office?  Or,  if  more  con- 
venient, send  several  copies  of  that 
complete  issue. 

C.  William  Harbaugh 

Advertising  &  promotion  mgr. 

Knouse  Foods  Inc. 

Peach  Glen.  Perm. 


AGAIN  „..,  A-GAIN 

and  A  GAIN 
YEAR  >ft.,  YEAR 


^yt^w^  «x Mr%AMtmitmA/btt^  J*ha 


has  consistently  led  U.  S. 

NATIONAL   SPOT 

AVERAGE   SALES   by 

15%  to  84.8% 

AND  they  did  it  again 

in  1958! 

Do  You  Have  any  Rep 
Problems? 

Peggy  Stone  will   be   glad   to 
"talk    them    over"   with    you. 


SHERATON-BLACKSTONE 

Petite  Room— Art  Hall  Floor 


MISSING 
SOMETHING? 

You'll   find    IT 
Right  Across    the  Street 

SHERATON-BLACKSTONE 

Petite  Room— Art  Hall  Floor 

FUN    FOR   ALL! 

SOUVENIRS— SURPRISES 
NEW  SHOWS— NEW  IDEAS 

Come  On   Over! 


—fftt/VUf  S.  ^mk/«mmu 
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Problem  Solved 
by  a  Timebuyer 


Joe's  problem  was  spot  cost- 
per-thousand.  Too  high,  said 
the  client. 


Competitive    markets    made 
saturation  tough,  ratings  low. 


Take  a  look,  said  Blair  TV 
Associates,  at  the  WCTV 
market.  He  looked  and 
pondered. 


Joe  found  122,080  homes, 
largely  unduplicated,  (NCS 
#3) 


.  .  .  and  married  the  client's 
daughter  and  lived  wealthily 
ever  after. 


WCTV 


Tallahassee 
Thomasville 


for   North   Fla.   and    South   Ga. 

John  H.  Phipps 
Broadcasting  Stations 
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Time  buyers 
at  work 


Evon  L.  Prose,  Campbell-Mithun,  Inc.,  Minneapolis,  buyer  for  Theo- 
dore Hamm  Brewing  Co.,  feels  that  it  is  the  station's  responsibility 
to  inform  the  agency  in  advance  of  program  changes  adjacent  to 
the  client's  announcements,  in  order  that  the  agency  can  make  what- 
ever necessary  adjustments.  '"Many  stations  are  negligent  about 
notifying  us,"  Evon  says.  "To  cope 
with  this  situation,  we  requested 
that  stations  carrying  our  sched- 
ules add  a  paragraph  to  all  con- 
tracts setting  forth  a  definite  pol- 
icy. To  our  surprise,  station  sales 
managers  and  representatives 
agreed  that  such  a  problem  exists, 
and  cooperated."  Evon  thinks  that 
a  major  problem  are  stations  who 
don't  mail  program  schedules  early. 
When  the  buyer  finally  compares 
the  contract  with  the  program 
schedule  and  discovers  a  change,  she  says,  it  is  long  after  the 
fact.  "Many  of  these  late — if  at  all  —  notifications  are  due  to 
last-minute  network  shifts  and  the  fast  pace  of  tv,  but  more  often, 
I    think    the    stations   are   too    busy   looking    for    the    next   order." 


Howard  Webb,  the  Ralph  Allum  Co.,  New  York,  feels  that  the  dual 
rate  problem  should  be  No.  1  on  the  NAB's  agenda  at  the  con- 
vention. "We've  been  reading  for  weeks  in  the  trade  press  a  lot  of 
hullabaloo  about  the  dual  rate  problem,'"  Howard  says,  "but  after  all 
has  been  said,  nothing  has  been  done.    I  think  the  convention  should 

face  the  problem  frankly  and  hon- 
estly. What  is  needed  is  a  model 
rate  structure  for  the  stations  to 
follow.  This  plan  must  be  feasible 
enough  for  most  stations  to  ac- 
cept and  at  the  same  time  fair  to 
the  national  advertiser."  Howard 
thinks  that  the  single-rate  system 
adopted  about  a  year  ago  by  WOI- 
TV,  Des  Moines,  should  be  con- 
sidered. This  station,  he  says, 
merely  incorporated  its  saturation 
rates — which  most  local  advertis- 
ers were  using — into  one  general  rate.  "This  system  is  not  only 
easier  for  stations,  but  assures  national  advertisers  that  competitors 
cannot  go  into  a  market  to  buy  at  a  local  rate  through  a  distributor. 
This  rate  method  would  be  untenable  to  everyone  concerned  here." 
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L      Points  out  proudly 
A  momenteous  occasion. 

There's  a  NEW  Foreground  Sound 
For  consumer  persuasion. 


In  Greater  Los  Angeles, 

hundreds  of  thousands 

of  radio  dials 

are  tuned 

to  a  vibrant  new  sound. 

It's  the  fresh,  animated 
Foreground  Sound  of 
Radio  93,  KHJ,  Don  Lee. 


This  important  development 

adds  an  entirely  new  dimension 

to  selling  with  radio. 

Its  bright,  new  appeal 

is  geared  to  reach 

the  entire  adult  buying  population 

in  America's  2nd  Market 

with  a  compelling,  dynamic  sound 

that  will  keep  them  tuned 

to  Radio  93  throughout  the  day. 

Hearing  is  believing. 


KH 


RADIO 


.OS    ANG  ELES 
813  North  Vine  Street 
lollywoo<i  28,  California 
tepresented  nationally  by 
{\l  Representatives,  Inc. 


Listen  to  it! 
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PULSE 


No 

Matter 

How  You 

Measure 

The 

Memphis 

Market... 


*\i&* 


It's  Channel  3  First  By  All  Surveys 


In  Memphis  they  say  "There's  more 
to  see  on  Channel  3."  That's 
because  more  people  enjoy  WREC- 
TV's  combination  of  superior  local 
programming  and  the  great  shows 
of  the  CBS  Television  network.  It's 
the  right  combination  for  your 
advertising  message.  See  your  Katz 
man  soon. 


Here  are  the  latest  Memphis  Surveys  showing 
leads    in    competitively-rated    quarter    hours, 
sign-on  to  sign-off,  Sunday  thru  Saturday: 
A.R.B.  Pulse  Nielsen 


Oct.    29-Nov.    25 

'58 

Nov.     '58 

Nov.  9-Dec.  6  '58 

(Metro    Area) 

(Metro    Area) 

(Station  Area) 

WREC-TV        248 

293 

275 

Sta.  B                 94 

96 

66 

Sta.  C                 69 

29 

70 

WREC-TV 

Channel    3    Memphis 


Represented  Nationally  by  the  Katz  Agency 
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NEW  IMAGE 
TAKING  SHAPE 
IN  DETROIT 


PART  TWO  OF«A  TWO-PART  SERIES 

^    It  portends  new  taste  in  car  design  which  may  shake 
up  traditional  auto  advertising  next  fall  and  in  1960 

^    Here  is  a  further  look  at  the  auto  picture  in  general 
and    roundups    on    Ford,    American    and    Studebaker 


i  he  advertising  industry,  caught  up 
in  the  confusion  and  hesitation  that 
has  swept  Detroit,  may  take  heart 
from  one  fact:  The  motor  capital 
today  is  matching  its  confusion  with 
optimism.  Last  year,  U.S.  auto  sales 
hit  a  10-year  low.  This  year,  all  De- 
troit is  ready  to  gamble  on  what  ap- 
pears to  be  a  revolution  in  public 
taste — the  appetite  it  has  developed 
for  small,  economy  cars. 

American  Motors  President  George 
Romney,  whose  Rambler  sparked  the 


revolution  (so  far  as  U.S.  product 
goes),  predicts  that  within  five  years 
the  annual  market  for  "compact"  cars 
will  be  three  million  units.  Since 
total  U.S.  passenger  car  production 
of  all  sizes  was  only  4.3  million  last 
year,  then  the  future  could  hold  much 
significance  for  ad  agencies  and 
media — if  Romney  is  right. 

Romney  has  been  right  before. 
When  he  took  over  as  president  at 
AMC  in  1954,  that  company  was 
nearlv  $70  million  in  debt.     For  four 


years,  he  crusaded  for  the  "compact" 
car  and  against  what  he  called  the 
"gas-guzzling  dinosaurs''  of  the  Big 
Three.  Last  year,  Romney 's  com- 
pany made  a  profit  of  S2(>  million 
net.  Rambler  sales  increased  83% 
in  that  year,  moved  from  twelfth  to 
seventh  place,  and  AMC  declared  its 
first    dividend. 

To  the  rest  of  Detroit.  Romney's 
success  was  like  a  shot  in  the  arm 
it  left  some  soreness  but  it  stirred  up 
the  corpuscles.  Studebaker -Packard, 
perched  on  the  brink  of  oblivion  with 
a  total  production  of  less  than  57,000 
units  in  1958,  killed  off  its  expiring 
Packard  and  converted  its  Studebaker 
into  the  chaste  and  compact  Lark 
last  fall.  Results  were  instantaneous; 
it  made  its  first  operating  profit  for 
anv  quarter  in  five  \ears  immediate!) 
follow  imz  its  introduction,  turned  out 
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plIIIIIIIIlIP 

CURRENT  AIR  MEDIA  AND  AUTO  PRODUCTION 

MAKE  &  AGENCY  NETWORK  TELEVISION 


FORD  Second  largesl  cai 
producer  in  U.S., 
car  sales  dipped  last  year 
by  28%,  share  of  market 
slid  from  30.2%  in  1957  to 
26.44%  last  year.  Com- 
pany's Ford,  in  1957,  edged 
out  GM's  Chevrolet  for  first 
time,  but  fell  back  to  place 
position  in  the  1958  sales 
race.  Edsel  got  the  tough 
break  of  coming  out  in  a 
dull  market,  but  may  make 
good  in  1960  when  it  comes 
out  with  a  shorter  wheelbase 

INDIES!  American  Mo- 
tors and  Stude- 
baker-Packard  are  selling 
briskly  with  Rambler  and 
Lark  small  cars.  AMC  share 
of  market,  4.27% — up  from 
1.9%  in  1957;  S-P  share 
1.08%    in    '58   and    rising 


•Indicates   network   specials. 


Ford 

(JWT) 


Thunderbird 

(JWT) 


Edsel 

(K&E) 


Lincoln 

(K&E) 


Mercury 

(K&E) 


SHOW  AND   NETWORK 

Wagon  Train   (Ford  Mtr.  Co.)  (NBC) 
Tenn.  Ernie  Ford  Show 

(Ford  Mtr.  Co.)  ...  (NBC) 

Phil    Harris*    (NBC) 

Playhouse  90   (participation)      (CBS) 

Greatest  Show  on  Earth* (ABC) 

Ed  Sullivan  Show ....(CBS) 

New  York  Philharmonic (CBS) 

Ed  Sullivan  Show..  ....(CBS) 

Pro-bowl  game*   1/11/59 

(%  of  game)    (NBC) 


COST 


Rambler 

(Geyer) 


NONE 


Studebaker 

(D'Arcy) 


NONE 


Willys 

(Y&R) 


Maverick (ABC) 


85,000 
50.000 


250,000 
45,000 

(%  hr.) 

300,000 


79,000 
150,000 

(talent 
cost  onlv  i 


79.000 


70,000 


Source:    Automotive   Nevts.    CBS,    NBC,    ABC.    Mutua 
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nearly  25,000  Larks  between  1  Jan- 
uary  and  14  February  this  year. 

That  was  enough  for  the  Big  Three. 
The  news  quickly  leaked  from  Detroit 
that  each  was  getting  set  to  enter  the 
"compact"  car  field.  Fred  Ohlm- 
stead.  automotive  editor  for  the  De- 
troit Free  Press,  anticipates  nine  com- 
pact entries  this  year  and  in  1960. 
The  following  divisions  will  probably 
introduce  such  newcomers:  Chevro- 
let, Buick,  Pontiac,  Oldsmobile,  Ford, 
Lincoln  -  Edsel  -  Mercury,  Plymouth, 
Dodge.  DeSoto. 

JWT  is  reported  to  be  at  work  al- 
ready on  an  introductory  campaign 
for  the  small  Ford.  Chrysler  Corp. 
executives    have    been    talking    with 


BBDO,  presumably  on  the  subject  of 
that  manufacturer's  entry  in  the 
"small  car  derby."  However,  it's 
possible  that  Chrysler's  car  will  not 
be  ready  until  1960.  GM  and  Ford 
are  expected  to  be  out  at  new  model 
time,  possibly  sooner. 

Whenever  they  come,  they're  on 
the  way,  and  air  media  had  better 
begin  anticipating  the  following 
events  in  the  meantime: 

•  A  good  but  not  spectacular 
spring,  with  spot  flights  bought  and 
scheduled  practically  overnight.  Even 
though  they  may  be  pointing  for 
fall,  the  Big  Three  cannot  let  down 
now  in  sales  efforts. 

Even  if  the  promise  of  small  cars 


did  not  loom,  the  composite  Detroit 
picture  is  brightening  perceptibly.  In 
February,  automobile  sales  rose  26% 
over  the  same  month  in  1958.  Since 
1  January,  according  to  Ward's  Auto- 
motive Report,  U.S.  auto  sales  went 
up  19%.  Chrysler  Corp.,  following 
the  settlement  of  the  Pittsburgh 
Glass  strike  reported  in  last  week's 
installment,  is  back  on  five-day  week 
schedules  in  all  divisions.  Three 
plants  have  been  operating  on  six- 
day-a-week  schedules:  American 
Motors  Rambler  plant  in  Kenosha, 
Wis.;  Studebaker-Packard  Lark  plant 
in  South  Bend;  Ford  Motor's  Ford 
division  in  San  Jose. 

Apparently  the  laws  of  attrition  are 
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PICTURE  AT  FORD  AND  THI 

NET   RADIO  SPOT  TV 


INDEPENDENTS 

SPOT   RADIO  PRODUCTION 


SHOW  AND   NETWORK 


1    Jan.    to  1    Jan.    to 

14   Feb.    1959  15   Feb.    1958 


13-24    OCT.;     >/4     SPONSORSHIP    OF 
NBC  NEWS  ON  THE  AIR. 


NONE 


I 'sing  spol    now 


188,416  169.272 


8.610 


2.60; 


NONE 


NONE 


I  sing  spot   now 


8, 157 


2.373 


NONE 


NONE 


NONE 


4,819  4,974 


NONE 


NONE 


Using  spot  now 


24.402  19,891 


MONITOR  NEWS  SEGMENTS,  22  PER 

WEEKEND    (NBC) 
IMPACT    SHOWS    AT    NITE    &    ON 

WEEKENDS     (CBS) 


NONE 


Planning  spot  radio 


19,248  23,760 


NEWS    BROADCASTS,     109    PARTICI- 
PATIONS,   IMPACT    SCHEDULES 
(MUTUAL) 


NONE 


12  spots  per  week  for  2%  23,439  3.381 

\\  eeks 


NONE 


NONE 


NONE 


13.625  10.106 
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setting  in  among  the  U.S.  motorists 
who  have  been  holding  off  for  the 
past  several  years;  the  family  crate 
just  won't  last  the  summer,  and  so 
they  are  trading  in  now. 

•  Spot  radio  may  fare  better  than 
spot  tv  in  these  spring  drives  for  two 
reasons:  (1)  The  Big  Three  may  not 
be  too  eager  to  emphasize  the  extrava- 
gant size  of  their  present  models  pic- 
torially  because  of  the  apparent  shift 
of  public  taste;  they  may  prefer  to 
simply  tell  about  the  mechanical  su- 
periority and  comfort  of  their  prod- 
uct. (2)  Spot  tv  avails  are  scarce, 
making  it  hard  to  get  campaigns  off 
quickh  . 

•  High  interest  and  early  inquiries 


during  the  summer  into  both  network 
buys  and  spot  avails  for  the  new 
model  season  this  fall.  The  race  be- 
tween Ford  and  GM  to  get  out  the 
new  economy  cars  could  precipitate  a 
jumping  of  the  gun  and  a  rush  for 
air  media  time  earh    this  summer. 

•  Look  for  still  more  auto-spon- 
sored specials  on  net  t\  this  year. 
They  probably  will  be  the  key  to 
tying  together  lu\ur\  car  lovers  and 
small  car  devotees  in  single  corpo- 
rate-image promotions. 

•  Copywriters  nil!  be  torn  between 
"nuts-and-bolts"  and  "keeping-up- 
with-the-Jones'  "  cop\  for  the  Big 
Three  makes. 

•  Increased  ad  budgets  for  every 


division  bringing  «>ui  a  compact 
model  can  he  expected.  The  fact  is 
that  dealers  will  not  countenance  a 
relaxing  in  the  push  to  sell  standard- 
size  cars  because  they  net  largei 
profits  than  the  small  jobs.  Meantime 
new  ad  pools  will  have  to  be  set  up 
to  take  care  of  the  future  members  of 
the  families.  If  nine  new  cars  come 
in  during  the  next  12  months,  the 
effect  on  advertising  should  be  verj 
appreciable. 

Rambler's  success  ma)  have  been 
the  spark  behind  the  impending 
stampede  toward  compactness  in  vehi- 
cles. But  it  is  by  no  means  the  first 
U.S.  small  car  tried  on  the  American 
(Please  turn  to  page    !<'>' 
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TION:  At  BBDO,  radio/tv  talent  hdb  d 
Nan  Marquand    (I)   arid  Candy  Jones  Confver   (r) 


ess  Bonnie  T 


^   Ad  agency  tv  talent  heads 
of  beauty  far  different  from 

I  his  year,  television  advertisers 
will  spend  about  $15  million  on  talent 
for  live-action  commercials.  Girls, 
matrons,  men,  children,  babies,  dogs, 
cats,  lions,  horses  will  share  in  the 
bonanza.  More  than  two-thirds  of  the 
dollars  will  flow  from  New  York  ad- 
vertising agencies.  Most  of  them,  as 
usual,  will  be  spent  on  beautiful  girls. 

Beautiful  girls  driving  converti- 
bles, applying  mascara,  lighting  cig- 
arettes. Beautiful  girls  stuck  full  of 
pin-curls,  immersed  in  soap  suds,  in 
bed  with  headaches.  Beautiful  girls 
sneezing,  dancing,  coughing,  singing, 
and  sometimes  speaking  lines  through 
toothpaste  smiles — a  neat  trick  in 
diction  learned  through  practicing 
speech  with  a  pencil  held  bit-fashion 
in  the  teeth. 

What  may  surprise  some  adver- 
tisers who  even  now  buy  this  beauty 
is  that  tv  is  developing  its  own  re- 
quirements on  what  constitutes  a 
"beautiful  girl."  They  differ  sharply 
from  the  requirements  for  a  maga- 
zine model.  Unless  an  ad  campaign 
is  built  around  a  specific  personality, 
it  is  rare  that  an  agency  art  director 
and  its  tv  casting  director  give  the 
nod  to  the  same  girl. 

The  picture  on  this  page  shows 
some  of  the  physical  differences  that 
set  apart  the  tv  actress  from  the  high- 
fashion  model  of  print  media.  (The 
girl  in  the  tv  commercial  is  an  "ac- 
tress"— never  a  "model.")  Beyond 
physical  appearance  are  often  other 
differences  ranging  from  tempera- 
ment to  talent,  from  speech  to  in- 
come. A  top  tv  girl  may  earn  $60,- 
000  a  year.  While  it  is  possible  for  a 
top  fashion  model  to  match  this,  she 
must  work  much  harder  to  do  it. 
There  are  no  residuals  for  the  girl  in 
the  magazine  ad. 

But  the  tv  girl  must  be  a  good 
deal  sharper  than  her  sister-in-print. 
She  must  speak  well,  think  quickly. 
To  land  a  part  in  a  commercial,  she 
may  have  to  be  O.K.'d  by  as  many  as 
five  people:  the  talent  head  of  the 
igency,  the  copywriter  or  copy  chief, 
he  account  supervisor,  the  tv/radio 
lirector  and  the  film  producer.  The 
ashion  model  usually  requires  just 
me  O.K.  either  from  the  agency  art 
lirector  or  the  photographer. 


have  developed  a  new  concept 
that  of  the  print  media  models 

The  reason  for  the  closer  scrutiny 
of  the  tv  actress  is  obvious.  Since 
the  commercial  may  be  played  for  39 
weeks,  it  represents  a  tremendous 
financial  investment;  its  "star"  must 
be  just  right.  So,  as  with  everything 
else  it  has  touched,  tv  has  changed 
the  business  of  casting  beauty  for  ad- 
vertising. 

Probably  no  one  has  been  closer  to 
the    change    than    tall,    blonde    and 

TV   ACTRESS 

Lorna   Gillam 


beautiful  Candy  Jones  Conover,  ex- 
ecutive director  of  Conovei  Televi- 
sion Agency  in  New  York  which  bill- 
more  than  $1  million  yearly,  most  of 
it  through  furnishing  talent  for  tv 
commercials.  She  has  played  every 
position  from  model  to  actress  to 
agent.  In  World  War  II.  Candy 
Jones  was  the  "poster  girl"  for  re- 
cruitment posters  of  both  WAC  and 
\\  \\  KS.  She  has  been  the  "cover 
girl"  on  13  national  magazines,  was 
named  Top  Model  of  l(>12  bj  \M'  \. 
had  feature  role  in  Mike  Todd's  stage 
hit,  Mexican  Hayride,  capped  it  all  by 

HI-FASHION    MODEL 

Adrienne   Grey 


Height: 

5  ft.  4  in. 

Bust: 

32  in. 

Waist: 

21   in. 

Hips: 

34   in. 

Eyes: 

Grey-Green 

Hair: 

Blonde 

Height: 

5  ft.  6%  in 

Bust: 

34  in. 

Waist: 

23  in. 

Hips: 

34  in. 

Eyes: 

Broun 

Hair: 

Brunette 

A  LIKELY  PAIR:  But  not  for  the  same  media.  Adrienne,  at  right,  is  the  typical  mannequin 
of  the  printed  page  or  fashion  show  (she  has  a  long  list  of  credits  including  Ceil  Chapman, 
Lord  &  Taylor,  Vogue  Patterns).  Her  beauty  has  an  unreal,  angular  quality.  Lorna,  at  left,  has 
the  credible,  "girl-next-door"  beauty  that  is  a  must  for  tv  commercials.  She  is  shorter,  a  little 
more  rounded  than  Adrienne.    Lorna   has  done  commercials  for   Lipton  Tea,   Pond's,  Toii,   Philco 
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lO  TIPS   FOR   CASTING   TV    BEAUTY 


.^•""""s. 


fefc 


{ 


Wr 


Eyes  should  be  widely  spaced;  a  tv 
camera  makes  eyes  appear  closer 
together.  Forehead  should  be  ex- 
pansive   to    avoid    a    "mean'    look 

Hands  of  a  tv  commercial  actress 
should  be  not  only  pretty  but  fairly 
small  and  narrow  so  that  in  han- 
dling products  labels  are  not  covered 

Blonde  hair  is  usually  preferred  for 
the  actress  portraying  youthful  beau- 
ty, but  not  so  blonde  or  platinum 
that  it  washes  out  under  the  lights 


Hair  of  a  young  housewife /matron 
type  is  usually  dark.  Exact  tint  mat- 
ters mostly  when  shooting  is  also  in 
color  (which  is  being  done  less  now) 

Eyes  for  a  mascara  commercial 
should  be  light  in  color  (blue  or 
grey-green)  to  enhance  and  contrast 
with    dark     mascara-ed    eye-lashes 


For  a  lipstick  commercial,  however, 
dark,  flashing  eyes  are  most  sought 
after,  for  there  is  something  about 
such  eyes  that  makes  lips  exciting 

The  mouth  of  a  tv  commercial  ac- 
tress is  always  generously  large.  A 
tight,  thin-lipped  smile  is  liardly 
the  thing  that  will  woo  tv  viewers 

Feet,  especially  where  they  are  fea- 
tured in  close-ups  (as  in  a  floor 
wax  or  rug  commercial)  should  be 
on   the  small   side — around   size    7 

W here  no  action  is  involved,  the 
lovely  leg  in  a  hosiery  commercial 
is  often  a  plastic  one;  it  is  per- 
fectly formed  and  saves  talent  fee 

Voice  naturally  is  important  (not 
too  much  "dubbing"  is  done) . 
Speech  should  not  suggest  a  local 
dialect   for   a   national  commercial 


Willi 


marrying  Harry  Conover  whose  Con- 
over  Girls  have  heen  synonymous 
with  beauty  for  a  score  of  years. 

Candy  also  is  one  of  the  few  print 
media  models  who  has  been  able  to 
switch  her  success  to  tv  commercials. 
For  Tathum-Laird,  she  was  the  first 
White  Rain  girl.  In  1951,  she  was 
hired  by  Bryan  Houston  to  do  a  one- 
shot  commercial  for  Cashmere  Bou- 
quet. That  one-shot  stretched  into  a 
string  of  commercials  that  have  run 
for  more  than  seven  years.  A  single 
day's  work  for  Cashmere  once  earned 
her  nearly  $25,000 — with  residuals. 

When  she  married  Conover  in 
1946,  he  had  already  been  supplying 
models  for  experimental  tv  for  about 
four  years.  The  girls  worked  free — 
just  for  the  thrill.  From  1945  to 
1948  when  unions  finally  set  a  fee 
for  tv  commercials,  Conover  paid  the 
girls  out  of  his  own  pocket.  From 
this  group  have  come  such  top  tv- 
stage-cinema  stars  as  Joan  Caulfield, 
Julia  Meade,  Phyllis  Kirk,  Martha 
Hyer,  Sandra  Dee,  Elaine  Stewart, 
Kyle  McDonnell,  Mari  Blanchard, 
Patti  McCormack.  Nina  Foch  is 
another  alumna;  her  mother,  Con- 
suelo  Flowerton,  is  one  of  Conover's 
most  successful  matron-type  commer- 
cial actresses  in  the  40-  to  50-year- 
old  range. 

At  present,  Conover  Tv  has  about 
100  commercial  actresses  and  actors 
on  tap,  not  including  a  good  supply 
of  children  and  animals.  The  num- 
ber of  children  is  in  constant  flux 
since  small  fry  keep  growing  out  of 
their  age  ranges.  Some  of  the  top 
small  fry  performers,  however,  earn 
as  much  as  $500  a  week  through  the 
re-runs  of  their  commericals  long 
after  they  have  outgrown  the  orig- 
inal part. 

To  maintain  its  talent  pool,  the 
agency  adds  actors  and  actresses  at 
the  rate  of  about  25  a  year.  To  find 
these  25,  Candy  screens  about  5,000 
applicants. 

Talent  for  tv  is  classified  accord- 
ing to  specialty:  actress,  dancer,  ani- 
mator (no  voice),  actor-host,  hand 
model  (leg  models  also  are  used  when 
there  is  action;  otherwise  that  lovely 
limb  in  a  tv  commercial  is  usually  a 
plastic  one). 

Some  ad  agency  casting  directors 

are  glad  to  see  a  "good  new  face" 

as  soon  as  the  talent  agent  discovers 

it.    Others  prefer  to  wait  until  actu- 

(Please  turn  to  page  52) 
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PACKAGED  FOODS  are  appealing  more  and  more  to  farmers,  says  Frosty  Morn  sis.  mgr.  Noel  Glover.    His  sausages  now  have  special  campaign 


Radio  sells  farmers  "citified"  food 


^    Things  have  changed  down  on  the  farm :  the  grow-it- 
yourself  farmer  is  succumbing  to  urban  buying  patterns 

^    So  Frosty  Morn  Meats,  in  Nashville  experiment  is 
using  farm  radio  techniques  to  cultivate  a  rural  market 


rosty  Morn,  a  division  of  Tennes- 
see Packers,  is  doing  something  these 
days  which  is  very  much  like  carry- 
ing coals  to  Newcastle — its  trying  to 
sell  farmers  pork  sausages,  ham,  and 
bacon  (via  radio  I . 

It  s  a  rare  sponsor  indeed  who  tries 
to  interest  farmers  in  packaged  food 
— except  as  they  happen  to  be  in- 
cluded in  a  general  listening  or  view- 
ing area.  For  farmers  usuallv  grow 
and  eat  their  own  basic  foodstuffs  to 
the  tune  of  an  estimated  SI1-;  billion 
a  year. 

But.  on  the  other  hand,  times  are 
changing.      "There's     no     question," 


savs  Frost)  Morn's  advertising  man- 
ager Everett  More,  "that  moderniza- 
tion and  specialization  in  farming 
are  creating  vast  markets  for  'ready- 
mades'  in  foods,  clothing,  and  main 
other  lines."' 

With  that  theory  in  mind,  Frosty 
Morn  firm  months  ago  pinpointed  a 
campaign  (still  running  I  to  farmers. 
Ad  manager  More  and  Nobel-Dury 
a.e.  Harold  Twittv  felt  that  the  best 
wa\  t<>  reach  a  farm  was  to  inspire 
his  confidence.  This  becomes  espe- 
cially true  when  you're  selling  a  per- 
son who's  a  food  expert — least  likely 
to  be  impressed  with  your  storj  . 


"This  dictated  a  radio  farm  pro- 
gram," says  Twitty,  "where  we  could 
take  advantage  of  the  confidence  a 
farm  director  inspires  in  his  audi- 
ence." 

John  MacDonald,  farm  director  <>f 
\\S\I.  Nashville,  became  the  spoke- 
man  to  the  tune  of  one  60-second  spot 
per  da)  on  his  noon  farm  show.  -i\ 
days  a  week.  This  was  reinforced  b) 
another  60-second  spot  on  run-of- 
schedule  on  the  same  station.  Place- 
men! of  these  spots  (which  also  ran 
six  days  a  week  i  varied  between  driv- 
ing times,  late  morning,  afternoon, 
early  evening.  The  cop)  involved  the 
three  elements  to  impress  the  farinei  : 

•  A  strong  qualit)  story 

•  Improvement  in  his  uav   ol  life 

•  Personalized  advice 

"These  are  all  thing-  thai  a  farmer 
expects  from  the  content — and  com- 
mercials -in  a  farm  program."  says 
M-ne.    "So  tin-  was  the  right  atroos- 
i  Please  turn  to  page  93  i 
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THE  TRAVELLER,  self-sustaining    Mobile  studio   and   transmitter  of  WXLW,    Indianapolis,    is 
contained  in  a  45-foot  trailer  unit.    Towing  unit  generator  can   produce    10,000  watts  of  power 


FIRST  COMPLETE   RADIO 
STATION   ON   WHEELS? 


W 


ith  more  and  more  radio  sta- 
tions increasing  their  "Community 
Service"  functions,  WXLW,  India- 
napolis has  come  up  with  a  new  type 
of  studio  and  transmitter  on  wheels 
that  may  easily  be  the  first  of  its  kind. 

Says  v.p.  Robert  D.  Enoch,  "As  far 
as  we  know  'The  Traveller'  is  the 
only  completely  self-sustaining  mobile 
radio  unit  in  existence  today." 

The  Traveller,  a  husky,  specially 
built  $25,000  truck  and  trailer  assem- 
bly contains  a  fully  equipped  studio, 
control  room,  bath,  shop  area  and 
lounge,  and  carries  a  gasoline  gener- 
ator capable  of  producing  10,000 
watts  of  electrical  power  for  the  oper- 
ation of  broadcast   equipment. 

With  a  range  of  up  to  30  miles  its 
signal  is  transmitted  by  Ultra  High 
frequency  back  to  the  station's  main 
studio.  It  can  operate  while  in  motion 
or  standing  without  the  need  for  tele- 
phone lines. 

WXLO  has  assigned  a  regular  crew 
to  the  Traveller  and  is  broadcasting 
two  to  six  hours  a  day  of  community 
affairs  from  its  facilities.  (The  sta- 
tion's newsmobiles  cover  local  news.) 

Church  services,  parties,  meetings, 
and  other  city  and  county  events  are 
given  on  the  spot  coverage.  Local 
civil  defense  and  police  authorities 
will  use  The  Traveller  in  case  of  dis- 
aster or  emergency  situations. 

Its  dimensions  and  specifications 
are  impressive.  The  trailer  unit  is 
45'  long,  8'  wide  and  12'  high,  and  is 

40 


insulated,  air-conditioned  and  acous- 
tically equipped. 

Complete  with  turntables,  tape  re- 
corders, playbacks  and  a  full-size 
studio  mixing  console,  it  has  a  variety 
of  microphone  outlets  in  the  studio, 
the  lounge  and  on  the  sides  of  the 
unit  for  external  use.  There  are  even 
microphone  outlets  on  its  6'  x  8'  roof 
deck  to  provide  "panoramic"  broad- 
cast facilities. 

The  Traveller  was  built  to  specifi- 
cation for  Radio  Indianapolis,  Inc., 
which  operates  WXLW,  by  the  Lib- 
erty Coach  Co.  Inc.  of  Bremen,  Ind. 

Christened  (with  champagne)  by 
Mrs.  Harold  Handley,  wife  of  the 
Indiana  Governor,  it  is  now  roaming 
the  streets,  suburbs,  shopping  centers 
and  country  side  around  Indianapo- 
lis like  a  peripatetic  giant. 

Says  the  station  proudly,  "For  the 
first  time  we  are  really  bringing  radio 
to  the  people."  ^ 


COMPLETELY  equipped  sound-proof  studio 

has  mike  outlets,  turntable  and  tape  playback 


What  you 

^  They're  looming  larger  in 
air  media  as  investment  moves 
have  put  the  majority  of  video 
stations  into  group  ownership 


1  he  flurry  of  negotiations  involv- 
ing station  group  ownership  recently 
has  put  the  spotlight  on  an  important, 
but  seldom-described,  sector  of  the 
broadcasting  business. 

The  fact  is  that  with  the  growth  of 
group  ownership,  broadcasting,  and 
particularly  tv  broadcasting,  has  be- 
come big  business.  There  are,  for 
example,  more  tv  stations  that  are 
group-owned  than  are  not.  The  pur- 
chase of  the  Jack  Wrather  stations  by 
Transcontinent  Tv  Corp.  and  the 
hefty  stock  purchase  in  the  Metro- 
politan group  by  John  W.  Kluge,  al- 
ready a  major  factor  in  station  own- 
ership, involved  investment,  not  to 
mention  broadcasting,  moves  of  ma- 
jor proportions. 

If  the  trading  in  stations  has  been 
less  brisk  during  the  past  year  or  so 
than  previously,  it  is  not  for  lack  of 
interest  among  broadcasters  looking 
for  new  markets  to  conquer.  It  is 
rather  the  fact  that  tv  franchises  have 
become  so  valuable  that  sellers  are 
putting  a  high  price  on  their  proper- 
ties and  buyers  have  to  think  twice 
before  shelling  out. 

Now  that  group  ownership  has  be- 
come somewhat  stabilized,  a  look  at 
what  the  last  decade  has  wrought  is 
in  order.  Certain  questions  of  in- 
terest to  admen  suggest  themselves: 

What  is  a  group?  Is  it  a  collection 
of  individual  stations  linked  only  by 
the  desire  for  profit  by  their  common 
owner?  Or  is  it  a  monolithic  cor- 
porate structure  with  strong  controls 
and  philosophy  imposed  from  the 
top?  Is  there  anything  that  distin- 
guishes a  group-owned  station  from 
one  that  is  not?  Does  group  owner- 
ship stamp  some  special  character  on 
a  station?  How  important  is  group 
ownership  in  the  total  broadcasting 
picture? 

So  far  as  tv  is  concerned  there  is 
no  doubt  that  group-owned  stations 
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should  know  about  station  groups 


dominate  the  scene.  Of  the  500-odd 
commercial  video  outlets,  about  300 
either  are  group  operated  or  con- 
trolled or  are  stations  in  which  a 
group  has  a  sizable  investment.  This 
covers  any  person  or  firm  which  owns 
or  has  substantial  investments  in  two 
or  more  tv  stations. 

While  groups  existed  during  the 
1930's.  it  was  the  surge  in  tv  follow- 
ing the  FCC's  unfreezing  of  new  sta- 
tion construction  that  put  groups  in 
the  big  time.  Granting  the  impor- 
tance of  radio  as  a  business  in  the 
pre-video  era,  radio  investments  never 
approached  the  values  represented  by 
tv  station  ownership.  The  relatively 
high  cost  of  tv  equipment,  talent  and 
programing  meant  the  under-capital- 
ized   broadcaster    was    handicapped. 

The  inability  to  compete  plus  the 
tempting  profits  offered  by  buyers 
induced  a  number  to  sell  out. 

Furthermore,  "outside"  money  be- 
gan to  find  its  way  into  tv  station 
ownership  once  the  pre-freeze  stations 
began  to  show  hefty  figures  on  the 
black  side  of  the  ledger.  (They  still 
do.  Latest  FCC  figures,  covering 
1957,  show  the  95  pre-freeze  outlets 
— excluding  the  network  o&o's — 
cleared  82  million  pre-tax  dollars 
compared  to  $10.8  million  in  profits 
for  the  302  post-freeze  vhf's.) 

The  tv  side  of  group  ownership  be- 
gan to  take  shape  in  the  mid-1950's. 
Even  as  venerable  a  station  owner  as 
Westinghouse  Broadcasting,  whose 
history  opens  with  the  dim  beginnings 
of  radio,  didn't  acquire  its  second  tv 
station  until  1953.  Within  four  years, 
WBC  acquired  three  others  for  its 
full  vhf  complement.  Note  that  of 
WBC's  five  vhf's,  four  were  pur- 
chased, rather  than  started  from 
scratch. 

Other  groups  were  also  building 
during  this  time:  The  complete  Time. 
Inc..  station  list,  including  radio,  was 
put  together  during  the  1953-57  peri- 
od. The  Gannett  newspaper  group, 
most  of  whose  radio  stations  were  al- 
ready acquired  by  1939.  constructed 
its  tv  list  between  1953  and  1958.  A 
similar  story  can  be  told  of  Corin- 
thian, all  of  whose  stations  came  un- 
der its  umbrella  during  the  50's. 

The    network    groups,    because    of 


programing  requirements  and  for 
other  reasons,  were  in  the  tv  group 
ownership  field  early.  NBC,  for  ex- 
ample, had  five  pre-freeze  video  out- 
lets. But  buying  continued.  Both 
NBC  and  CBS  bought  two  uhf  outlets 
each  (of  which  only  one  will  be  in 
operation  after  CBS  darkens  WXIX, 
Milwaukee,  the  end  of  this  month). 
And  CBS  made  two  major  vhf  pur- 
chases— St.  Louis  and  Philadelphia — 
in  1958  alone. 

In  terms  of  size,  the  network  o&o's 
represent  the  major  factor  in  group 
ownership.  All  three  have  tv  outlets 
in  New  York.  Chicago  and  Los  An- 


geles. Their  dominance  can  be  gauged 
by  the  fact  that  in  1957.  the  Latest 
year  for  which  figures  are  available, 
these  o&o's  accounted  for  17'<  of  all 
non-network  tv  time  sales.  In  na- 
tional spot  alone  their  share  is  almost 
20%  while  they  had  13',  of  local  tv 
business. 

In  terms  of  dollars,  this  means 
their  time  sales  in  1957  came  to 
$82  million. 

In  the  radio  field,  economic 
strength  is  more  diffused.  The  four 
national  and  three  regional  networks 
(the  latter  being  Yankee,  Don  Lee 
and    Texas    State)    took    in    through 


FOUR    HEADS   OF    LEADINGjSTATION'GROUPS 


WITH  network  doing  well,  ABC  has  turned 
its  attention  to  other  matters,  recently  named 
Steve  Riddleberger  as  first  full-time  execu- 
tive for  its  company-owned   radio/tv  stations 


WESTINGHOUSE  programs  music  by  "phi- 
losophy rather  than  by  formula"  on  its  six 
radio  stations.  WBC's  Donald  McSannon 
likes    frequent    headquarters-station    contracts 


CBS  didn't  acquire  two  of  its  major  o&o's 
until  1958.  Firm  separates  management  of 
its  tv  and  radio  stations.  Former  are  under 
Craig    Lawrence,    also    head    of   tv   spot   sales 


LIKE  many  groups,  Corinthian  was  not  in  ex- 
istence until  middle  I950's.  C.  Wrede  Peters- 
meyer,  president,  believes  that  station  groups 
offer    a    plus    to    the    broadcasting    business 
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their  21  stations  7%  of  all  non-net- 
work time  sales  in  1957.  Their  share 
of  national  spot  came  to  nearly  14% 
while  the  share  of  local  was  3.6%. 

The  smaller  role  played  by  net- 
work o&o's  in  radio  is  primarily  due 
to  the  greater  number  of  radio  sta- 
tions and  the  decline  of  network  ra- 


dio. The  latter's  lean  years  and  the 
rise  of  the  independent  station  has 
given  birth  to  a  number  of  groups 
which  brought  new  programing  con- 
cepts into  radio.  Groups  like  the 
Storz.  McLendon  and  Bartell  stations 
have  had  tremendous  impact  on  lis- 
tening  patterns    with    popular    music 


formats  and  hard-hitting  promotion. 
The  radio  groups  tend  more  toward 
tight  formulas  than  other  groups,  one 
reason  being  with  tv  stations  carry- 
ing heavy  network  schedules  there  is 
less  room  in  which  to  play  around. 

Once  you  get  past  the  above  basic 
facts  about  station  groups,  the  varie- 


A  SAMPLING  OF  THE  MAJOR  TV  AND  RADIO  STATION 


AMERICAN  BDCSTC.  CO. 

(5  tv,  6  am)-WBKB(TV),  WLS, 
Chicago:  WXYZ-TV-AM,  Detroit; 
K ABC-TV-AM,  Los  Angeles; 
WABC-TV  AM,  N.  Y.:  KQV,  Pitts- 
burgh; KGO  TV-AM.  San  Francisco 

AIR  TRAILS 

(4  am)— WCOL.  Columbus,  O.; 
WING,  Dayton;  WKLO,  Louisville, 
Ky.;  WIZE,  Springfield,  O. 

GENE  AUTRY  STATIONS 

(2  tv,  4  am)— KMPC,  Los  Angeles; 
KOOL-TV-AM,  Phoenix;  KSFO, 
San  Francisco;  K  OLD-TV-  AM, 
Tucson 

BALABAN  STATIONS 

(2  tv,  3  am)— KBOX,  Dallas,  Tex.; 
WRIT,  Milwaukee;  WTVO  (TV), 
Rockford,  111.;  WIL,  St.  Louis; 
WICS(TV),  Springfield,   111. 

BARTELL  FAMILY  STATIONS 

(5  am)— WAKE,  Atlanta:  WYDE, 
Birmingham;  WOKY,  Milwaukee; 
KCBQ,  San  Diego:  KYA,  San  Fran- 
cisco 

JOE   FLOYD  CROUP 

(1  tv,  3  am) — K.SO,  Des  Moines; 
WLOL,  Minneapolis;  KELO-TV- 
\M,    Sioux    Falls,    S.   D. 

BOOTH  STATIONS 

(6  am)— WBBC.  Flint;  WIBM, 
Jackson;  WIOU,  Kokomo;  WSGW, 
Saginaw;  WJVA,  So.  Bend.;  All 
Mich.;   WTOD,    Toledo 

KENYON  BROWN  STATIONS 

(1  tv,  3  am) — KANS,  Independ- 
ence, Mo.;  KFOX,  Long  Beach; 
KCOP(TV),  Los  Angeles;  KGLC, 
Miami,    Okla. 

CALIF.-ORECON    STATIONS 

(3  tv,  2  am)— KIEMTV-AM.  Eure- 

List    Includes    station!    owned     controlled    or    in    which 
BET-TV  bj  Corinthian   and   Bakersfield-San  Diego 


ka,  Cal.;  KAGI,  Grants  Pass,  Ore.; 
KOTI-TV,  Klamath  Falls,  Ore.; 
KBES-TV,    Medford,   Ore. 

CAPITOL  CITIES  STATIONS 

(2  tv,  1  am)— WROW,  WTEN 
(TV),  Albany;  WPRO-TV,  Provi- 
dence 

CASCADE   BDCSTC.  CO. 

K  L  E  W  -  T  V  ,  Lewiston,  Idaho; 
KBAS-TV,  Moses  Lake;  KEPR-TV, 
Pasco;  KIMATV-AM,  Yakima:  all 
Wash. 

COLUMBIA  BDCSTC.  SYSTEM 

(5  tv,  7  am)  —  WEEI,  Boston; 
WBBM-TV-AM,    Chicago;     KNXT 

(TV),  KNX,  Los  Angeles;  WCBS 
TV-AM,  New  York;  WCAUTV- 
AM,  Philadelphia;  KMOX-TV-AM, 
St.  Louis;  KCBS,  San  Francisco 

CORINTHIAN   BDCSTC. 

(5  tv,  2  am)— WANE-TV-AM,  Fort 
Wayne,  Ind„  KGUL-TV,  Houston: 
WISH-TV-  A  M  ,  Indianapolis; 
K  B  E  T-T  V,    Sacramento;    KOTV 

(TV),  WCKR,  Miami 

COWLES  STATIONS 

(4  tv,  3  am)  — KRNT-TV,  Des 
Moines;  WHTN-TV-AM,  Hunting- 
ton, W.  Va.;  KTVH(TV),  Hutch- 
inson Wichita;  WCCO-TV-AM, 
Minn. 

JAMES  M.  COX  STATIONS 

(4  tv,  4  am)— WSBTV-AM,  Atlan- 
ta; WSOC-TV  AM,  Charlotte,  N.C.; 
WHIO-TV-AM,  Dayton;  WCKT 
(TV),  WCKR,  Miami 

CROSLEY  BDCSTC.  CORP. 

(5  tv,  1  am)— WLWA(TV),  Atlan- 
ta; WLWT(TV).  WLW,  Cincin- 
nati; WLWC(TV),  Columbus,  O.; 
W  L  W  D  (TV),  Dayton;  WLWI 
(TV)   Indianapolis 

group    lias    substantial    Investment.     Fm    stations   not   shown. 
Stations  by  Transrontinent  TV  not    completed    at    presstime 


FETZER  STATIONS 

(4  tv,  3  am)— WWTV  (TV),  Cadil- 
lac; WJEF,  Grand  Rapids;  WKZO- 
TV-AM,  Kalamazoo;  all  Mich.; 
KOLN-TV,  Lincoln;  WMBD-TV- 
AM,  Peoria,  111. 

FOUNDERS  CORP. 

(1  tv,  3  am)— KTVR  (TV),  Denver; 
KPOA,  Honolulu;  WSMB,  New 
Orleans;   WFBL,   Syracuse 

FRIENDLY  STATIONS 

(3  tv,  6  am)  —  WBOYTV-AM, 
Clarksburg,  W.  Va.;  KODETV-AM, 
Joplin,  Mo.;  KMLB,  Monroe,  La.; 
WPAR,  Parkersburg,  West  Va.; 
WPIT,  Pittsburgh;  WSTV-TV -AM. 
Steubenville,   O. 

CANNETT  STATIONS 

(4  tv,  4  am)— WINR-TV-AM,  Bing- 
hamton,  N.  Y.;  WDANTV-AM, 
Danville,  111.;  WENY,  Elmira,  New 
York;  WHECTV-AM,  Rochester; 
KOVR-TV,    Stockton-Sacramento 

A.  L.  CLASSMANN  STATIONS 

(2  tv,  6  am)— KGEM,  Boise;  KOPR, 
Butte;  KIMN,  Denver;  KMON, 
Great  Falls,  Mont.;  KLO,  Ogden, 
Utah;  KUTV  (TV),  Salt  Lake  City; 
KLIX-TV-AM,  Twin  Falls,   Idaho 

GRIFFIN  STATIONS 

(3  tv,  1  am)— KATV  (TV),  Little 
Rock;  KWTV  (TV),  Oklahoma  City; 
KTUL-TV-AM,  Tulsa 

HEARST  STATIONS 

(3  tv,  3  am)— WBAL-TV-AM,  Bal- 
timore; WISNTV-AM,  Milwaukee; 
W'CAE,  WTAE  (TV).  Pittsburgh 

S.  E.  HUBBARD  STATIONS 

(2  tv,  3  am)— KOB-TV-AM,  Albu- 
querque; KGTO,  Cypress  Gardens; 
KSTP-TV-AM,    Minn.-St.   Paul 

Sales    subject    to   FCC   approval    are>   included.     Purchase 


Hated  nature  of  the  business  makes 
generalizations  hard  to  come  by.  It 
would  he  hard,  for  example,  to  pick  a 
"typical"  group.  They  range  in  size 
from  a  two-station  radio  group  loca- 
ted in  small  markets  and  run  on  a 
shirt-sleeve  basis  by  the  owner  up  to 
the   large   corporate   enterprises   like 


Westinghouse  (the  largest  of  the  non- 
network  groups  I  with  sizeable  head- 
quarters staffs  and  formalized  man- 
agement policies. 

Take  the  question  of  ownership,  lor 
example.  Even  with  the  network 
o&o's  the  type  of  ownership  varies. 
The  ABC  group  is  owned  by  a  theater 


chain;  the  NBC  group  is  owned  by 
an  electronics  manufacturer.  Only 
the  CBS  stations  are  owned  by  what 
might  be  called  simon-pure  broad- 
casters. 

Most      numerous     among      station 
group    owners    are    newspaper    and 
i  Please  turn  to  page  I  I  I  • 


GROUPS  WITH  THEIR  MARKETS  AND  STATIONS 


KING  BDCSTC.  CO. 

(3  tv,  3  am)—  KGW -TV-AM.  Port- 
land, Ore.;  KING-TV  AM,  Seattle; 
KREM-TV-AM,  Spokane 

JOHN  W.  KLUCE  STATIONS 

(1  tv.  1  am)— WINE,  Buffalo,  N.  Y. 
KNOK,  Fort  Worth-Dallas;  WKDA, 
Nashville;  WLOF-TV,  Orlando; 
WEEP,   Pittsburgh 

KNORR  STATIONS 

(5  am)— WELL,  Battle  Creek;  WK- 
MH,  Dearborn-Detroit;  WKMF, 
Flint;  WKHM,  Jackson;  WSAM, 
Saginaw;   all  Mich. 

LEE  RADIO  INC. 

(2  tv,  2  am)— KGLO-TV-AM,  Ma- 
son City,  Iowa;  KHQA-TV,  WTAD, 
Quincy,  Illinois 

WENDALL  MAYES  STATIONS 

(6  am)— KNOW,  Austin;  KBWD, 
Brownwood,  Tex.;  K  X  O  L  ,  Fort 
Worth;  KCRS,  Midland,  Tex.; 
KTOK,  Oklahoma  City;  WACO, 
Waco,  Tex. 

J.   ELROY  McCAW  STATIONS 

(3  tv,  3  am) — KELA.  Centralia, 
Wash.;  KTVR(TV),  Denver; 
KONA(TV),  Honolulu;  KDAY, 
Los  Angeles;  WINS,  New  York; 
KTVW  (TV),  Tacoma-Seattle 

McCLATCHY  STATIONS 

(1  tv,  5  am)— KERN,  Bakersfield, 
Cal.;  KMJ-TV-AM,  Fresno;  KBEE, 
Modesto,  Cal.;  KOH,  Reno;  KFBK, 
Sacramento 

McLENDON  STATIONS 

(5  am)  — KLIF,  Dallas:  KILT. 
Houston;  WARY,  Louisville,  Ky.; 
KTSA,  San  Antonio:  KEEL,  Shreve 
port 

McLENDON   EBONY  STATIONS 

(1   am)— WEEN,    Bnghm.;    WOKJ, 


Jackson,  Miss.;  KOKY,  Little  Rock; 
K.OKA,  Shreveport 

MEREDITH   PUBLISHING  CO. 

(1  tv,  5  am)— KCMO-TV-AM,  Kan- 
sas City,  Mo.;  WOW-TV-AM,  Oma- 
ha; KPHO-TV  AM.  Phoenix,  Ariz.; 
WHEN-TV-AM,  Syracuse;  KRMG. 
Tulsa 

METROPOLITAN   BDCSTC.  CO. 

(2  tv,  2  am)— WHK,  Cleveland; 
WNEW-TV-AM,  N.  Y.;  WTTG 
(TV),    Washington,    D.    C. 

MURPHY-BRIDCES  STATIONS 

(3  tv,  5  am)— WEAU-TV-AM,  Eau 
Claire,  Wis.;  WEBC,  Duluth; 
WMAM,  WMBV-TV,  Green  Bay, 
Wis.;  W  I  S  C-T  VA  M  ,  Madison; 
WHLB,  Virginia,  Minn. 

NATIONAL  BDCSTC.  CO. 

(6  tv,  7  am)— W  NBQ  (TV), 
WMAQ,  Chicago;  KRCA(TV),  Los 
Angeles;  WNBC  (TV),  WKNB,  New 
Britain;  WRCA-TV  AM.  New  York; 
W  R  C  V  -  T  V  -  A  M,  Philadelphia: 
WAMP,  Pittsburgh;  KNBC,  San 
Francisco;  WRC-TV-AM,  Washing- 
ton 

NATIONAL  THEATERS — NTA 

(3  tv,  2  am)— WDAF-TV-AM,  Kan- 
sas City,  Mo.:  KMSP  (TV),  Min- 
neapolis; \V\  I  A  TV-AM.  Newark- 
New  York 

NEWHOUSE  NEWSPAPER  STA. 

(5  tv,  2  am) — WAPI-TV,  Birming- 
ham; WPTA  (TV),  Ft.  Wayne; 
KOIN-TV-AM,       Portland,      Ore.; 

k  I  VI  (TV),  St.  Louis:  WSYR  TV- 
AM.   Syracuse 

OK  CROUP 

(6  am) — WXOK,  Baton  Rouge; 
KYOK,  Houston:  KAOK,  Lake 
Charles,     La.;     WLOK,     Memphis; 


WGOK, 

Orleans 


Mobile;      W'BOK,     New 


B.  J.  PALMER  STATIONS 

(3  tv,  I  am)— WOC-TV-AM,  Dav- 
enport; WHO  I  \ '-AM.  Des  Moines; 
K.FAB,  Lincoln;  KMTV  (TV),  Oma- 
ha; KM  A.  Shenandoah,  Iowa 

PEOPLES  BROADCASTING  CO. 
(1  tv,  5  am)— WGAR,  Cleveland; 
W'MMN.  Fairmont,  W.  Va.;  K\  1  \ 
(TV),  Sioux  City,  Iowa:  WTTM, 
Trenton;  WRFD,  Worthington,  O.; 
WNAX,  Yankton,  S.  D. 

PLOUGH   BROADCASTINC  CO. 

(4  am)  — WCAO,  Baltimore; 
WCOP,  Boston:  WJJD,  Chicago; 
WMPS,  Memphis 

RAHALL  STATIONS 

(5  am)— WKAP.  Allentown,  Pa.; 
WWNR,  Beckley,  W.  Va.;  WFEA, 
Manchester,  N.  H.;  WNAR,  Norris- 
town,  l'a.;  WTSP,  St.  Petersburg 

D.  W.  REYNOLDS  STATIONS 

(3  tv,  4  am) — KFSA,  Fort  Smith. 
Ark.:  KLRJ-TV,  Henderson,  Las 
Vegas,  New:  KGNSTY.  Laredo: 
KORK,  Las  Vegas;  K.HBG,  Okmul 
gee,  Okla.;  KOLO-TV,  Reno: 
KBRS,  Springdale,    \rk. 

RIDDER    PUBLICATION    STAS. 
(2    tv,     I    am) — KSDN.    Aberdeen, 
S.   D.;    KILO.   Grand    Folks.    \     D 
WCCO-TV-AM,      Minn.-St.      Paul; 
WDSM-  I  V-  \M.  Superior,  Wis. 

RKO   TELERADIO 

(5  tv,  7  am)— WN  \<  1  \  VM,  Bos 
ton:  KHJ-TV-AM,  Los  Vngeles; 
WHBQ-TV-AM,    Memphis;    WOR 

l\  \\l.  New  York;  KFRC,  San 
Francisco;  WGMS,  Washington; 
CKLW-  I  V  \M.    Windsor-Detroil 

(Continued    on    page    I  14) 


New  coffee  ingredient:  teenagers 


^    They're  a  key  target  for  Fine  Cup,  a  new  brand  off  to 
a  quick  get-away  via  radio/tv  in  Wheeling  test  campaign 

^    Hafner  developed  the  newcomer  as  a  hedge  against 
the  ups-and-downs  of  its  old-line  private  label  business 


I 


f  you  want  a  fast  education  in  the 
basics  of  the  private  label  business, 
one  good  source  would  be  the  Hafner 
Coffee  Co.  Ever  since  1912,  this 
Pittsburgh  firm  has  been  making  pri- 
vate-label coffees  for  a  raft  of  dis- 
tributors, thereby  earning  itself  a 
nice  living  and  an  equally  nice  bun- 
dle of  know-how. 

Right  now,  Hafner  is  putting  that 
know-how  to  good  use  by  suddenly 


introducing  an  advertised  brand — its 
own.  And  thereby  hangs  a  tale  of 
marketing  and  air  media  strategy 
whose  story-line  broadly  goes  like 
this: 

•  Price  is  a  big  element  in  coffee 
purchases. 

•  That  makes  coffee  a  fine  field  for 
private-labelers. 

•  But  in  a  high-consumption,  high- 
advertising  economy,  the  lure  of  pure 


SAMPLING  TEAMS  cover  Wheeling,  W.  Va.  factories,  clubs  and  street  corners  to  speed  intro- 
duction.    New   brand,   with   heavy  air  media   support,   also   is   making   a   big    pitch   for  teenagers 


price  often  can  be  blunted  by  the  to- 
tal impact  of  advertised  brands. 

•  That  tends  to  put  the  private- 
label  fellows  on  the  spot.  The  life 
of  many  private  brands  shrinks, 
profits  get  wobblier,  haggling  with 
the  coffee  maker  gets  sharper.  In 
short,  a  very  uneasy  situation  devel- 
ops all  around. 

•  So — in  the  light  of  this  knowl- 
edge and  to  insure  peace  of  mind — - 
Hafner  simply  has  added  an  adver- 
tised line  of  its  own  to  supplement 
and  back-stop  the  old  anonymous  list. 

The  brand  was  dubbed  Fine  Cup; 
Goldman  &  Shoop  in  Pittsburgh  was 
picked  as  agency;  and  Wheeling, 
West  Va.,  was  selected  as  the  test 
market.  Hafner  and  the  agency 
found  that  a  lot  had  to  be  wrapped 
up  in  a  hurry: 

The  campaign — a  13-week  intro- 
duction— had  to  include  all  phases  of 
a  year-round  coffee  promotion.  This 
included  broad  interest,  creating  an 
image,  getting  the  product  talked 
about,  offering  the  consumer  an  at- 
tractive "deal,"  getting  chain  distri- 
bution in  the  area. 

On  top  of  this  was  a  sociological 
approach.  This  took  its  cue  from  the 
recent  tack  of  the  National  Coffee 
Assn.,  which  10  years  ago  made  a 
current  problem  for  all  industries — 
the  coffee  break — a  household  word. 
Today's  pitch  is  reaching  teenagers. 

"So  the  Wheeling  campaign  had 
the  teen-age  target,"  explains  a.e. 
Sidney  Goppman,  "as  well  as  the  in- 
dustrial worker,  the  businessman  and 
the  housewife  doing  her  weekend 
shopping.  We  figured  that  air  media 
could  get  to  these  people  with  a  con- 
cise image; — and  in  a  hurry." 

Tv  and  radio  got  70%  of  the  bud- 
get for  the  Wheeling  test.  Figuring 
identification  in  a  hurry  could  be  ac- 
complished via  a  star,  they  signed 
Basil  Rathbone  to  do  the  radio  and 
tv  spots  (also  to  appear  in  print  and 
outdoor).  This  deal  was  exclusive 
within  a  100-mile  radius  of  Wheeling 
— a  condition  that  will  apply  to  other 
markets,  as  well. 

The  campaign  was  divided  into 
three  phases: 

•  Teaser  phase:  12-20  January. 
10-second  Rathbone  spots,  tv  and  ra- 
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dio,  featured  the  line,  "Nothing  could 
be  finer.''  They  were  run  on  WTRF- 
TV,  Wheeling,  (class  A  and  AA 
times)  and  three  radio  stations — 
WHLL,  WKWK,  WWVA.  Good 
listening  times  for  teenagers  were 
emphasized. 

Total  tv — 37  spots.  Total  radio — 
414  spots. 

Not  a  single  case  of  coffee  was  in 
anv  market  during  this  nine-day 
buildup.  On  the  day  the  campaign 
kicked  off  a  dinner  was  thrown  for 
buyers,  assistants,  store  managers, 
and  the  press.  Virtually  every  inde- 
pendent grocer  and  chain  in  Wheel- 
ing was  contacted  during  the  teaser 
phase,  according  to  Charles  Koontz 
Sr.,  Hafner  v. p. -treasurer,  so  that  dis- 
tribution would  be  accomplished  by 
21  January  when  the  next  phase  of 
the  campaign  began: 

•  Reveal  phase:  21  January  for 
four  weeks.  The  Wednesday  kickoff 
included  a  two-day  "coffee  break" 
promotion.  Models  dressed  as  French 
maids  visited  businessmen's  club, 
women's  clubs,  and  factories  hand- 
ing out  free  cups  of  coffee. 

Copy  stressed  lower  price  than 
comparable  coffees  plus  a  money- 
back  guarantee. 

"Station  aid  in  promoting  the  cam- 
paign was  tremendous,"  says  agency 
promotion  -  production  liaison  man 
Phil  Katz.  He  credits  WTRF-TV 
regional  sales  manager  Ci  Ackerman 
and  sales  service  director  Curt  Jack- 
son with  obtaining  a  film  showing  at 
a  local  high  school,  "a  big  plus," 
Katz  explains,  "in  backing  up  our 
efforts  to  get  through  to  teenagers." 
The  film  was  a  promotional  pitch  to 
teenagers  made  by  the  National 
Coffee  Assn. 

A  survey  in  the  middle  of  the  four 
week  phase  (by  Wheeling  College 
students)  covered  a  sampling  of  50% 
white  collar,  50%  blue  collar  work- 
ers.   Three  questions  were  put: 

1.  Have  you  heard  or  seen  Basil 
Rathbone  advertising  a  coffee  during 
the  past  two  weeks? — 81%  answered 
in  the  affirmative. 

2.  Do  you  know  the  name  of  the 
coffee? — 71%  answered  "Fine  Cup." 

3.  Have  you  tried  the  coffee? — 
32%  said  yes. 

This  is  where  the  campaign  stood 
when   it   went   into   its   third   phase: 

•  Sell    phase,    kicked    off    on    tv 

(Please  turn  to  page  93) 
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PARTI-DAY    AIDS  OTHERS 
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t's  an  axiom  in  the  advertising 
business  that  heavy  promotion  for  a 
product  can  help  sales  of  competi- 
tors, too. 

The  Parti-Day  test  campaign,  now 
going  into  its  20th  week  over  WBAY- 
TV,  has  resulted  in  a  healthy  increase 
in  other  dessert  topping  sales. 

Marvin  W.  Bower,  merchandising 
chief  of  the  Otto  L.  Kuehn  Co.,  Mil- 
waukee food  broker  for  Parti-Day. 
checked  recently  on  the  movement  of 
toppings  through  wholesalers  in  the 
Green    Bay    area. 

He  found  the  advertising  for  Parti- 
Day,  the  only  topping  being  promot- 
ed in  the  area,  "has  increased  the 
sales  of  all  toppings  approximately 
25%.  The  25%  increase  is  on  the 
brands  that  they  (wholesalers)  al- 
ways have  handled  in  the  past  and 
the  Parti-Day  sales  are  in  addition 
to  the  sales  they  are  enjoying  on 
their  regular  lines." 

Bower  also  reported  to  sponsor 
the  latest  wholesaler  shipment  figures 
for  Parti-Day.  (See  telegram  above.) 
For  the  16-28  February  period,  case 


shipments  totaled  1,245,  compared  to 
1,380  during  the  previous  semi- 
monthl)  period.  I  For  a  box  score  of 
shipments  during  the  entire  tv  test, 
see  below.) 

Though  sales  have  dipped  from  the 
high  point  reached  during  the  second 
half  of  January,  shipments  for  the 
tv  test  period  are  running  consider- 
ably above  the  six-month  period  be- 
fore the  test  during  which  Parti-Day 
was  introduced  to  the  Green  Bay  area 
without  ad  fanfare. 

One  factor  in  confining  Parti-Dav 
sales  to  its  current  plateau  may  be 
the  fact  that  dairies  have  canceled  all 
ice  cream-and-toppingdemonstratiim- 
because  of  Lent,  which  started  earlv 
in  February.  The  demonstrations 
had  been  held  in  supermarkets.    ^ 

The  test  in  a  nutshell:  Product: 
Parti-Day  Toppings.  Market:  80-mile 
area  around  Green  Bay,  Wis.  Media : 
Day  tv  spots  only.  Schedule:  10 
spots  weekly.  Length :  26  weeks  from 
15  Oct.  Commercials:  Live,  one-min- 
ute.  Budget:  $9,980  complete. 
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16-31    Oct 580  cases 

1-15    Nov 1,450  cases 

15-30   Nov 370  cases 

1-15    Dec 1,090  cases 

16-31    Dec 350  cases 

1-15   Jan 1,595  cases 

16-31    Jan 1,865  cases 

1-15    Feb 1,380  cases 

16-28    Feb 1,245  cases 


.,iiiiin!iiiii!iiiiuiii!iniiii 1 mi 11 nun hiiiiii iiiiiiiiiiiiiiiiiiiniiiiinii it i inn Illlllllllllll nnnunniiiiiiuiiiiiiiiiiiiiiiniiiiiinr 


45 


FOR  ALL  17  RATING  PERIODS 


MEASURING  TOTAL  CAMPAIGN 


10  OF  THE  15  LARGEST  CAMPAIGN  AUDIENCES:  weekly 

UNDUPLICATED 
ADVERTISER  AGENCY  HOMES 


TIME,  INC.    : 

JOE  GANS  &  COMPANY 

7,842,000 

BROWN  &  WILLIAMSON 
TOBACCO  CORP. 

TED  BATES  &  COMPANY,  INC. 

7,299,000 

LEWIS  HOWE  COMPANY 

McCANN-ERlCKSON,  INC. 

7,153,000 

THE  READER'S  DIGEST 
ASSN.,  INC. 

J.  WALTER  THOMPSON  COMPANY 

7,153,000 

WARNER  LAMBERT 
PHARMACEUTICAL  CO.  INC. 

TED  BATES  &  COMPANY,  INC. 

7,153,000 

GROVE  LABORATORIES,  INC. 

GARDNER  ADVERTISING  COMPANY 

6,451,000 

VICK  CHEMICAL  COMPANY 

MORSE  INTERNATIONAL,  INC. 

6,425,000 

MOGEN  DAVID  WINE  CORP. 

EDWARD  H.  WEISS  &  CO. 

6,306,000 

WILLIAM  WRIGLEY,  JR.,  CO. 

ARTHUR  MEYERHOFF  &  CO. 

5,564,000 

LEVER  BROTHERS  COMPANY 


FOOTE,  CONE  &  BELDING  5,087,000 

J.  WALTER  THOMPSON  COMPANY 
SULLIVAN,  stauffer;  COLWELL 
&  BAYLES,  INC. 
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SINCE  NIELSEN  BEGAN 


AUDIENCES  DELIVERED  TO 


AVERAGED  11  OF  THE  15 
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NBC  RADIO  NETWORK 


AUTOMOBILES 

(Cont'd  from  page  35) 

public.  Chances  are  it  just  hap- 
pened along  at  a  psychological  mo- 
ment. In  the  late  '40's  came  the 
Willys  Jeepster:  a  decade  before,  the 
Willys.  None  of  them  ever  quite 
caught  on. 

In  a  way,  it  might  be  said  that  the 
car  industry  has  gone  full  cycle — back 
to  the  days  when  the  Model  T  Ford, 
a  small  wheelbase  car  controlled 
about  55%  of  the  auto  market,  out- 
selling the  field  of  juggernauts  such 
as  Cadillac,  Locomobile,  Buick,  Max- 
well, Marmon,  Velie,  Moon.  LaSalle. 
Dodge,  Kissel.  The  Ford  then  sold 
for  slightly  more  than  $500,  was  a 
true  economy  car.  It  lost  the  lead 
only  through  failing  to  switch  soon 
enough  from  its  roving  planetary 
shift  to  the  standard  shift  of  the  com- 
petition. 

From  that  time  on,  despite  Ford's 
entry  of  the  Model  A,  the  automotive 
scene  became  dominated  by  the  grad- 
ually enlarging  car. 

During  the  1930's,  cars  continued 
to  lengthen  but  cost  held  at  prices 
with  appeal  to  a  depression  era.    A 


few  strictly  economy  cars  such  as  the 
Rockne  and  the  Wolverine  came  and 
went  almost  unnoticeably. 

In  the  post-World  War  II  years, 
the  cars  really  stretched  out.  But 
there  is  something  about  the  "horse- 
less carriage"  in  American  psychol- 
ogy that  defies  boom  or  recession, 
fat  years  or  lean.  A  car  is  a  terribly 
personal  thing — subject  more  to  the 
vagaries  of  the  soul  than  the  purse. 

This  new  trend  may  seem  ironic, 
but  public  taste  is  not  always  noted 
for  its  logic.  People  in  1957  had 
money — more  money  actually  than 
they  had  in  the  automotive  high- 
watermark  year  of  1955- — but  they 
suddenly  stopped  buying  cars.  Ex- 
perts in  auto  design  began  to  be 
haunted  by  the  spectre  of  a  well- 
heeled  market  which  was  sated  with 
pretentious,  chrome-smothered  vehi- 
cles— a  market  that  doesn't  necessari- 
ly pick  cars  as  women  do  hats. 

By  that  time  it  had  become  ap- 
parent something  had  gone  wrong 
with  the  "big  medium-priced"  car 
theory.  Final  proof  came  in  the  fall 
of  1957  when  Ford  launched  its  Edsel 
and    the    public    failed    to    respond. 


Meanwhile  a  "special,  limited-appeal" 
car  in  the  Ford  family — the  T-bird — 
brought  out  as  a  four-passenger  car 
outsold  Edsel  nearly  double  in  1958. 
Originally  regarded  as  a  "sports  car," 
the  T-bird  has  actually  moved  into 
the  role  of  family  car,  has  become 
one  of  the  most  sought-after  cars  in 
the  country. 

Whatever  market  and  consumer  re- 
search has  been  telling  Detroit  late- 
ly, actual  sales  figures  are  the  potent 
thing.  Since  automotives  survey  the 
public  taste  several  years  before  they 
invest  their  millions  in  re-tooling  for 
a  new  car  style,  one  of  two  things 
went  sour  along  about  '56:  Either 
people  were  giving  the  wrong  an- 
swers when  they  indicated  "the  big- 
ger, the  better"  or  their  tastes 
changed  meanwhile. 

The  fact  that  Chrysler  and  its 
"Forward  Look"  boomed  in  1957 
suggests  that  consumers  had  actually 
been  stating  their  honest  preferences 
as  of  that  moment. 

It  remains  for  Detroit — now  that 
the  Big  Three  have  decided  to  enter 
the  game — to  find  out  for  sure.  It 
will  take  a  lot  of  advertising  dollars 


Servicing  and  Selling  the  Markets  of  America 


?OL  OF  SERVICE 


to  do  it.  If  a  revolution  is  truly 
beginning,  its  full  impact  will  not  be 
felt  until  at  least  1960.  Meanwhile, 
here  is  a  status  report  on  Ford, 
American  Motors  and  Studebaker- 
Packard  to  fill  out  last  week's  resume 
of  activities  at  GM  and  Chrysler  and 
complete  the  Detroit  picture: 
Ford  Motor  Co. :  Middle-man  of 
the  Big  Three,  it  captured  26.44% 
share  of  market  last  year  —  down 
from  the  30.2%  of  1957.  Sales  were 
off  28%  in  1958,  its  net  profit  dropped 
from  about  $283  million  in  1957 
to  less  than  $96  million  last  year.  It 
closed  last  year  on  a  high  note,  how- 
ever, with  brisk  fourth  quarter  sales. 
The  Ford  family  invests  in  net  tv  at 
the  rate  of  $13  to  $14  million  a  year. 
Its  spot  radio  investment  for  1958 
was  about  $5  million;  in  spot  tv, 
something  around  $1  million. 
Ford:  After  shattering  tradition  by 
beating  out  GM's  Chevrolet  in  1957, 
the  Ford  got  nosed  out  again  in 
1958.  Production  in  1958  was  1.038 
million.  So  far  this  year  it  is  run- 
ning ahead  of  the  same  period  in 
1958;  188,416  units  having  been 
built  between  1  January  and  mid- 
February  against  169.272  in  '58.     In 


net  tv,  Ford  is  using  Wagon  Train 
and  Tennessee  Ernie  Ford  Show.  It 
is  a  consistent  user  of  spot  radio,  has 
set  aside  a  sizable  money  pool  for 
spot  to  be  used  between  now  and 
next  season  with  spot  radio  likely  to 
lie  the  biggrsl  henelieiai  \  i  See  si'<>\- 
sorscope,  14  Februai  \  I . 

An  interesting  sidelight  on  Ford  s 
air  media  strategy  is  its  cooperation 
with  the  Radio  Advertising  Bureau 
in  helping  its  local  dealers  use  spot 
radio  most  efficiently.  With  every 
Ford  monthly  dealer  bulletin  goes  a 
basic  radio  manual  prepared  by  RAB. 
This  is  a  12-page  booklet  explaining 
the  medium,  exploring  such  subjects 
as  auto  radio,  listening  profiles.  It 
even  goes  into  the  dealers  own  radio 
listening  habits.  For  example,  the 
book  points  out  that  a  '"typical  Ford 
dealer  owns  an  average  of  4.7  radio 
sets  (including  auto  radios),  listens 
at  least  once  a  week  and  on  5.7  lis- 
tening days  out  of  a  possible  seven. 
Edsel:  Ran  smack  into  a  switch  in 
public  taste  with  a  1958  output  of 
only  26,574  cars.  Production  as  of 
15  February  this  year  stood  at  about 
8,500.  Will  be  out  in  1960  with  113 
inch    wheelbase   compact    car    which 


may  well  turn  the  trick.  Has  used 
specials  in  net  tv.  is  a  participant  in 
Playhouse  90.  I-  also  u-ing  spot 
radio. 

Mercury:  Skidded  from  a  L957  out- 
put of  274.827  to  128.489  last  >ear. 
At  mid  February  ilii*-  year,  produc- 
tion was  24.402  about  5,000  unite 
ahead  of  the  like  period  in  l'.*5<!.  In 
net  tv,  Mercury  uses  the  Ed  Sullivan 
Show,  shared  in  sponsorship  of  pro- 
fessional football  bowl  game  earl) 
this  year.  The  company  is  using  spot 
radio  now. 

Lincoln:  Produced  26,574  cars  in 
L958,  about  8.000  less  than  in  1957: 
this  year  is  running  about  even  with 
last  with  nearly  5,000  cars  turned  out 
at  15  February.  Lincoln  will  prob- 
ably be  the  only  car  in  the  Ford 
Family  that  will  not  bring  out  a 
"compact"  companion  car.  Lincoln 
also  uses  Ed  Sullivan  Show  in  net  tv, 
also  the  New  York  Philharmonic — ■ 
an  interesting  appeal  to  the  audience 
that  might  be  in  the  market  for  Lin- 
coln prestige.  It  is  using  no  other 
air  media  currently . 
Thunderbird:  Production  on  this  in 
the  first  month  and  a  half  of  1959  is 
running   about   four   times   ahead   of 


SERVICING  AND  SELLING  are  two  key  words  that  dominate  the  objectives  of  Transcontinent  stations. 
Whether  it's... 

•  WGR-TV  and  WGR  Radio,  Buffalo,  blanketing  the  mighry  and  prosperous  market  of  Western 
New  York  known  as  the  Niagara  Frontier,  or . . .  WROC-TV,  Rochester,  with  its  26.5%  coverage  advantage 
in  the  thriving  13-county  industrial  and  agricultural  area  in  up-state  New  York,  or .     WNEP-TV, 
Scranton-Wilkes-Barre,  with  the  most  powerful  transmitter  serving  Northeastern  Pennsylvania,  the  state's 
third  largest  market,  or . . .  WSVA-TV  and  WSVA  Radio,  Harrisonburg,  covering  the  rich  and  diversified 
Shenandoah  Valley  area  in  Virginia . . . 

. . .  you'll  find  the  Transcontinent  station  is  well-known  as  a  symbol  of  service  to  audiences  and  a  symbol  of 
sales  to  advertisers.  Experienced  management,  intelligent  program  balance,  strong  merchandising  and  promotion 
plans,  and  a  genuine  feeling  of  community  responsibility  are  basic  characteristics  that  advertisers 
profit  by  when  they  select . . . 


A  TRANSCONTINENT  STATION 


WGR-TV,  WGR,  Buffalo,  N.Y.  •  WROC-TV,  Rochester,  N.V.  •  WSVA-TV,  WSVA,  Harrisonburg,  Va.  •  represented  by  Peters,  Griffin.  Woodward 

WNEP-TV,  Scranton-Wilkes-Barre,  Pa.,  represented  by  Avery-Knodel 
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WHO'S  WHO  IN  TIMEBUYING  AT  FORD  &  INDEPENDENTS 


COMPANY   &    BRAND 


COMPANY    AD    MANAGER 


ACENCY 


TIMEBUYER 


FORD  MOTOR  CO.       J.  B.  McMecham,  mgr.  inst.  Kenvon  &  Eckhardt 

adv.  1500  Penobscot  Bldg. 

M.    B.    Heath,    mgr.    adv.    &  Detroit,  Mich. 
sis.  prom. 


American    Road 
Dearborn,   .Mich 


Brendan  J.   Baldwin,   med.  dir. 
Jack   Hiclcey,  asst.  med.  dir. 


Ford  John  R.  Bowers,  adv.  mgr.         J.  Walter  Thompson 

Rotunda  Dr.  &  SouthBeld  Walter  G.  Cooper,  sis.  mgr.         2130  Buhl  Bldg. 

Dearborn,  Mich.  Detroit.  Mich. 


R.  E.  Bachman,  Jr.,   med.  dir. 

Wm.  Thurber,  assoc  med.  dir. 

J.   O.    Luce,    assoc.   med.   dir.    (N.   Y. 


M-E-L  Division 

3000  Sehaeffer 
Dearborn,   Mich. 


C.  E.  Bowie,  gen'l  sis.  mgr.       See  breakdown  that  follows. 
George  S.  Coats,  asst.  gen'l 
sis.  mgr. 


Edsel 


3000   Sehaeffer 
Dearborn.   Mich, 


Eldon    E.    Fox,    adv.    &    sis. 

prom.  mgr. 
L.  C.  Beebe,  mkt.  mgr. 


Kenvon  &  Eckhardt 

1500  Penobscot  Bldg. 
Detroit,  Mich. 


R.  C.  Jamroiy,  med.  supvr. 
B.  J.   Baldwin,    med.   dir. 


Lincoln  & 
Continental 

3000   Sehaeffer 
I  >ru:  born,  Mich. 


H.    L.    Swan,    adv.    m 

sis.  prom. 
R.  J.  Fisher,  mkt.  dir. 


Foote,  Cone  &   I!.  Win. 
155  E.  Superior 
Chicago,  Illinois 


Robert   M   Clark,   med.  dir. 


Mercury 

: Sehaeffer 

Dearborn,  Mich. 


Bruce    Miller,    adv.    m 

sis.   prom. 
J.  E.  Judge,  mkt.  mgr. 


Kenvon  &  Eckhardt 

1500' Penobscot  Bldg. 
Detroit,  Mich. 


Brendan  Baldwin,  med.  dir. 
Jack   Hickey,  med.  dir. 


AMERICAN 
MOTORS 

14250   Plymouth   Rd. 
Detroit.   Mich, 


Fred  W.  Adams,  dir.  adv.  &  Geyer,  Morey,  Madden  &        Lewis  Happ,  med.  dir. 

mdse.  Ballard 

E.    B.    Brogan,    adv.     mgr.,  14250  Plymouth  Road 

automotive  div.  Detroit,  Mich. 


Rambler 

14250   Plymouth  Rd. 
Detroit,    Mich. 


Fred  W.  Adams,  dir.  adv.  &  Geyer,  Morey,  Madden  &        Lewis  Happ,  med.  dir. 

mdse.  Ballard 

E.    B.    Brogan,    adv.    mgr.,  14250  Plymouth  Road 

automotive  div.  Detroit,  Mich. 


STUDEBAKER 
PACKARD 

635    South  Main 
South  Bend,   Ind. 


James  W.  Orr,  mdse.  mgr. 
S.  A.  Skillman,  v. p.  &  gen'l 
sis.  mgr. 


D'Arcy  Advertising  Co. 

430  Park  Ave. 

New  York,  N.  Y. 


Frances  Veltheuys 


Source:    Tliis  directory  of  ad  anil  media  execs  responsible  for  car  spending  was  compiled  for  SPONSOR  by  Wm.  H.  Cartwrlght,  mgr.  of  Edward  Petry  &  Co..  Detroit.        = 
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the  same  period  last  year.  Its  success 
is  probably  a  motivating  force  behind 
Edsel's  decision  to  introduce  its  com- 
pact model  next  year.  Still  consid- 
ered a  "limited  appeal"  car,  how- 
ever, it  uses  no  air  media  at  present. 
American  Motors  {Rambler)  : 
Killed  off  its  Nash  and  Hudson  in 
1957,  threw  all  its  weight  behind  the 
small,  economy  Rambler,  promoted 
it  heavily  with  radio,  stressing  ma- 
neuverability and  economy,  wound 
up  with  doubled  sales  in  1958  —  a 
total  unit  output  of  216.261.  Its 
share  of  market  in  1957  (for  Nash. 
Hudson   and   Rambler)    was   1.96%. 


Last  year  this  soared  to  4.27%.  Pro- 
duction for  1959  between  1  January 
and  15  February  was  49,248  units 
against  only  28,760  in  the  same  peri- 
od the  previous  year.  Rambler  (and, 
of  course,  the  economy  imports) 
pointed  the  way;  the  rest  of  Detroit 
has  gambled  on  following.  Rambler 
is  using  net  radio  I  as  it  has  practical- 
ly from  its  beginning)  and  takes 
frequent  flights  in  spot  radio;  is  re- 
ported to  be  planning  one  now  for 
spring. 

Studebaker-Packard  (Lark)  :  Tak- 
ing a  leaf  from  AMC's  book,  S-P 
which  had  been  struggling  along  with 


a.  1.15%  share  of  market  in  1957 
(which  slipped  to  1.08%  in  1958) 
retired  Packard  and  its  standard 
Studebakers  last  fall — put  all  its  eggs 
under  one  small  Lark  which  seems 
to  have  hatched  a  prize-winner.  Dur- 
ing the  first  month-and-a-half  of 
1958,  total  S-P  output  was  only  3,381 
units;  this  year,  the  same  period  has 
produced  23,439  Larks.  D'Arcy, 
S-P's  agency,  lost  no  time  in  getting 
the  new  Lark  a  hearing  in  both  spot 
and  net  radio.  Mutual  Broadcasting 
has  carried  a  heavy  Lark  schedule, 
and  now  Lark  is  taking  a  flight  in 
spot  radio.  ^ 
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FARM  GAL  AND 
OLD  GREY  MARE! 

There's  a  world  of  good  living  these 
days  in  our  Land  of  Milk  and  Money. 
Scores  of  small  cities  and  thousands  of 
big  dairy  farms  —  an  area  42%  rural 
and  58%  urban.  Our  friends  and 
neighbors,  1,350,000  of  them,  spend 
$1,750,000,000  in  retail  sales  yearly. 
More  than  400,000  families  enjoy  Chan- 
nel 2-CBS  television. 

So  the  old  grey  mare  ain't  what 
she  used  to  be.  She  left  the  Barn 
for  the  Riding  Stable! 


THE  LAND 
OF  MILK 
ANDKONEY 

WBAY  i  2 

GREEN  BAY 
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CONOVER 

[Cont'd  from  page  38) 

ally  casting  a  commercial.  In  any 
event,  ad  agency  casting  heads  and 
film  studios  soon  build  up  talent  files 
of  their  own.  Such  files  include  film 
•  lips,  stills,  physical  descriptions  and 
lists  of  commercial  credits.  The  lat- 
ter is  extremely  important,  and 
Candy  Conover  must  keep  an  up-to- 
the-minute  check  on  her  talents'  jobs, 
contracts  and  commercial  re-use  pe- 
riods in  order  to  know  when  an  ac- 
tress is  eligible  to  do  another  com- 
mercial without  product  identity  con- 
flict. This  information  she  passes 
along  to  the  ad  agencies. 

At  those  ad  agencies  where  "new 
faces"  are  always  welcome,  auditions 
go  on  daily.  "For  each  commercial, 
I  go  after  something  different,"  says 
Nan  Marquand,  tv/radio  talent  head 
at  BBDO.  Nan  Marquand  averages 
at  least  two  auditions  every  day, 
screening  talent  from  several  talent 
agencies. 

"Advertising  agency  casting 
heads,"  says  Candy  Jones  Conover, 
"have  become  experts  in  talent.  They 
know  what  they  want  and  why.  They 
know  when  they  want  beauty  and 
when  they  want  the  off-beat  type. 
They  rarely  come  to  us  for  the  off- 
beat since  our  agency  has  been  noted 
always  for  attractive  people.  The 
talent  we  sell  is  'believable  beauty.' ' 

"Believable  beauty"  is  the  fresh- 
scrubbed,  ail-American,  girl-next- 
door  look.  It  is  a  far  different  beauty 
from  the  somewhat  ethereal  and 
angular  loveliness  of  a  high  fashion 
model  or  from  the  voluptuous,  almost 
artificial  prettiness  of  a  Hollywood 
starlet.  It  is  just  right  for  the  tv 
commercial  since  it  inspires  viewer 
credibility  that  extends  to  the  product 
message. 

The  young  actress  who  can  portray 
believable  beauty  enjoys  many  ad- 
vantages through  demand  for  her 
type  in  tv.  She  also  has  a  few  prob- 
lems. One  of  these  is  that  she  may 
tend  to  outlive  her  usefulness  quicker 
than  a  print  model  because  she 
usually  becomes  much  more  closely 
identified  with  the  product  she  is 
advertising.  The  agency  for  a  di- 
rectly-competitive product  is  not 
likely  to  cast  her  in  one  of  its  com- 
mercials— even  for  a  fleeting  glimpse. 

Her  big  advantage  over  the  print 
media  model  is  that  she  works  under 
(Please  turn  to  page  58) 


Sales  Offices:  New  York,  Cincinnati,  Chicago,  Cleveland . 
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And  so  continues  the  honor  roll  of  public 
service  awards  received  by  WLW-I  in  its 
first  year  on  the  air. 

Public  service  proudly  constitutes  an 
important  part  of  all  programs  on  WLW-I. 

The  WLW-I  public  service  programs  reach 
3  million  people  in  76  counties — inspiring 
constructive  interest  and  participation  in 
important  activities  of  Indianapolis  .  .  . 
Indiana  .  .  .  and  the  Nation. 

These  programs  are  backed  by  35  years 
of  Crosley  Broadcasting  public  service 
leadership  and  the  WLW-I  formed  advisory 
council. 

And  now  with  the  great  new  WLW-I  studio 
and  facilities,  WLW-I  pledges  continued 
public  service  in  the  highest  ideals  of  the 
television  medium  — the  most  powerful 
means  of  communication  ever  known. 


wlw-i 

indianapolis 

full  abc  network  affiliation 


•  Sales  Representatives:  NBC  Spot  Sales,  Detroit,  Ttacy  Moore  &  Associates,  Los  Angeles.  San  Francisco,  Bomar  Lowrance  &  Associates,  Inc.,  Atlanta.  Dallas  •  Crosley  Broadcasting  Corporation 
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RATINGS:  TOP  SPO" 


Top  10  shows  in   10  markets 
Period:    2-9   January,    1959 

National 
average 

7-STATION 
MARKETS 

6-STA. 
MARKET 

5-STA. 
MARKET 

4-STATION   MARKETS 

TITLE,   SYNDICATOR,   SHOW   TYPE 

NY.         LA. 

S.    Fran. 

Seattle 

Chicago    Detroit       Mllw.       Mnpls.       Phila.         Wash. 

Atlanta       Bait.      Boston      Bu  i» 

Highway  Patrol 

iiv      (Adventure) 

20.2 

14.2     10.5 

wiva-tv       kttv 
7:lll)|)m     7:30pm 

22.2 

kron-tv 
G  :30pm 

26.2 

komo-tv 

7  :00pm 

17.5     21.9     24.2      17.2     18.2     20.2 

wgn-tv     w.ibk-tv     wtmj-tv    kstp-tv     wrcv-tv     wtop-tv 
9:30pm      7:00pm     9:30pm     9:30pm     10:30pm    7:00pm 

24.2     17.3    20.5     2i! 

waga-tv  wmar-tv  wbz-tv       wgH 
9:00pm     7:00pm    7:00pm    10:;B 

Death  Valley  Days 

u.s.  borax      (Western) 

20.1 

13.9     13.6 

wroa-tv     krca-tv 
7  Hi!]. in     7:00pm 

10.5 

ktvu-tv 

7  :30pm 

20.3 

king-tv 
7:00pm 

12.5     21.5      7.5       29.9     18.9     15.9 

wgn-tv      wwj-tv      wisn-tv     wcco-tv      wrcv-tv      wrc-tv 
9:30pm     7:00pm     9:30pm     9:30pm     7:00pm     7:00pm 

19.8     23.8   18.5     lM 

wsb-tv      wjz-tv    wbz-tv      wbefl 
7:00pm     7  :30pm  10:30pm    7 0tj| 

Sea  Hunt 

ziv      (Adventure) 

20.0 

27.9     12.9 

wcbs-tv    kroa-ti 
1 mi   10:00pm 

27.5 

kron-tv 
7:00pm 

15.9 

king-tv 
10:00pm 

21.2    27.9     14.9      16.5     16.2     16.4 

wnbQ-tv    wjbk-tv    wisn-tv    wtcn-tv    wcau-tv    wmal-tv 
9:30pm     10:30pm     9:00pm     il  :00pm     7:00pm     10:00pm 

11.7      14.5    9.5       ia| 

wsb-tv     wbal-tv  whdh-tv     wgm 
10:30pm   ]0:30pml0:30pm    3 :30fl 

Silent  Service 

cnp      (Adventure) 

19.9 

4.0       10.9 

wpix        krca-tv 
9:30pm     7  :(lllpm 

17.2 

kron-tv 

7:0lliim 

20.2 

king-tv 
7:00pm 

17.5                                          19.5     19.2 

wnbq-tv                                                          wfil-tv      wmal-tv 
9:30pm                                                       S  :30pm      7:00pm 

12.8  24.5     31 

wbal-tv  wbz-tv      wbefl 

10:30pm  7:00pm    10:3fl 

Twenty-Six  Men 

abc     (Western) 

18.9 

7.5 

krca-tv 
7:00pm 

19.5 

komo-tv 
7:00pm 

13.5     16.9     17.5                              17.9 

wgn-tv     wxyz-tv     wisn-tv                                      wmal-tv 
8:0flpm      7:00pm      9:00pm                                       6:30pm 

11.9               23.5     211 

wlw-a                     wbz-tv       ugtj 
7:00pm                     7:00pm    10:3« 

Whirlybirds 

cbs      (Adventure) 

17.3 

1.4      10.2 

wpix        khj-tv 
8:00pm     7  30pm 

4.9 

ktnt-tv 
7  :30pm 

11.5                 35.2      18.5      7.9      14.5 

wgn-tv                       wtmj-tv    kstp-tv     wcau-tv     wtop-tv 
9:00pm                     9:30pm    9:30pm      1 :00pm      7:00pm 

31.4     18.3   18.9     161 

wsb-tv       wjz-tv    wbz-tv      wheil 
7:00pm     8:00pm  6:00pm     7 :30fl 

Mike  Hammer 

mca     (Mystery) 

17.2 

16.4     11.9 

wrca-tv    krca-tv 
10:30pm   10:30pm 

15.5 

kron-tv 
10:30pm 

21.9 

king-tv 
10:00pm 

14.2      7.9                               17.5     14.5 

wgn-tv        cklw                                         wcau-tv      wre-tv 
9:30pm     9:00pm                                      8:00pm     10:30pm 

8.2                 14.9      19 

wlw-a                    wnac-tv      wgrfl 
11:00pm                   7:00pm    lu:3cl 

State  Trooper 

mca     (Adventure) 

16.3 

16.6      6.2 

wrca-tv     khj-tv 

10:30pm    8:00pm 

12.2 

kgo-tv 
9  :30pm 

3.2 

ktnt-tv 
8:30pm 

17.2      3.9     23.2      17.5     17.9     10.9 

wgn-tv        iklw        wtmj-tv    kstp-tv     wrcv-tv     wmal-tv 
9:30pm     10:00pm     9:30pm     9:30pm     7:00pm     10:00pm 

10.0     13.3    19.2     21 J 

waga-tv   wbal-tv  wnac-tv     wbenj 
7:30pm    10 :30pml0 :30pm    7:O0fl 

MacKenzie's  Raiders 

»»      (Western) 

16.1 

10.3      7.9 

wcbs-tv       kttv 
7:30pm     8:00pm 

14.5 

kpix-tv 
10:00pm 

21.2 

komo-tv 
6  :30pm 

19.5     13.9      5.9       14.5     17.4     12.2 

wnbq-tv     wxyz-tv    wisn-tv     kstp-tv     wrcv-tv     wtop-tv 
9:30pm      7:00pm     9:30pm     9:30pm    10:30pm     7:30pm 

12.3    9.5      23. 

wbal-tv  whdh-tv     wben] 
7:00pm  6:30pm     7 :00j 

Sheriff  of  Cochise 

nt  a      (Mystery) 

15.6 

6.2      14.9 

pnew-tv       kttv 
7:00pm     8:30pm 

12.5     11.5       6.9      17.5     17.2 

cklw       wisn-tv    kmsp-tv     wcau-tv     wrc-tv 

7  :00pm     8 :30pm     8 :00pm      6 :30pm      7  :00pm 

24.9                19.5 

wsb-tv                   wnac-tv 
7:00pm                   6:30pm 

Top    10  shows  in  4  to  9  markets 


Boots  and  Saddles 

cnp      (Western) 

16.2 

4.5 

cklw-tv 

10:00pm 

11.9 

wrc-tv 
6 :00pm 

14.3 

wjz-tv 
2:30pm 

23.2     15. 

wnac-tv      wgr- 
7:00pm    10:30) 

Big  Story 

flamingo      (Drama) 

15.2 

12.2 

kron-tv 
6:30pm 

11.2 

wjbk-tv 

7:lllli)Mi 

11.5 

wttg-tv 
10:30pm 

25.7 

waga-tv 

10:30pm 

Cray  Ghost 

cbs      (Adventure) 

15.0 

3.7 

wpix 

6  :30pm 

8.2 

wgn-tv 
9:00pm 

18.5 

wrc-tv 
7  :00pm 

11.8 

wjz-tv 
9  :30pm 

24.9 

wbz-tv 
7:00pm 

Jim  Bowie 

abc     (Adventure) 

14.3 

6.2 

wnew-tv 
7:00pm 

4.9      19.2     12.2 

kmsp-tv    wrcv-tv     wttg-tv 
8:30pm     7:00pm     7:00pm 

17.0 

wjz-tv 
5:00pm 

Citizen  Soldier 

flamingo     (Adventure) 

13.9 

9.3 

kttv 

7:3 i 

8.0 

kgo-tv 

10:00pm 

19.5 

king-tv 
7  :30pm 

17.5 

wnbq-tv 
9:30pm 

13.2 

whdh-tv 

10:00|)m 

Frontier 

cnp      (Western) 

13.8 

14.0 

kgo-tv 
6:30pm 

12.5 

wnbq-tv 
G  :00pm 

3.2 

wwj-tv 

11  :30pm 

8.9 

witi-tv 
5:00pm 

Divorce  Court 

guild     (Drama) 

13.5 

2.3 

wpix 
10:00pm 

12.7 

kttv 
9:00pm 

18.7 

kron-tv 
6  :00pm 

25.8 

king-tv 

8:001)111 

15.0 

wjbk-tv 
7:00pm 

6.5 

whdh-tv 

10:00pm 

Colonel  Flack 

cbs      i  Adventure) 

13.0 

1.9 

wpiX 

9  :00pm 

6.4 

kttv 
8:00pm 

8.9 

v-bkb-tv 
9:30pm 

12.5 

wwj-ti 

7:00pm 

14.5 

wben- 
7:00pn 

Dr.  Hudson 

mca     (Drama) 

12.5 

6.4 

km 
9:30pm 

13.7 

kron-tv 
10:30pm 

5.5 

ktnt-tv 
8:30pm 

18.5 

wwj-tv 

10:30pm 

5.5 

witi-tv 

5:30pm 

Honeymooners 

cbs      (Comedy) 

11.1 

5.7 

U|iiX 

8:30pm 

13.9 

knxt-tv 
6:00pm 

13.0 

kron-tv 
6:30pm 

9.5 

9:00pm 

7.2 

wrcv-tv 
6:00pm 

Films  listed  are  syndicated,  %  hr..  Vz  hr.  and  hr.  length,  telecast  In  four  or  more  markets.  The  average  rating  is  an  unweighted  average  of  Individual  market  ratings  listed  above.  Blaal 
space  Indicates  film  not  broadcast  in  this  market  1-8  Dec.  While  network  shows  are  fairly  stable  from  one  month  to  another  in  markets  in  which  they  are  shown,  this  is  true  to  muo 
lesser  eitent  with  syndicated  shows.     This   should   be  borne  in  mind  when   analyzing  rating  trends  from  one  month  to  another  in  this  chart.     If  blank,   show  was  not  rated  at  all  In  lti 
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3-STATION    MARKETS 

2-STAT 

ION    MARKETS 

Cine. 

Cleve. 

Columbus  New  Or. 

St. Louis 

Birm. 

Dayton 

Prov. 

28.5 

9.2 

16.2 

21.2 

20.5 

36.3 

16.5 

njw-tv 
":30pm 

wtvn-tv    wdsu  t\ 
10:30pm  10:00pm 

ksd-tv 
9 :30pm 

Mini-    U 

9  30pm 

wjar-tv 
10:30pm 

23.3 

16.9 

27.5 

27.2 

27.3 

29.3 

low   t\ 
10:30pm 

wbns-tv 
9:30pm 

kmox-tv 
9:30 

w  lw    il 

7:00pm 

wjar-tv 
7:00pm 

117.5 

17.5 

25.5 

31.5 

21.2 

29.3 

22.3 

23.0 

kre-tv 
:30pm 

wjw-tv 

7:00pm 

wbns-tv 

7 :30pm 

wdsu  tv 
9:30pm 

ktvl-tv 
9:30pm 

wbrc-tv 
9:30pm 

wlw-d 
10:30pm 

wpro-tv 

10:30pm 

27.5 

15.9 

38.3 

19.5 

wjw-tv 
10:30pm 

WdsU-tV 

10:30pm 

whir   tv 

7 pm 

wjar  t\ 

7    iH'im 

16.2 

16.9 

13.2 

23.5 

36.0 

29.3 

17.5 



wews  i\ 

10:00pm 

w  Iw-C 
10:30pm 

wdsu  -tv 
10:30pm 

wbrc- 1  v 
9 :30pm 

wlw-d 

7:00pm 

wjar-tv 
7  00pm 

14.2 

22.4 

22.2 

20.5 

26.8 

16.3 

ikre-lv 
:30pm 

wtvn-tv 
7:00pm 

wdsu-tv 
10:00pm 

ksd-tv 
10:00pm 

wbrc-tv 

pm 

wpro- 1\ 
7  :00pm 

21.2 

16.2 

22.5 

20.2 

22.3 

28.8 

kre-tv 
:00pm 

wtvn-tv 
10:00pm 

wwl-tv 

9  :30pm 

ksd-tv 
i pm 

wapl-tv 
0  30pm 

whio-tv 
10:30pm 

15.5 

9.5 

21.2 

23.2 

22.9 

34.3 

23.3 

kre-tv 
:00pm 

kyw-tv 
9 :30pm 

wtvn-tv 
7:00pm 

wdsu-tv 
10 :00pm 

ksd-tv 

9:30pm 

wbrc-tv 

8 :00pm 

whio-tv 

7    IIH, mi 

15.2 

16.5 

18.9 

15.5 

14.2 

35.3 

24.3 

kre-tv 
:00pm 

wjw-tv 
7:30pm 

wbns-tv 
7  :30pm 

wwl-tv 

10:00pm 

ktvi-tv 
9:30pm 

wbrc-  tv 
8:30pm 

wlw-d 

7:00pm 

25.2 

WAV  1  - 1  v 

9:30pm 

13.2     13.5     20.5 

kre-tv     wjw-tv     wbns-tv 
:30pm     5:00pm     10:30pm 

29.0 

wbrc-tv 

6:00pm 

14.2                 11.9 

kre-tv                     wbns-tv 
:00pm                        6:30pm 

26.8 

whio-tv 

7:00pm 

17.9 

wdsu-tv 
10:00pm 

22.5 

wbrc- 1\ 
10:30pm 

15.9 

WWl-tV 

10:00pm 

26.5 

wdsu-tv 

0  :30pm 

17.8 

whn    tv 
10:30pm 

10.5                26.9     14.5 

kyw-tv                       wdsil-tf     k^l  tv 
7:30pm                     9:30pm     9:30pm 

21.3 

whin-  tv 
7  :30pm 

0.0 

*P0-tv 

00pm 

27.8 

whio-tv 
7  :00pm 

17.3 

wpro-tv 

7  :00pm 

r  was  in  other  than  top  10.    Classification  as  to  number  of  stations  in 
is   Pulse's  own.     Pulse  determines   number  by  measuring  which   sta- 
re actually  received  by  homes  in  the  metropolitan  aroa  of  a  given  mar- 
n  though  station  Itself  may  be  outside  metropolitan  area  of  the  market. 


With  tv  expenditures  at  a  peak,  SPONSOR  ASKS: 


How  can  agencies  reduce  program 


As  television  program  cost's  reach 
an  all-time  high,  a  program  pack- 
ager and  two  agency  men  discuss 
methods     for     lowering     budgets 

Hank    Fownes,    v.p.    and   head   of   the 

Eastern    division    of    MacManus,    John    & 

Adams,  Inc. 

A  true  solution  for  reducing  pro- 
gram costs  is  just  as  simple  as  a  solu- 
tion for  reducing  inflation.  I'm  sure 
at  least  two  fair-sized  volumes  could 
be  written  on  either  subject.  Stated 
simply,  certain  program  elements,  in 
particular  below-the-line  costs,  are 
just  as  subject  to  the  inflationary 
trend  we  are  living  in  as  groceries  or 
gardeners.  No  producer  or  agency 
can  properly  control  the  cost  of  cam- 


Mutual 

understanding 
between,  agency 
and  producer 


eras  and  studios,  or  the  technicians 
who  operate  them.  It  is  mainly  above 
the  line  in  the  area  of  creative  talent 
where  an  agency  can  best  function  to 
reduce  program  costs.  This  can  best 
be  accomplished  in  two  ways. 

First,  an  agency  must  have  a  very 
real  working  knowledge  of  the  pack- 
aging business  in  order  to  judge 
properly  the  cost  structure  of  a  tele- 
vision package,  or  the  terms  of  a 
program  agreement.  It  won't  do 
merely  to  knock  down  the  program 
price,  or  drive  for  a  short-term  deal. 
In  the  long  run  this  can  prove  to  be 
more  expensive  for  an  advertiser.  An 
agency  must  be  a  working  partner 
with  a  producer,  rather  than  a  police- 
man, and  it  must  know  enough  about 
the  problems  of  his  business  to  earn 
the  producer's  respect.  When  this  is 
accomplished,  program  savings  can 
be  effected  in  many  ways  as  a  result 
of  mutual  understanding  and  coop- 
eration. 


The  second  requirement  an  agency 
must  have  to  reduce  program  costs, 
is  an  attitude  of  resistance  to  the 
galloping  cost  of  performing  talent, 
and/or  property  rights.  This  is  espe- 
cially true  in  the  area  of  the  "special" 
shows,  which  are  in  such  constant  de- 
mand these  days.  Paradoxically, 
these  "specials"  comprise  a  very  real 
sellers  market  in  todays  television 
business,  which  generally  has  revert- 
ed to  a  buyer's  market.  Performing 
talent  and  the  owners  of  property 
rights  are  naturally  taking  advantage 
of  the  situation  to  get  all  the  money 
the  market  will  bear.  The  situation 
is  rapidly  reaching  a  point  where  one 
star  will  only  perform  for  as  much 
money  as  George  got,  regardless  of 
the  profits  involved.  This  can  soon 
turn  into  a  jolly  arithmetic  progres- 
sion, which  will  price  "specials"  right 
out  of  existence.  The  only  real  con- 
trol of  the  situation  is  active  agency 
resistance  to  talent  and  rights  costs, 
which  are  out  of  line.  Let's  face  it, 
agencies  as  buyers  make  their  own 
market,  and  in  fairness  to  our  clients, 
we  have  a  responsibility  to  see  that 
it  doesn't  get  too  bullish. 

James    Bealle,    «'-P-   and   director  of   tv 

and  radio  programing,  Kenyon  &  Eckhardt, 

Inc. 

You  can  pick  one  simple  word  as 
the  answer — people.  As  has  been  said 
many,  many  times  before  in  our  field 
of  mass  communications,  we  consider 
it  a  business  of  ideas.  That  it  is,  but 
in  the  end  it  is  a  business  of  per- 
sonalities. And  I  believe  that  the 
careful  selection  of  people — from  pro- 
duction and  writing  staff  to  cast — is 
by  far  the  best  way  to  reduce  pro- 
gram costs. 

Why?  Because  you  select  the  per- 
sonnel who  work  best.  The  produc- 
tion chief  who  needlessly  ordered  a 
day  of  extra  camera  rehearsal  on  his 
last  show,  thereby  scuttling  a  couple 
of  thousands  of  dollars  or  more,  is 
apt  to  order  an  extra  day  on  his  next 
show.     That  holds  true  up  and  down 


the  line.  In  reverse,  the  director  who 
brought  his  last  show  in  on  budget 
and  according  to  plan,  is  the  director 


Careful  pre- 
planning every- 
where pays  off 


most  apt  to  do  it  again.  Barring  the 
unexpected,  of  course. 

Some  actors  and  actresses  require 
their  own  cameramen.  We  have  found 
that  said  cameramen  will  spend  more 
time  with  their  stars,  getting  special 
spots  and  arty  effects,  while  a  cast  of 
20  to  60  stand  around  waiting.  The 
budget  suffers.  It  would  seem  a  little 
silly  to  repeat  this  error  when  a  less 
vain  or  temperamental  star  (perhaps 
with  as  big  a  name  and  hireable  at 
the  same  money)  could  help  you  in 
cost-cutting. 

A  quick  settlement  of  scripts  helps 
immeasurably,  of  course.  Late  scripts 
caused  by  expensive  rewrites  and 
haggling  result  in  inadequate  plan- 
ning, and  sometimes  financially  im- 
possible scenes.  Scripts  on  time, 
eight  or  even  10  weeks  in  advance, 
when  possible,  result  in  better  cast- 
ing, better  sets,  better  camerawork 
and  lower  budgets.  This  last  because 
the  people  in  charge  of  the  budgets 
get  a  good  head  start  and  can  bring 
down  costs  amazingly. 

Yes,  on-time  scripts  in  the  hands 
of  the  production  people  and  cast 
members  smooth  things  a  lot.  The 
producer  and  director  can  plan 
ahead,  minimizing  time  consumption. 
The  cast  can  perfect  themselves  in 
their  roles — saving  valuable  rehear- 
sal time.  Late  casting,  by  the  way, 
particularly  in  variety  shows  involv- 
ing heavy  production,  often  entails 
revision  of  all  elements  in  the  show 
from  billboard  to  billboard,  and  up 
go  the  costs! 

Conflicts  between  writers  and  pro- 
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ducers  or  between  producers  and  di- 
rectors or  between  staff  and  star, 
should  be  ironed  out  well  in  advance. 
The  longer  these  conflicts,  as  earnest 
and  legitimate  as  they  may  be,  the 
costlier  they  become. 

Of  course  pre-planning  everywhere 
pays  off  and  this  is  particularly  true 
in  the  cost  of  television  on  film  or 
tape.  You  save  on  every  facet  of 
the  production. 

Look  around  sometime  and  I'll  bet 
you'll  find  it's  true  that  the  best- 
heeled  producers  and  packagers  are 
those  who  have  earned  a  reputation 
for  bringing  in  shows  at  reasonable 
cost.  They're  the  ones,  naturally, 
most  likely  to  do  it  again. 

Yes,  it's  the  track  records  of  peo- 
ple on  your  shows  you  should  bet  on. 
Get  the  right  people  who  can  pre- 
plan and  your  costs  are  bound  to  stay- 
within  reason. 

George      Cruskin,      president,      George 
Gruskin  Associates,  Inc.,  New  York,  pro- 
gram packagers 

The  advertiser  and  his  representa- 
tives should  understand  in  detail  the 
entertainment,  production  and  finan- 
cial objectives  of  program  properties. 
For  only  after  full  communication  in 
all  areas  among  all  interested  parties 
can  the  tv  program  build  the  mass 
circulation,  project  the  brand  image 
and  move  the  goods  at  a  reasonable 
cost  per  thousand. 


Closer  working 
relationships 
between 
producer  and 
agency 


There  must  be  more  of  the  high- 
level,  vis-a-vis  meetings  between  the 
advertising  representatives  and  the 
producing  organization.  These  must 
encompass  both  the  economic  and 
artistic  targets,  problems  and  desires 
(Please  turn  to  page  93) 
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Canadian 

Broadcasting 

Corporation 

is  pleased  to  announce 
that 


CORPORATION 

NEW  YORK — CHICAGO— LOS  ANGELES — 
DETROIT— SAN   FRANCISCO — SEATTLE 

has  been  appointed  to 
represent  the 

CBC's 

Trans-Canada  and  Dominion 

Radio  Networks  and 

16  CBC- owned 

English  Radio  Stations 
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'  JAXIE"  says... 

ALWAYS   THE 

BEST  OF   NBC   .   .   . 

AND   NOW   THE 

BEST   OF   ABC 


To  reach  the  rich  $l'/2  billion  North 
Florida  -  South  Georgia  market  —  use 
WFGA-TV  —  the  station  with  PLUS 
PROGRAMMING. 

With    such    features    as: 

•  Maverick 

•  Dinah    Shore 

•  Loretta    Young 

•  Wells    Fargo 

•  Restless   Gun 

•  Sugarfoot — Cheyenne 

•  Wyatt    Earp 

•  Wagon    Train 

•  Bat    Masterson 

•  Zorro 

•  Walt    Disney 

•  The    Real    McCoys 

•  Tennessee    Ernie    Ford 

•  Perry    Como 

•  77    Sunset   Strip 

For  top  availabilities  on  WFGA-TV  con- 
tact your  nearest  Peters,  Griffin,  Wood- 
ward   representative. 


WFGA-TV 

Channel  12 

Jacksonville,    Florida 


FLORIDA'S 
COLORFUL    STATION 


CONOVER 

{Cont'd  from  page  52) 

the  benevolent  eyes  of  her  two  watch- 
dogs— SAG  and  AFTRA.  If  the  com- 
mercial is  filmed.  SAG  looks  after 
her  interests;  if  it  is  live,  then 
AFTRA  is  her  guardian.  If  the  com- 
mercial is  tape,  her  champion  may  be 
either  SAG  or  AFTRA.  depending  on 
which  has  jurisdiction  at  the  shoot- 
ing scene  I  usually  SAG  at  commer- 
cial studios  and  AFTRA  at  networks 
and  stations). 

Candy  Conover  reports  that  her 
talent  is  enthusiastic  over  videotape 
for  two  reasons:  111  because  the\ 
can  see  the  results  of  their  work  at 
once,  ( 2 1  because  it  enables  them 
to  accomplish  more  in  less  time.  To 
a  tv  acress,  time  is  money. 

When  working  under  an  AFTRA 
contract  on  a  network  commercial, 
the  minimum  base  pay  for  an  actress 
who  speaks  more  than  five  lines  (a 
"line"  is  10  words;  hence  50  words  I 
is  $87.  If  she  speaks  less  than  50 
words  or  not  at  all  I  this  is  called 
"commercial  animation"  I  her  base 
rate  is  $61.50.  AFTRA  base  rates  for 
N.Y.C.  local  television  are  $58.50  for 
five  lines  or  more;  $42  for  up  to  five. 

The  SAG  minimum  base  pay  for 
any  player  on  camera  (constitutes 
payment  for  the  first  commercial  I  is 
$80 — whether  she  speaks  or  not. 

When  an  actress  has  lines  in  a  tv 
commercial,  casting  becomes  even 
more  discriminating.  If  a  commercial 
depicting  the  girl-next-door  type  is 
to  be  aired  nationally,  the  actress  ap- 
plicant with  a  trace  of  local  accent 
such  as  southern  or  western  is  rarely 
considered.  And,  today,  there  is  little 
voice  dubbing  as  there  was  in  the 
early  days  of  tv,  before  the  medium 
had  developed  its  own  stable  of 
specialized  talent. 

Occasionally  a  Conover  actress  will 
be  used  as  a  radio  voice,  but  very 
seldom.  This  occurs  when  an  agency 
wants  to  do  a  combined  tv-radio-print 
media  campaign  and  intends  to  use 
the  same  girl  in  all  three.  Whenever 
such  a  three-swing  campaign  is 
planned,  however,  the  girl  is  selected 
first  and  foremost  for  her  qualifica- 
tions in  the  tv  role. 

One  Conover  "voice"  who  made  it 
in  a  big  way  is  Joyce  Bullifant,  now 
on  Broadway  in  Tall  Story.  Joyce 
used  to  be  self-conscious  of  her  voice 
which  was  "Jean  Arthur-ish,"  wanted 
to  cultivate  a  new  one.    Candy  Con- 


over dissuaded  her. 

Once  an  actress  does  a  tv  commer- 
cial, her  hopes  and  prayers  are  that 
it  will  make  Class  "AAA"  under  the 
SAG  contract.  Class  "AAA"  is  a  com- 
mercial that  is  shown  in  the  equiva- 
lent of  more  than  125  markets — so 
that  scale  of  pay  is  naturally  highest. 

Class  "AA"  time  comes  next  with 
equivalent  of  61  to  125  cities,  "A" 
is  from  21  to  60,  "B"  from  six  to  20, 
and  "C"  is  from  one  to  five  cities. 

But  the  major  markets  do  not  count 
as  single  cities;  here  is  where  "city 
weight"  comes  into  a  SAG  contract. 
New  York,  for  example,  counts  as  11 
cities,  Los  Angeles  and  Chicago  each 
count  as  seven  cities.  Biggest  asset 
of  a  tv  commercial  actress  is  her 
ability  and  appearance  to  portray  the 
widest  possible  age  range.  A  case  in 
point  is  Lorna  Gilhnan,  the  tv  actress 
pictured  in  the  comparative  illustra- 
tion on  page  37.  Lorna  is  now  17 
years  old.  but  she  can  I  with  make-up 
and  costume  changes)  portray  a 
range  of  ages  from  14  to  18. 

Lorna  is  a  top-notch  example  of 
how  far  one  can  get  as  a  tv  commer- 
cial actress  if  your  qualifications  are 
right.  Her  annual  earnings  probably 
exceed  $35,000 — a  nice  bit  of  coin 
for  a  teen-ager.  Running  right  now 
are  Lorna  commercials  for  Toni 
Home  Permanent  (North  Adv.), 
Philco  (BBDO),  Pond's  Angel  Skin 
(Compton).  Within  the  last  year  and- 
a-half  she  has  been  seen  in  commer- 
cials for  Lipton  Tea  (Y&R),  Rinso 
Blue  (JWT).  Remington-Rand  and 
Canco   I  both  Compton  I .  & 
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KETV    1 


ST 


in  Omaha! 


-^iTMETROP^^ 


STATION  I  STATION  I  KETV 
B 


Sign  -  on  to  Sign  -  off 

36.2 


KETV 


Sign  -  on  to  sign  -  off 

35.4 


Buy  the  leader  in  Omaha! 

(f^.  Call  your  I   |J,  man  today! 

KHB    /III  Wk////  Ben  H  Cowder>''  President  q  *. 

^1        II II  \jjjjfjr  Eugene  S.  Thomas,  V.P.  &  Gen.  Mer.  O^-^^^VVVCJ^ 
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Omaha  World-Herald  Station 


ABC  TELEVISION  NETWORK 
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or  radio  programming  in  the  public  interest,  WRCV  received  two  1958 
Freedom  Foundation  Awards  —  the  only  station  in  the  nation  so  honored. 
Since  1951 ,  WRCV  has  won  a  total  of  seven  Foundation  Awards.  WRCV  is 
grateful  for  these  honors.  Meeting  its  responsibility  to  Philadelphia  construc- 
tively and  imaginatively  will  continue  to  be  the  prime  concern  of  IVRCV 

NBC  IN  PHILADELPHIA 
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AGAZI 


ADVEI 


YOURS    FOR    INSPIRATION,    KNOW-HOW, 
AND    NEW    RADIO    ELECTRONICS    KNOWLEDGE 


Bigness  has  everything  in  the  world  to  do  with 
it  when,  each  year,  The  IRE  National  Conven- 
tion and  The  Radio  Engineering  Show  is  planned 
for  yon.  Industries  are  only  as  big  as  you  men  who 
make  them.  And  you  have  created  a  colossus  that 
requires  a  Coliseum  to  show  itself. 


Come  to  see,  to  hear  and  to  learn.  Whatever  your 
special  interests — equipment,  component  parts,  in- 
struments or  production— these  800  exhibits  rep- 
resenting 80%  of  your  industry's  productive 
capacity  are  an  Inspiration  in  Radio  Electronics 
that  will  take  you  further  along  your  personal  path 
of  progress. 


THE  IRE  NATIONAL  CONVENTION 

Waldorf-Astoria   Hotel 

AND   THE  RADIO  ENGINEERING  SHOW 

Coliseum,   New  York  City 


MARCH 
23  •  24 
25  •   26 


THE  INSTITUTE  OF    RADIO    ENGINEERS 

EAST  79th   STREET,  NEW  YORK  21,  N.  Y. 
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•  EXPERIENCE 

•  RELIABILITY 
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•  RESULTS 
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EDITORIAL 


The  agenda  and  the  sponsor 


I  his  year's  NAB  Management  Convention 
agenda  is  tailor-made  for  top  management. 
As  such  it  must  reflect  those  areas  that  interest 
and  perplex  the  station  manager  most. 

This  year's  agenda,  we  think,  holds  special 
promise.  It  includes  not  only  the  hardy  peren- 
nials on  the  Washington  scene  but  shows  an 
imagination  and  concern  for  the  sponsor's 
problems  not  always  discernible  in  its  pred- 
ecessors. 

In  planning  this  Convention  Special  we 
carefully  checked  agencies  and  sponsors  to 
learn  first-hand  what  they  hoped  would  be  dis- 
cussed in  Chicago  pertaining  to  their  interests. 
There  is  no  doubt  that  advertisers  and  their 
agencies,  though  recognizing  that  the  Conven- 
tion and  its  agenda  belong  to  the  broadcaster. 


llllllllllllllllllllillllllllllllilllllllllllllllillllllllllllllllliliilllllililllllllllllllllllllilill!" 
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feel  that  the  time  has  come  for  the  NAB  to 
focus  major  attention  on  key  dollars-and-cents 
problems  that  cannot  be  dealt  with  in  "how- 
to"  sales  session-. 

It  appears  that  this  year's  agenda  antici- 
pated this.  The  three-day  radio  agenda  in- 
cludes such  vital  discussions  a>  radio  pro- 
graming, projecting  the  station  image,  stand- 
ards of  good  practice,  five-year  forecast,  radio 
audience  research.  RAB  Clinic.  The  t\  agen- 
da highlights  the  Tv  Code,  the  image  of  tv. 
future  of  tv  sales  and  costs.  TvB  Clinic. 

This  attention  to  business  considerations  is 
not  lost  on  the  sponsor.    He  appreciates  it. 

— EDITOR  AND  PUBLISHER 
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Frank  Kemp,  v.p.,  Compton, 
B.Y.C.,  symbolizes  the  buyers- 
agency  and  client-view 


BUYERS 

POINT  TO  URGENT 
BROADCAST  ISSUES 


^    Agencies  and  advertisers  outline   10  major  issues 
which  they  hope  conventioneers  will  discuss  and  solve 

^    Among  them:  confusing  rate  cards,  varying  costs, 
excess   paper   work,    inept   management,    cheap   shows 


weaknesses,  asserting  broadcast  now 
is  in  the  position  of  downgrading  it- 
self, particularly  with  reference  to 
selling  competitively  against  local 
newspapers.  They  counsel  stations 
and  networks  to  mature  and  develop 
a  sound  approach  to  business  prac- 
tices and — most  especially — to  costs. 

•  Costs  are  a  big  item.  Every 
person  interviewed  stressed  the  need 
for  a  station  to  know  what  it's  selling 
— and  on  what  rate  card.  The  entire 
cost  structure  of  many  stations  is 
questioned  because  of  multiple  rates, 
different  rates  for  different  clients, 
what  agencies  and  clients  term  a 
"what  -  the  -  traffic  -  will  -  bear"  pricing. 
They  want  prices  set  according  to 
their  actual  worth. 

•  Cut  down  paper  work.  This 
perennial  bogey  of  buyers  is  getting 
worse.  One  agency  man  told  SPONSOR 
every  month  his  agency  has  $1.5  mil- 
lion in  outstanding  bills  which  they 
decline  to  pay  until  discrepancies  are 
settled.  This  holds  up  reimbursement 
(on  national  spot)  to  both  represen- 
tative and  station.  Another  cited  the 
problem  of  complicated  rate  cards 
(particularly  in  tv)  which  "require  a 
lawyer  from  Philadelphia  rather  than 
an  estimator  to  figure  out  and  even 
then  everything  is  'except!' ' 

•  Set  rates  and  be  firm.  In  the 
area  of  costing,  the  biggest  problems 
are  those  attendant  to  the  one-,  two- 
and     multiple-rate     stations.      Many 

(Please  turn  to  page  86) 


o  NAB  convention  can  escape  the 
shadow  of  the  agency  man  and  the 
sponsor.  So  intertwined  are  the  fates 
of  broadcasters  and  advertisers  that 
the  complex  problems  of  rates,  pro- 
graming, etc.,  just  have  to  get  key  at- 
tention. 

What's  on  the  buyer's  mind  this 
year? 

Station  men  have  ideas  aplenty 
about  what  they'll  discuss  at  the  NAB 
convention,  both  in  and  out  of  the 
official  meeting  rooms.  But  so  do 
their  clients — the  advertising  agency 
and  advertiser  executives  who  invest 
their  money  and  time  in  tv  and  radio. 

Buyers  and  sellers  of  broadcast 
time,  no  matter  what  their  differ- 
ences, inevitably  meet  over  dollar 
signs  at  the  contract  signing.  But 
before  and  after  the  sale  is  made 
sponsors  mull  over  what  in  their 
minds  is  honest  criticism  of  the  seller 
and  his  product  ...  in  this  case,  tv 
and  radio. 

sponsor  asked  a  group  of  top- 
rung  executives  at  agencies  and  in 
client  companies  to  list  the  most  vital 
issues  which  should  be  discussed  by 
NAB  conventioneers.  Here  are  the 
top  10  industry  problems  on  which 
buyers  think  the  broadcast  industry 
needs  to  concentrate  .  .  .  and  to  solve, 
starting  with  corridor  conversation  at 
this  NAB  convention. 

•  Improve  over-all  operations. 
Clients  think  the  industry  should  ap- 
praise   its    strengths    as    well    as    its 
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What 

conventioneers 

will 

talk  about — 


OFF  THE   RECORD 


W    In   halls   and    private    rooms    station    men 
will  try  to  solve  intra-,  extra-industry  problems 


Lots  of  talk  with  the  hope  of  some 
direct  action  is  the  plan  of  most  sta- 
tion management  people  attending  the 
NAB  convention.  They're  naturally 
concerned  with  every  phase  of  the 
broadcast  operation — sales,  program- 
ing, management,  engineering  —  but 
there  are  certain  issues  which  are 
coming  to  the  fore  as  vital  in  this 
competitive  era  and  at  this  particular 
time. 

Sponsor  asked  a  sampling  of  sta- 
tion executives  and  their  representa- 
tive firms  what  the  hottest  issues 
would  be  at  this  convention  during 
off-hours  times.  Here's  a  rundown  on 
what  they  had  to  sa\  : 

•  TV  allocations.  Managers  and 
owners  are  concerned  about  the  pos- 
sibility of  the  military  taking  over 
larger  portions  of  the  tv  spectrum. 
They  puzzle,  too,  over  the  possibility 
of  shorter  geographical  separation 
between  stations.  They  see  these  as 
jeopardizing  present  coverage  and 
audience  size  and — in  some  cases — 
actual  operation.  They  hope  Con- 
gress— rather  than  a  specially  ap- 
pointed Presidential  committee,  which 
might  be  military-dominated  —  will 
solve  this  allocations  issue  with  a 
view  to  public  responsibility  and 
service. 


•  Costs.  Stations  as  well  as  agen- 
cies (see  story,  page  64)  are  con- 
cerned about  one-,  two-  and  multiple- 
rate  cards.  They're  caught  between 
opposing  pressures  of  ( 1 )  local  news- 
papers getting  business  at  varying 
rates  and  ( 2 1  national  advertisers 
and  agencies  saying  the  multiple- 
rate  structure  isn't  fair.  Stations  are 
also  confronted  with  rising  overhead, 
increased  program  cost  and  operat- 
ing expense  which  tend  to  hypo  time 
charges.  Yet  there's  great  lament 
among  buyers  about  prices  being  too 
high  already. 

•  Better  management.  Leaders 
in  the  broadcast  industry  are  mend- 
ing old  fences  as  well  as  building  new 
ones.  They're  seeing  new  need  for 
such  measures  as  the  Harvard  Busi- 
ness Schools  upcoming  summer  man- 
agement session  for  top  broadcast 
brass,  a  seminar  which  will  stress 
finances,  economics  and  administra- 
tion rather  than  broadcast   methods. 

•  Community  responsibility. 
Increasing  pressures  from  the  public 
as  well  as  government  and  sponsors 
is  turning  attention  to  public  sen  in 
and  a  re-definition  of  what  this  con- 
stitutes. Stations  are  putting  more 
creative  thinking  into  programing, 
gaining      community      identification. 


serving  the  public  in  commercial  as 
well  as  show  content. 

•  Equal  time.  A  major  factor  in 
programing  is  the  government  regu- 
lation calling  for  equal  time  for  po- 
litical candidates  .  .  .  but  station  men 
say  many  decisions  have  been  patent- 
ly ridiculous  in  the  application  of 
this  principle.  Management  asks  for 
clarification  and  realism  in  interpre- 
tation of  the  rule,  points  out  the  need 
for  a  common-sense  yardstick  rather 
than  an  arbitrary  one. 

•  Editorializing  on  the  air.  Still 
another  programing  ramification  is 
the  trend  toward  editorializing,  a 
movement  backed  by  NAB  when  the 
station  is  equipped  for  it.  The  pro 
arguments:  Its  the  station's  responsi- 
bility to  present  major  issues  of  pub- 
lic importance  to  the  audience  and 
its  moral  responsibility  to  take  a 
stand:  this  type  of  service  makes  for 
strong  station  identification  with 
members  of  the  community;  this,  in 
turn,  is  an  added  plus  for  advertisers 

•  Quality  of  news.  Still  another 
program  facet  is  the  qualit)  of  news 
gathering  and  reporting.  With  ever 
increasing  stress  on  the  importance 
of  news  as  i  1  i  a  public  service  for 
education  and  (2)  a  revenue-getting 

i  Please  nun  to  page  86) 
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Some  major  convention  suites 

(List  may  be  incomplete  because  of  additions  and  changes  made  after  presstime.) 


NETWORKS* 

ABC  CH  Skyway  Suite 

CBS  Radio CH1806A 

TV  CH  2335 

Tv  Spot  Sales Co 

Keystone  Bdcstg.  System CH  804,  5,  6 

MBS__  CH  1804,6,7 

NBC  _       Bl  508,  512 

Spot   Sales   BL 

REPRESENTATIVES* 

Avery-Knodel  Bl,  718,  -19,  -20 

Charles  Bernard  PH 

John  Blair  EH,   3011 

Blair  TV,  EH,  3011 

Blair  Television  Associates  EH,  3011 

Boiling  CH,    1100 

Branham    

CBS  Radio  Spot  Sales  _  CH  1806  A 

CBS  TV  Spot  Sales  .Co 

Henry  I.  Christal  ...CH  1305-06 

Bob  Dore  Associates  CH 

Robert  Eastman  and  Co.,  Inc CH    1935-6A 

Everett-McKinney    C  H 

Forjoe  Co.  Inc CH  1900 

Gill-Perna  .  ...CH  900,  -01 ,  -02,  A 

Harrington,  Righter  &  Parsons CH  1705 

Headley-Reed:  Before  6  p.m.  CH  700 

After  6  p.m. ...        ...EH  3310 

George  P.  Hollingbery  .CH    1600 

H-RReps  EH  3710,  -11,  -12 

Jack  Masla  Co.,  Inc.  Bl 

The  Meeker  Co.,  Inc.  ..  CH    1700 

National  TV  Stations  Reps CH  1018,  -19, 

-20A 

NBC  Spot  Sales  Bl 

John  E.  Pearson  Co 

Peters,  Griffin,  Woodward  Inc.  Bl 

Edward   Petry  CH    1400 

Radio  TV  Reps CH 

Paul  H.  Raymer EH 

Select  Station  Reps EH 

United  Broadcasting  

Venard,  Rintoul  &  McConnell CH   2100 

Weed  TV  Corp.  .  Co 

Adam  Young,  Inc Sh 


TRANSCRIPTION     SERVICES* 

Harry  S.  Goodman Bl  Petite  Rm., 

Art  Hall  floor 

Lang-Worth  Feature  Pgms CH  919-20 

Sesac CH  1205-06A 

World  Broadcasting CH  1822,  3,  4 


WIRE     SERVICES* 

Associated  Press Bl,  Sheraton  suite 

INS-United  Press CH 


"Hotels  are  abbreviated  as  follows:  CH,  Conrad  Hilton; 
Bl,  Sheraton-Blackstone;  Co,  Congress;  EH,  Executive 
House;   PH,   Palmer   House;   Sh,   Sheraton 


See  us  at  the  Hilton 
(Suite  1105) 

We  hope  you'll  drop  by 
and  see  us  during  this 
convention  week.  Eight 
of  SPONSOR'S  admin- 
istrative, editorial  and 
sales  representatives 
will  be  on  hand  to  dis- 
pense light  refreshments 
and  light  conversation. 
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CHICAGO   DIRECTORY 

^  SPONSOR  updates  its  own  five-city  directory  with  this  detailed  summary  of  Chicago  phone 
numbers  and  addresses.     You'll  find  most  of  the  important  business  places  and  restaurants 


ADVERTISERS 

ADMIRAL  CORP.,  3800  W.  Cortland  SP  2-0100 

AMERICAN  DAIRY  ASSOC,  20  N.  Wacker .. ...  ...ST  2-4916 

AMERICAN  HAIR  &  FELT,  Merchandise  Mart.  SU   7-7252 

ARMOUR,  Union  Stock  Yards YA  7-4100 

BAUER  &  BLACK,  309  W.  Jackson  WE  9-7100 

BEATRICE  FOODS,  120  S.  LaSalle    .  VI   2-2700 

BELL  &  HOWELL,  7100  McCormick  Rd.  AM  2-1600 

BORG-WARNER,  310  S.  Michigan  .  WA  2-7700 

BOWMAN  DAIRY,  140  W.  Ontario  ... SU   7-6800 

BRESLER  ICE  CREAM  CO.,  4010  W.  Belden  ...  CA  7-6700 

HELENE  CURTIS  INDUSTRIES,  4401  W.  North CA  7-6600 

CURTISS  CANDY,  3638  N.  Broadway BI   8-6300 

DAD'S  ROOT  BEER,  2800  N.  Talman  ...  IN   3-4600 

DERBY  FOODS,  3327  W.  47th  PI. VI   7-4400 

EKCO,   1949  N.  Cicero BE  7-6000 

FLORSHEIM  SHOES,   130  S.  Canal  FR  2-6666 

GREYHOUND  CORP.,  5600  W.  Jarvis  (Niles)...  Nl   7-6400 

HOOVER  CO.,  Merchandise  Mart  Plaza  WH  3-1162 

HOTPOINT,  5600  W.  Taylor MA  6-2000 

HOUSEHOLD  FINANCE  CORP.,   Prudential  Plaza WH  4-7174 

ILLINOIS  BELL  TEL,  212  W.  Washington  ..  OF  3-9300 

INTL.  HARVESTER,  180  N.  Michigan  .  AN  3-4200 

JAYS  FOODS,  825  E.  99th IN  8-8400 

KRAFT  FOODS,  500  N.  Peshtigo  Court  WH  4-7300 

LANOLIN  PLUS,  30  W.  Hubbard  ...  DE  7-7000 

LIBBY,  MC  NEILL  &  LIBBY,  W.  Exch.  &  S.  Packers...         YA  7-0240 
MARS  CANDY,  2019  N.  Oak  Park  ME  7-3000 


MAYBELLINE,  5900  N.  Ridge ....  LO   1-1645 

OSCAR  MAYER  CO.,   1241   N.  Sedgwick  Ml  2-1200 

MONARCH  FINER  FOODS,  2199  W.  River  Grove  TU  9-5000 

MOTOROLA,  4545  W.  Augusta  SP  2-6500 

MYSTIK  ADHESIVE  PRODUCTS,  2635  N.  Kildare  SP  2-1600 

O'CEDAR,  2246  W.  49th LA  3-4700 

ORANGE  CRUSH,  2201  Main.  Evanston  DA  8-8850 

PABST,  221  N.  LaSalle ST  2-7600 

PETER  HAND  BREWERY,  1000  W.  North  MO  4-6300 

PURE  OIL,  35  E.  Wacker ...  ST  2-2100 

PURITY   BAKERIES,  4504  S.  Sacramento...  YA  7-8556 

OUAKER  OATS,  345  Merchandise  Mart  WH  4-0600 

SIMONIZ  CO.,  2100  S.   Indiana  DA  6-6700 

S.O.S.,   7123   W.  65th PO  7-7800 

STANDARD  OIL  OF  IND.,  910  S.  Michigan  HA  7-9200 

STEWART- WARNER  CORP.,  1826  Diversey  Pkwy.  LA  5-6000 

SUNBEAM,  5600  W.  Roosevelt  Rd.  ...  ES  8-8000 

SWIFT,  Union  Stock  Yards  YA  7-4200 

TON  I,   Merchandise  Mart  WH  4-1800 

UNITED  AIRLINES,  5959  S.  Cicero  PO  7-3300 

WILSON  &  CO.,  Prudential  Plaza  WH  4-4600 

WINE  CORP.  OF  AMER.,  3737  S.  Sacramento  CL  4-6300 

WM.  WRIGLEY,  410  N.  Michigan  SU   7-2121 

ZENITH,  6001  W.  Dickens  BE  7-7500 

AGENCIES 

AUBREY,  FINLAY,  MARLEY&  HODGSON.  230  V  Michigan   Fl   6-1600 

N.  W.  AYER  &  SON,   135  S.  LaSalle  AN  3-71 1 1 
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A.  N.  BAKER  ADVERTISING  AGY.,  189  W.  Madison FR  2-8895 

BBDO,   919  N.   Michigan SU   7-9200 

BEAUMONT  &  HOHMAN,  6.  N.  Michigan RA  6-6181 

WALTER  F.  BENNETT  &  CO..  20  N.  Wacker  Dr. ....        ...  FR  2-1  131 

BOZELL  &  JACOBS,  205  N.  LaSalle  ._. CE  6-0870 

BURTON  BROWNE,  619  N.  Michigan SU   7-7700 

BUCHEN  CO.,  400  W.  Madison RA  6-9305 

BURLINGAME-GROSSMAN,  207  S.  Wabash WA  2-3383 

LEO  BURNETT,  Prudential  Plaza -..CE  6-5959 

CALKINS  &  HOLDEN,  Prudential  Plaza RA  6-3830 

CAMPBELL-EWALD,  230  N.  Michigan...  CE  6-1946 

CAMPBELL-MITHUN,  919  N.  Michigan .  DE  7-7553 

CAPLES  CO.,  216  E.  Ontario SU   7-6016 

COMPTON  ADV.,  141  W.  Jackson  HA  7-6935 

CUNNINGHAM  &  WALSH,  6  N.  Michigan..... AN  3-3138 

DANCER-FITZGERALD-SAMPLE,  221  N.  LaSalle  .....  Fl   6-4700 

D'ARCY  ADVERTISING,  Prudential  Plaza...  ..  Ml   2-5332 

W.  B.  DONER  &  CO.,  35  E.  Wacker AN  3-7800 

DOREMUS,  208  S.  LaSalle  CE  6-9132 

ERWIN  WASEY,  RUTHRAUFF  &  RYAN,  360  N.  Michigan  Fl  6-1833 
M.  M.  FISHER  ASSOC,  70  W.  Monroe...  CE  6-6226 

FENSHOLT  ADV.  AGCY.,  360  N.  Michigan....  ...RA  6-1670 

FOOTE,  CONE  &  BELDING,  155  E.  Superior SU   7-4800 

ALBERT  FRANK-GUENTHER  LAW,  1  N.  LaSalle DE  2-6424 

CLINTON   E.  FRANK,  Merchandise  Mart...  ...  WH  4-5900 

FULLER  &  SMITH  &  ROSS,  105  W.  Adams AN  3-5039 

PHIL  GORDON  AGENCY,  23  E.  Jackson...  HA  7-2103 

GORDON   BEST  CO.,  228  N.  LaSalle  ...  ...  ST  2-5060 

GOURFAIN-LOEFF,  INC.,  205  W.  Wacker  Dr. ._     AN  3-0889 

GRANT  ADV.,  919  N.  Michigan  SU   7-6500 

GRANT,  SCHWENCK  &  BAKER,  520  N.  Michigan WH  3-1033 

GROSSFELD  &  STAFF,  22  W.  Monroe  ... AN   3-6904 

GUENTHER-BRADFORD  CO.,  15  E.  Huron...  SU   7-9474 

GEORGE  H.   HARTMAN  CO.,  307  N.  Michigan AN  3-0130 

HENRI,  HURST  &  McDONALD,  121  W.  Wacker...  ...  FR  2-9180 

H.  W.  KASTOR  &  SONS  ADV.,  75  E.  Wacker CE  6-5331 

KENYON  &  ECKHARDT,  221  N.  LaSalle  ...  ......  Fl   6-4020 

KEYES,  MADDEN   &  JONES,  919  N.  Michigan...  WH  3-2133 

KLAU-VAN  PIETERSOM-DUNLAP,  INC.,  520  N.  Michigan  SU   7-3061 

W.  E.  LONG  CO.,  188  W.  Randolph RA  6-4606 

EARLE  LUDGIN,   121  W.  Wacker AN  3-1888 

MAC  DONALD-COOK,  360  N.  Michigan AN  3-1224 

MAC  FARLAND,  AVEYARD  &  CO.,  333  N.  Michigan  ......  RA  6-9360 

MALCOLM-HOWARD  ADV.  AGENCY,  203  N.  Wabash  AN   3-0022 

MAXON,   INC.,  664  N.  Rush WH  4-1676 

MCCANN-ERICKSON,  318  S.  Michigan.....         ............  WE  9-3700 

MCCARTY  CO.,  520  N.  Michigan  ..  Ml   2-0300 

ARTHUR  MEYERHOFF  &  CO.,  410  N.  Michigan DE  7-7860 

NEEDHAM,  LOUIS  &  BRORBY,  Prudential  Bldg. ...       ....  WH  4-3400 

NORTH  ADVTSG.   INC.,  Merchandise  Mart...         WH  4-5030 

OLIAN  &  BRONNER,  35  E.  Wacker  ...  ST  2-3381 

O'NEIL,  LARSON  &  MC  MAHON,  427  W.  Randolph  ......  AN  3-4470 

PRESBA,  FELLERS  &  PRESBA,  360  N.  Michigan  ..  CE  6-7683 

L.  W.  RAMSEY  CO.,  230  N.  Michigan FR  2-8155 

REACH,  MC  CLINTON  &  PERSHALL,  Prudential  Plaza     SU   7-9722 
REINCKE,  MEYER  &  FINN,  520  N.  Michigan  ..  ...WH  4-7440 

FLETCHER  D.  RICHARDS,  221  N.  LaSalle Fl   6-3585 

ROBERTSON,  BUCKLEY  &  GOTSCH,  108  N.  State  ...  ST  2-5336 

ROCHE,  RICKERT  &  CLEARY,  INC.,  135  S.  LaSalle  St.  RA  6-9760 
LILIENFELD  &  CO.,   121  W.  Wacker  Dr....  AN   3-7667 

R.  JACK  SCOTT,  INC.,  814  N.  Michigan...  WH  4-6886 

JOHN  W.  SHAW,  51  E.  Superior  ...  ...MO  4-6323 

TATHAM-LAIRD,  64  E.  Jackson  ...  HA  7-3700 

J.  WALTER  THOMPSON,  410  N.  Michigan...     MO  4-6700 

TOBIAS,  O'NEIL  &  GALLEY,  520  N.  Michigan Ml  2-3360 

TURNER  ADV.,  216  E.  Superior Ml   2-6426 

GEOFFREY  WADE,  20  N.  Wacker Fl   6-2100 

WALDIE  &  BRIGGS,  221  N.  LaSalle  ... FR  2-8422 


EDW.  H.  WEISS  CO.,  360  N.  Michigan...  CE  6-7252 

WESTERN  ADV.  AGCY.,  35  E.  Wacker ...... AN  3-2545 

YOUNG   &   RUBICAM,   333   N.   Michigan . ..  Fl   6-0750 

FILM  STUDIOS 

ACADEMY  FILM  PRODUCTIONS,  INC.,  123  W.  Chestnut  Ml  2-5877 
GILBERT  ALTSCHUL  PRODUCTIONS,  2441  W.  Peterson  UP  8-2595 
ATLAS  FILM  CORP  1111  South  Boulevard,  Oak  Park  AU  7-8620 
JOHN  COLBURN  ASSOC,  INC.,  1122  Central,  Wilmette  BR  3-2310 
COLMES-WERRENRATH  PRODNS.,  540  N.  Lake  Shore  Ml  2-7470 
CAL  DUNN  STUDIOS,   159  E.  Chicago  ..WH  3-2424 

FLICKA  FILMS,   12  E.  Grand  Ave SU   7-2251 

FILMACK  STUDIOS,  1327  S.  Wabash  HA  7-3395 

GRAPHIC   PICTURES,   INC.,  33  S.  Wacker... RA  6-7282 

JAM  HANDY  ORGANIZATION,  230  N.  Michigan...  ST  2-6757 
DALLAS  JONES   PRODUCTIONS,   1725  N.  Wells ...     ..MO  4-5525 

LEWIS  &  MARTIN  FILMS,  1431  N.  Wells WH  4-7477 

FRED  A.  NILES  PRODUCTIONS,  1058  W.  Washington  ...WE  8-4181 
PILOT  PRODUCTIONS,   1819  Ridge,  Evanston ...  DA  8-3700 

PRODUCERS  FILM  STUDIO,  540  Lake  Shore  Dr WH   3-1440 

SARRA,   INC.,   16  E.  Ontario  WH  4-5151 

SONIC  FILM  RECORDING,  548  Lake  Shore  WH  3-1440 

TELECINE  FILM  STUDIOS,  100  S.  Nw.  Hwy.,  Park  Ridge  TA  3-1418 

UNITED  FILM  &  RECORDING,  301  E.  Erie  St SU  7-9114 

WILDING  PICTURE  PRODUCTIONS,   1345  Argyle LO   1-8410 

NETWORKS 

AMERICAN  BROADCASTING  CO.,  190  N.  State  St AN  3-0800 

COLUMBIA  BROADCASTING  SYS.,  630  N.  McClurg  Ct.  WH  4-6000 
KEYSTONE  BROADCASTING  SYS.,  Ill  W.  Washington  ST  2-8900 
MUTUAL  BROADCASTING  SYSTEM,  435  N.  Michigan  ..WH  4-5060 
NATIONAL  BDCSTG.  CO.,  Merchandise  Mart  Plaza ......  SU   7-8300 

RECORDING  STUDIOS 

AGENCY  RECORDING  STUDIOS,  20  N.  Wacker  ....      ...  CE  6-3632 

BRY  KINESCOPE  LABS,  3518  W.  Devon  JU  3-1060 

BOULEVARD  RECORDING  STUDIOS,  632  N.  Dearborn  WH  4-2752 

COLUMBIA  TRANSCRIPTIONS,  630  N.  McClurg  St. ...  .WH  4-6000 

GLOBE  TRANSCRIPTIONS,  230  N.  Michigan RA  6-0126 

RECORDING  SERVICES,  113  W.  Hubbard SU  7-0735 

RCA  RECORDING  STUDIOS,  445  N.  Lake  Shore  WH  4-3215 

SONIC  FILM  RECORDING,  548  Lake  Shore  Drive WH  3-1440 

HAL  TATE  PRODUCTIONS,   192  N.  Clark  St Fl  6-5450 

L.  S.  TOOGOOD  RECORDING,  221  N.  LaSalle CE  6-5275 

UNITED  FILM  &  RECORDING,  301  E.  Erie SU  7-9114 

UNIVERSAL  RECORDING  CORP.,  46  E.  Walton Ml  2-6465 

WEBB  RECORDING  CO.,  55  W.  Wacker                                Fl  6-4183 

WTTW-TV   RECORDING   SERVICE,    1761   Museum   Dr.  ..  MU  4-3800 

REPRESENTATIVES 

AM  RADIO  SALES,  400  N.  Michigan  ... MO  4-6555 

AVERY-KNODEL,  Prudential  Plaza WH  4-6869 

HIL  F.  BEST,  205  W.  Wacker  Dr.   ST  2-5096 

JOHN  BLAIR  &  CO.,  520  N.  Michigan SU   7-2300 

BLAIR  TELEVISION  ASSOC,  333  N.  Michigan  FR  2-3819 

BLAIR-TV,  520  N.   Michigan SU   7-2300 

BOLLING  CO.,  435  N.  Michigan  WH  3-2040 

BRANHAM  CO.,  360  N.  Michigan  ..  CE  6-5726 

BURN-SMITH,  307  N.  Michigan CE  6-4437 

CBS  RADIO  AND  TV  SPOT,  630  N.  McClurg  Ct.  ..  ..WH  4-6000 
HENRY  I.  CHRISTAL,  333  N.   Michigan  CE  6-6357 

CONTINENTAL  RADIO  SALES,  228  N.  LaSalle    .  ....FR  2-2095 

DONALD  COOKE,  205  W.  Wacker  Dr ST  2-5096 

CROSLEY,   360  N.  Michigan  ST  2-6693 

DEVNEY,  INC,  185  N.  Wabash  Ave.  ST  2-5282 

EVERETT-MC  KINNEY,  410  N.   Michigan  SU   7-9052 

FORJOE  &  CO.,  435  N.  Michigan  ...  DE  7-3504 

GILL-PERNA,  75  E.  Wacker Fl   6-9393 

HARRINGTON,  RIGHTER  &  PARSONS,  435  N.  Michigan  WH  4-0510 
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HEADLEY-REED  CO.,  230  N.  Michigan  FR  2-4686 

GEORGE  P.  HOLLINGBERY,  307  N.  Michigan.-  DE  2-6060 

HAL  HOLMAN  CO.,  61  K.  Lake FR  2-0016 

H-R  REPRESENTATIVES,  35  E.  Wacker...  Fl   6-6440 

INDIE  SALES,  205  N.  Wacker  Dr.  ST  2-5096 

KATZ  AGENCY,  Prudential  Plaza  MO  4-7150 

ROBERT  S.  KELLER,  205  W.  Wacker....  ST  2-5096 

JACK  MASLA  &  CO.,    135  N.  Michigan...  SU   7-6048 

MCGAVREN-OUINN  CO.,  35  E.  Wacker  Dr.  FR  2-1370 

NBC  SPOT  SALES,  Merchandise  Mart  SU  7-8300 

JOHN   E.  PEARSON,  333  N.  Michigan  ST  2-7494 
PETERS,  GRIFFIN,  WOODWARD,  INC.,  Prudential  Plaza   FR  2-6373 

EDWARD  PETRY,   100  Y  Michigan  WH  4-0011 

RADIO-TV  REPS,  75  E.  Wacker  Fl   6-0982 
RAMBEAU,  VANCE,  HOPPLE,  INC.,  185  N.  Wabash......  AN  3-5566 

PAUL  H.  RAYMER  CO.,  435  N.  Michigan...  SU   7-4473 

WM.  J.  REILLY,  55  E.  Washington ....  AN  3-6137 

SEARS   &  AYER,   612  N.  E.  Michigan  SU   7-8177 

STARS  NATIONAL,  35  Wacker  Dr.  CE  6-2135 
VENARD,  RINTOUL  &  MC  CONNELL,  35  E.  Wacker         ST  2-5260 

WALKER-RAWALT  CO.,   360   N.   Michigan...  AN  3-5771 

WEED  &  CO.,   Prudential   Plaza ...  WH  4-3434 

ADAM   YOUNG,   Prudential    Bldg. ...  Ml   2-6190 

RESEARCH    •   SURVEYS 

ADVERTISING  CHECKING  BUREAU,  18  S.  Michigan         ST  2-7874 

AMERICAN  RESEARCH  BUREAU,  INC.,  435  N.  Michigan  SU  7-3388 

COLOR   RESEARCH    INST.,    105   W.   Adams...  FR  2-8741 

RICHARD  D.  CRISP  &  ASSOCS.,  105  W.  Adams...  ST  2-0253 

MARKET  RESEARCH  CORP.  AMER.,  425  N.  Michigan     MO  4-4600 

A.  C.  NIELSEN  CO.,  2101  Howard HO  5-4400 

RADIO  REPORTS,  1550  E.  53rd..._ HY  3-3215 

SOCIAL  RESEARCH,   145   E.  Ohio.. ...Ml  2-2664 

TV  BUREAU  OF  ADV.,  400  N.  Michigan...  SU  7-1215 

TRADE   PUBLICATIONS 

ADVERTISING  AGE,  200  E.  Illinois ......  DE  7-1336 

ADVERTISING  AGENCY  MAGAZINE,  122  S.  Michigan     HA  7-7272 

BROADCASTING,  360  N.  Michigan CE  6-4115 

MC  KITTRICK  DIRECTORY,  185  N.  Wabash ST  2-891 1 

MEDIA   SCOPE,    1740  Ridge,  Evanston  ...  HO  5-2400 

PRINTER'S   INK,  360  N.  Michigan AN  3-1750 

RADIO-TV  DAILY,  54  W.  Randolph ....  DE  2-6757 

SALES  MANAGEMENT,  333  N.  Michigan...  ST  2-1266 

SPONSOR,   612   N.   Michigan  ...  SU   7-9863 

STANDARD  RATE  &  DATA,  1740  Ridge,  Evanston..  HO  5-2400 

TV  GUIDE,  230  N.  Michigan RA  6-9470 

U.  S.   RADIO,   161  E.  Grand WH  3-3686 

VARIETY,   612  N.   Michigan ..DE  7-4984 

TV  FILM  PROGRAM  SOURCES 

ABC  FILMS,  360  N.  Michigan AN  3-0800 

ADVER/SONIC  PRODUCTIONS,  INC.,  22  East  Huron       Ml  2-4842 

AGENCY  RECORDING  &  FILM  SERVICE,  20  N.  Wacker  CE  6-3632 

APRIL  PRODUCTIONS,  5000  W.  Quincy  MA  6-4522 

CBS  FILM  SALES,  630  N.  McClurg  Ct WH  4-6000 

ALAN  M.  FISHBURN,  70  W.  Monroe  St.  ...DE  2-0657 

JEWELL  TV  &  RADIO  PRODUCTIONS,  540  N.  Michigan  MO  4-5757 

HERBERT  S.  LAUFMAN  &  CO.,  221  N.  LaSalle  RA  6-4086 

MCA  TV  LTD.,  430  N.  Michigan DE  7-1100 

MGM-TV,  360  N.  Michigan Fl  6-8477 

NTA,  INC.,  612  N.  Michigan Ml  2-5561 

NBC  TV  FILMS,   Merchandise  Mart MO  4-6565 

ALLAN  NEWMAN  PRODUCTIONS,  30  W.  Washington     CE  6-5505 

ROSS-MCELROY  PRODUCTIONS,  154  E.  Erie Ml  2-9550 

WALTER  SCHWIMMER,  INC.,  75  E.  Wacker  FR  2-4392 

UPA,  INC.,  360  N.  Michigan AN  3-7566 

I  ZIV  TELEVISION   PROGRAMS,  520  N.  Michigan WH  4-1030 


AIR  LINES   •    RAILROADS 

AMERICAN  AIRLINES,  55  E.   Monroe  FR 

CAPITAL  AIRLINES,   II   S.  State  ST 

CONTINENTAL  AIR  LINES,  61   E.   Mm,-  AN 

EASTERN  AIRLINES,   120  S.   Michigan  WH 

MIDWAY  AIRPORT,  6200  S.  Cicero  PO 

NORTH  CENTRAL  AIRLINES,  37  S.  Wabash  DE 

NORTHWEST  ORIENT  AIRLINES.    100  S.   Michigan  RA 

O'HARE  INTERNATIONAL  AIRPORT,  Bryn  Mawr  &  Wolf, 

Eranklin   Park  NA 

TWA,  37  S.  Wabash  DE 

UNITED,  35  E.  Monroe  RA 


2-8000 
2-3030 
3-4277 
3-2900 
7-0500 
2-7522 
6-9562 

5-6280 
2-7600 
6-5500 


BALTIMORE  &  OHIO,  S.  Well-  &  Harrison  St.  WA  2-2211 


BURLINGTON  RR,  101  W.   Vdams 
CHESAPEAKE  &  OHIO  RR,  327  S.   LaSalle 
ILLINOIS  CENTRAL  RR,  Central  Station 


NEW  YORK  CENTRAL  SYSTEM,  LaSalle  St.  Station 
PENNSYLVANIA  RR,  Union  Station 
SANTA  FE,  238  S.   Michigan 


WA  2-2345 

HA  7-2855 

WA  2-48 1  I 

HA  7-4270 

Fl  6-5200 

HA  7-4900 


HOTELS 

ALLERTON,   Michigan   at    Huron 
AMBASSADOR,  Male  &  Goethe 
BISMARCK,   171  W.  Randolph 
CONGRESS,  520  S.  Michigan  ... 


CONRAD   HILTON,   720   S.   Michigan 
CROYDON  HOTEL,  616  N.  Rush 
DRAKE,  Lake  Shore  &    Michigan 
EDGEWATER   BEACH,  5349  N.  Sheridan 
EXECUTIVE  HOUSE.  71  E.  Wacker ... 
KNICKERBOCKER,  163  E.  Walton... 


LAKE  SHORE  DRIVE,  181  E.  Lake  Shore 
MORRISON,  79  W.  Madison  ... 
PALMER  HOUSE,  State  &  Monroe... 
PEARSON,   190  E.  Pearson  _ 
SHERATON,  505  \.  Michigan 


SU   7 

SU  7 

CE  6- 

HA   7- 

WA  2 

DE  7- 

SU   7- 

LO    I- 

Fl   6- 

WH  3- 

SU   7- 

FR  2- 

RA  6- 

SU   7- 

WH  4- 

SHERATON-BLACKSTONE,  S.  Michigan  &  E.  Balboa       HA   7- 
SHERMAN,  Clark  &  Randolph  ..  FR  2- 

RESTAURANTS 

ALLGAUER'S    HEIDELBERG,    Randolph    al    Slate  Fl 
BARNEY'S  MARKET  CLUB  TAVERN,  7  1 1  W.  Randolph       AN 

BLACKHAWK,  Randolph  at  Wabash  RA 

THE  BUTTERY,   Hotel    Vmbassador  West...  SU 

CAFE  DE  PARIS,   1260  \.  Dearborn  WH 
CAPE  COD  ROOM,  DRAKE  HOTEL,  E.  Lake  Shore  Dr. 

&  N.  Michigan  SU 

CHEZ  PAREE,  610  N.  Fairbanks  DE 

DON  THE  BEACHCOMBER,   101    I'..  Walton  SU 

FRITZEL'S,  State  and  Lake  AN 

THE  IVANHOE,  3000  N.  Clark  GR 

JACOUES,   900   \.    Michigan  DE 

HOUSE  OF  ENG.,  106  E.  Walton  WH 

IMPERIAL  HOUSE,  50  E.  Walton  WH 

THE  KUNGSHOLM,   100  E.  Ontario  WH 

L'AIGLON   FRENCH   RESTAURANT,  22   E.  Ontario  DE 

LONDON  HOUSE,  360  \.  Michigan  AN 


4200 
7200 
0123 
3800 
4400 
6700 
2200 
6000 
7100 
2000 
8500 
9600 
7500 
8200 
4100 
4300 
2100 


THE  PUMP  ROOM,  Hotel  Ambassador  East    (see  Hotels) 

RED  STAR  INN,   1528  \.  Clark  WH 

RIVERSIDE  STEAK  HOUSE,  59  E.  Wacker  Fl 

SHANGRI-LA,    222   N.    State  AN 

STOCKYARDS  INN,  W.    12nd  St.  &  S.  Halstead  YA 

TOP  OF  THE  ROCK,  Prudential   Plaza  Ml 

WRIGLEY  BLDG.  RESTAURANT,    110  N.   Michigan  WH 

TONY  ZALE'S,  711  \.  Rush  DE 


6-8080 
3-9795 
6-2822 
7-720D 
4-5620 

7-2200 
7-3434 
7-8812 
3-7100 
2-2771 
7-9040 
4-1010 
4-5300 
4-2700 
7-6070 
3-6920 

4-9637 
6-2666 
3-4966 
7-5580 
2-7676 
4-7600 
7-5930 
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FROM   JAZZ 

TO  THE  CIRCUS 

THIS  WEEK 

IN   CHICAGO 


Photo  courtesy  of  Chicago  Assn.  of  Commerce  and  Industry 


m  here's  a  lot  to  see  and  do  in  Chicago  after  convention  meeting 
hours  and  over  the  weekend  if  you  plan  to  combine  a  business  trip 
with  a  pleasure  junket.  Thanks  to  WFMT  (FM),  Chicago,  and  owner- 
manager  Bernard  Jacobs,  SPONSOR  lists  some  of  these  major  events 
and  places  you  may  enjoy  in  your  off-hours.  They  are  taken  from 
"Fine  Arts  Guide,''''  a  bulletin  circulated  to  its  Chicago-area  listeners. 


This  Week 

Gauguin  Exhibition,  Art  Institute. 

Festival  of  Contemporary  Arts,  Uni- 
versity of  Illinois. 

17th  Annual  Medinah  Shrine  Circus, 
Medinah  Temple. 

Chicago  World  Flower  and  Garden 
Show,  International  Amphitheater. 

Primitive  art  exhibit,  Chicago  Natu- 
ral History  Museum. 

Zoo,  Lincoln  Park  Zoo. 

1958  International  Diamond-Jewelry 
Award  Winners  Exhibit,  Museum 
of  Science  and  Industry. 

Second  Annual  Health  Fair,  Museum 
of  Science  and  Industry. 

Gerry  Mulligan  Quintet,  The  Blue 
Note. 

Dixieland  Jazz  with  Ray  Daniels, 
Club  Basin  St. 

George  Brunis  and  the  1111  Dixie- 
land jazz  baad,  1111  Jazz  Club. 

Folk  music  entertainment,  jazz,  Gate 
of  Horn. 

Calypso  songs.  Jamaican  Room. 

Dixieland  Jazz,  Jazz,  Ltd. 


Carmen  Cavallaro  and  group  (18-21 
Mar.),  London  House. 

Kaye  Ballard  and  David  Allen,  Mis- 
ter Kelly's. 

Bernard  Boston  trio  and  Four  Trom- 
bone septet,  New  Abstract  Lounge. 

Israel  songs  and  dances,  Oranim 
Zabar  Troupe,  Eighth  St.  Theatre. 

Art  "Coweyes"  Engler  sextet,  Preview 
Lounge  Show. 

Traditional  jazz,  Franz  Jackson,  Red 
Arrow. 

Max  Roach  Quintet  (18-22  Mar.), 
Sutherland  Hotel  Lounge. 

Lincoln  Collections,  Freedom  Hall. 

Tuesday,  17  March 

St.  Patrick's  Day  Parade,  State  St. 

High  School  Association,  basketball 
tournament,  Northwestern  U. 

Myra  Hess,  pianist,  Orchestra  Hall. 

Youth  Concert,  Chicago  Symphony 
Orchestra,  Orchestra  Hall. 

"Are  the  Persuaders  Really  Hiding?" 
(lecture) ,  John  S.  Nagel,  Jr.,  Need- 
ham,  Louis  &  Brorby  advertising 
agency,  Lake  Forest  College,  Dur- 
and  Hall  auditorium. 


Wednesday,  18  March 

Fashion  Show,  Marshall  Field  &  Co., 
Walnut  &  Narcissus  tea  rooms. 

"The  South  Seas  .  .  .  First  Impres- 
sions," Gauguin  lecture,  Art  In- 
stitute. 

1938  Grand  Prix  film,  Roosevelt  U. 
Film  Society. 

Folkways  of  Samoa  film,  Art  Institute. 

Thaddeus  Kozuch,  pianist,  DePaul 
U.,  Center  Theatre. 

Thursday,  19  March 

Chicago  Symphony  orchestra,  Or- 
chestra Hall. 

Art  lecture,  Robert  F.  Glaubke,  Chi- 
cago Public  Library. 

"John  Dewey"  Speech,  Loyola  U. 
Law  auditorium. 

Cezanne  of  Aix  lecture,  Art  Institute. 

Friday,  20  March 

Double-header  polo  matches,  Chicago 
Ave.  Armory. 

Chicago  Symphony  Orchestra,  Or- 
chestra Hall. 

A  travelogue  of  the  Tradewind  Is- 
lands, Art  Institute. 

Guy  Johnson,  pianist,  Art  Institute. 

Saturday,  21  March 

Jussi  Bjoerling,  tenor,  Orchestra  Hall. 

"Colorado  Through  the  Seasons"  lec- 
ture, Chicago  Natural  History  Mu- 
seum. 

Fashion  show,  Marshall  Field  &  Co., 
Walnut  and  Narcissus  tea  rooms. 

Travelogue:  "Italy  .  .  .  round  and 
about  Rome,"  Burton  Holmes  trav- 
elogue. 

Folkways  of  Samoa  film,  Art  Institute. 

Concerts  by  Chicago  artists,  Chicago 
Public  Library. 

Cantorial  Concert,  Eighth  St.  Theatre. 

Sunday,  22  March 

Mantovani  and  his  orchestra,  Orches- 
tra Hall. 

Lecture,  "What,  why  and  how  of 
stereo  sound,"  Museum  of  Science 
and  Industry. 

Gauguin  and  the  South  Seas,  Art  In- 
stitute. 

Travelogue,  "The  Spell  of  India," 
Art  Institute. 

Tennessee  Williams  trio,  Riccardo's 
restaurant. 

Folkways  of  Samoa  film,  Art  Institute. 

Film  "The  Hunters,"  Chicago  His- 
torical Society.  ^ 
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Network  lines  provide  simul- 
taneous two-station  program- 
ming. 

Ted  Thome's  5-man  3-unit 
mobile  news  staff  covers  all 
three  counties  24  hours  a 
day. 


SF     Cerry     Crainger    sells     39,080 
■^^    urban  and  rural   housewives  5 


hours   every    morning. 


K/     Jerry  Cirard  guarantees  25,000 
.04    Nor 


thern      Indiana     teenagers 
weekly. 


HSpot  participation  in   news  is 
available    on    either    or    both 


M    Additional  discounts  available 
on    two-station    buys. 


Two      stations      serve      a      market 
36.5%    bigger    than    Indianapolis. 
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2  more  great 
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represented    stations 
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NEW    PRODUCTS   +0    be    shown    include    production    model    of    RCA's    new   tv    tape    recorder 

EQUIPMENT   EXHIBITORS 

W    Equipment  makers  will  show  many  new  items  and  tech- 
nical advances  and  introduce  time-  and  money-saving  devices 


ADLER   ELECTRONICS,    INC. 

EXHIBITION   HALL— SPACE  28 

I    LeFevre  Lane 

New    Rochelle,    N.   Y. 

Representatives  at  convention 
Ben  Adler 
Alfred  Strogoff 
Dr.  Byron  St.  Clair 
Carmen  J.  Auditore 
Edward  Galuska 
Henry  Shapiro 
Emanuel  Strunin 
Martin  Silver 
John  Klindworth 
Wilson  Leeper 
Robert  Sinks 
Robert  J.  Myers 
James  P.  Quinn 
Don  Carmichael 
Joseph  W.  DeBragga 

Products 

(RT-3)  Heterodyne  repeater — sim- 
ple tv  microwave  system  for  multihop 
intercity  relays,  TV-STL  and  remote 
pickups.  (UST-10,  RA-7)  10-watt 
and  100-watt  translators  are  FCC-ap- 
proved systems  for  extending  tv  sta- 
tion    coverage    to     unserved     areas. 

ALFORD   MFC.    CO. 

EXHIBITION   HALL— SPACE  29 
299  Atlantic  Ave. 
Boston    10,    Mass. 
Representatives  at  convention 
Harold  H.  Leach 
Fred  Abel 


Products 

Television  broadcast  antennas,  di- 
plexers,  coaxial  switches,  vestigial 
sideband  filters,  RF  measuring  in- 
struments. 

AMPEX  CORP. 

EXHIBITION   HALL— SPACE  34 
PROFESSIONAL  PRODUCTS  DIV. 
934  Charter  St. 
Redwood  City,  Calif. 
Representatives  at  convention 
Neal  K.  McNaughten 
Tom  Davis 
C.  R.  Paulson 
Frank  G.  Lennert 
Jack  Hauser 

Products 

VR-1000  Videotape  recorder  for 
black-and-white  television  recording. 
VR-1000  Videotape  recorder  featur- 
ing cue  and  erase  kits,  tape  timers, 
penthouse  monitor  accessories,  etc. 
R-1000  Videotape  recorder  with  color 
conversion  accessory.  Model  300  pro- 
fessional studio  recorder  and  model 
351  professional  studio  recorder, 
among  others  to  be  shown. 

CATERPILLAR  TRACTOR  CO. 

EXHIBITION   HALL— SPACE  26 

ENGINE  DIV. 

Howard   Bldg. 

Peoria,    III. 

Representatives  at  convention 

C.  U.  Stone 
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J.  C.  Frisby 
R.  V.  Bradley 
C.  D.  Shrake 
B.  P.  Bessert 
G.  M.  Cervenka 

Products 

Diesel  and  spark-ignition  electric 
sets  for  primary  or  standby  power. 

CENTURY  LIGHTING  INC. 

EXHIBITION   HALL— SPACE  22 

521  West  43  St. 
New  York,   N.  Y. 
Representatives  at  convention 
Edward  F.  Kook 
James  J.  Fedigan 
N.  Sonny  Sonnenfeld 
Louis  Erhardt 
George  Gill 
Dale  Rhodes 
Earl  Kohler 
Stanley  McCandless 
Fred  M.  Wolff 
Bill  Merrill 

Products 

Tv  studio  lighting,  complement, 
Fresnels,  scoops,  the  Big  Leko,  pat- 
tern projectors,  strips,  wiring  devices, 
switchboards,  C-l  boards,  Cen-trol, 
C-Core,  C-Lector.  Magnatrol  and  oth- 
er items. 

COLLINS  RADIO  CO. 

EXHIBITION   HALL— SPACE  38 

855  35th  St.  N.E. 

Cedar   Rapids,    Iowa 

Representatives  at  convention 

J.  M.  Haerle 
H.  0.  Olsen 

B.  V.  Hite 
E.  G.  Randolph 

C.  P.  Glade 

E.  J.  Maloney 
J.  F.  Stanbery 
G.  C.  Wetmore 

F.  P.  Wallace 
L.  H.  Leggett 
R.  N.  Edwards 
R.  P.  Comstock 
J.  H.  Speck 
E.  J.  Powell 
T.  W.  Sharpe 
Glenn  Bergmann 

Products 

Am  broadcast  transmitters,  phas- 
ing equipment,  antenna  tuning  equip- 
ment, speech  input  consoles,  custom 
studio  desk,  remote  amplifiers,  re- 
mote control  equipment,  limiting  am- 
olifier,  turntables,  miscellaneous  ac- 
cessories. 


CONRAC,  INC. 

EXHIBITION    HALL— SPACE   31 
19217  East  Foothill   Blvd. 
Glendora,  Calif 
Representatives  at  convention 
W.  J.  Moreland 
J.  G.  Jones 
R.  M.  Alston 
K.  Williams 
Parker  Wickham 
Don  Ryrie 

Products 

Color  video  monitors,  monochrome 
video  monitors,  audio-video  receivers 
for  "off-the-air"  monitoring  and  re- 
broadcasting. 

CONTINENTAL  ELECT.  MFC. 

EXHIBITION   HALL— SPACE  36 
4212  South  Buclcner  Blvd. 
Dallas  27,  Texas 
Representatives  at  convention 
James  0.  Weldon 
W.  M.  Witty 
Thomas  B.  Moseley 
Mark  W.  Bullock  ' 
Vernon  Collins 
Richard  P.  Buckner 
W.  D.  Mitchell 
Joseph  B.  Sainton 

Products 

Am  broadcast  transmitters  and 
transmitter  remote  control  equip- 
ment. 

DRESSER   IDECO  CO. 

EXHIBITION   HALL— SPACE   37 
875  Michigan  Ave. 
Columbus  8,  Ohio 
Representatives  at  convention 
Dan  Byrd 
J.  Roger  Hay  den 
J.  M.  Hogan 
Orville  Pelky 
Products 

Broadcast  antenna  towers. 

ELECTRONIC  APPLICATIONS 

EXHIBITION  HALL— SPACE  8-9 
194  Richmond  Hill  Ave. 
Stamford,  Conn. 
Representatives  at  convention 
Sep  Hoisl 
Vince  Skee 
Wilhelm  Franz 
Harvey  Sampson.  Jr. 
Ernie  Stern 

Products 

EMT  140  reverberation  unit,  EMT 
930  turntable.  NAGRA  III  transistor- 
ized,  portable   tape   recorder;    model 


THE  NATION'S 
LEADING  CREATORS 
OF  STATION 
PROMOTION 
JINGLES 
PRESENT  -  -  - 

STEREO 


That  famous  CRC  sound,  now 
available  in  true  STEREO! 
Even  if  you  don't  have  an  im- 
mediate need  for  this  newest 
CRC  service,  send  for  demo 
tapes  for  a  real  revelation.  Or 
better  still,  see  Dick,  or  Bob, 
at  the  Palmer  House  during 
the  N.A.R.  for  refreshments, 
and  a  sparkling  audition  of 
CRC's  newest  and  greatest 
jingle  sets,  in  Mono  or  Stereo. 
Or,  catch  our  act  in  Miami  at 
the  D.J.  May  bash. 


Any  way  you  splice  it.  a  set  of 
CRC  tapes  on  your  station  will 
place  you  in  the  company  of 
today's  radio  giants,  AND  WE 
CAN  PROVE  IT.  Experience 
counts. 


COMMERCIAL 
RECORDING 


V 


P  O   BOX  672$  -DALLAS  19 
PHONE   Rl  8-8004 
TOM   ME  R  RIM  AN 
president 
BOB    FARRAR 
vice  president 
DICK  MORRISON 
general  sales  manager 
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RCA  Television  Tape  Recorder  Meets  Fondest  Dreams 


"Monochrome  and  color  pictures  recorded  and  produced  by  the  RCA  color  television  tape  recorder  are 


WBTV,  Charlotte,  North  Carolina— first  televi- 
sion station  to  record  and  air  a  locally  produced 
color  television  tape  recording,  has  been  using 
RCA  Color  Television  Tape  Equipment  since 
September  5,  1958.  Their  experience  has  led  Tom 
Howard  to  report:  "It  is  evident  that  RCA's 
design  engineers  did  not  limit  their  efforts  to  just 
getting  video  and  audio  signals  on  tape — they 
remembered  that  their  customers  had  to  maintain 
and  operate  the  gear  day-in  and  day-out. 

MASTER  ERASE  HEAD  A  TIME-SAVER 

"We  like  the  master  erase  head.  It  eliminates  the 
necessity  for  bulk  erasing,  assures  a  clean  tape  at 


Be  Sure  to  See  the  New 
Features  of  the  RCA  Color  Television 
Tope  Recorder  in  Operation  at  NAB 
Convention,  Chicago,  March  15-18. 


all  times  and  in  many  cases  allows  for  selective 
erasing  and  re-recording  of  spots  or  other  program 
material  without  destroying  the  entire  contents  of 
the  reel.  It  is  a  time  saver.  For  instance,  if  there 
has  been  a  false  start  or  a  fluff  in  a  spot  or  in 
the  early  part  of  a  recording,  it  is  only  necessary 
to  back  up  the  tape  and  start  again.  There  is  no 
need  to  remove  the  reel,  bulk  erase,  replace  the 
reel  and  start  all  over  again. 

BUILT-IN  FACILITIES  COMMENDED 

"We  commend  the  decision  of  the  RCA  design 
engineers  that  necessary  operational  equipment 
should  be  built-in  instead  of  being  made  available 
as  'accessories.'  We  appreciate  their  facing  the 
facts  of  operational  life  by  incorporating  the 
master  erase  head,  the  built-in  audio  monitoring 
speaker  for  cuing  and  continuity,  the  built-in 
picture  monitor,  the  built-in  CRO,  the  built-in 
switcher  for  picture  monitor  and  CRO  input 
signal  selection,  the  elapsed  time  meter  for  slip 
rings  and  brushes,   the  metering  of  individual 


of  WBTV  Engineers  in  Daily  Operating  Conveniences!" 

— Says  Thomas  E.  Howard,  V.P.  Engineering  and  General  Services,  WBTV. 
superb,  and  we  are  impressed  by  the  convenience  and  versatility  designed  into  the  equipment." 


WE  LIKE  the 
built-in  facilities. 


MOST  OF  ALL,  WE 
LOVE  that  cue  track. 
In  our  opinion,  it  is 
destined  to  be  a  must 
in  every  tape 
operation." 

TOM   HOWARD 
WBTV 


video  head  recording  currents,  the  continuously 
adjustable  tape  wind  and  rewind  speeds  for  rapid 
and  accurate  cuing  of  tape,  and  the  built-in  test 
signal  channel  for  rapid  check  and  trimming  of 
color  processing  equipment,  even  while  a  color 
signal  is  being  recorded. 

CUE  TRACK  A  "MUST" 

"Most  of  all  we  love  that  cue  track— in  our 
opinion  it  is  destined  to  be  a  'must'  in  every  tape 
operation.  The  value  of  the  cue  track  seems  to 
be  limited  only  by  the  imagination  and  ingenuity 
of  the  user. 

"We  use  the  cue  track  to  bridge  the  program 
director's  channel  during  record  operation.  This 


channel  becomes  our  cue  reference.  This  big  fea- 
ture has  enabled  us  to  salvage  some  'fluffed'  spots 
in  programs  or  to  insert  new  spots — live  or  on  film 
— in  a  program  that  has  already  been  recorded. 

AVENUE  TO  AUTOMATION 

"RCA's  pioneering  in  incorporating  the  cue  track 
in  television  tape  recorders  is  a  valuable  contribu- 
tion to  smoother  tape  operation  and  definitely 
opens  another  avenue  to  automation." 

Your  RCA  Broadcast  Representative  will  gladly  provide 
further  particulars  about  the  RCA  Color  Television  Tape 
Recorder  and  help  to  integrate  this  equipment  into 
your  facilities.  In  Canada,  write  to  RCA  VICTOR 
Company,  Limited,  Montreal. 


RADIO  CORPORATION  of  AMERICA 

BROADCAST   AND   TELEVISION    EQUIPMENT 
CAMDEN,   N.J. 


Tmk(t)  <£> 


24  and  28  EMT  microphones;  STU- 
DER  model  30  professional  tape  re- 
corder with  constant  tape  tension  fea- 
ture: model  0815  definitive  monitor 
loudspeaker:  fm  receivers  for  broad- 
cast operations. 

FOTO-VIDEO  LABS,  INC. 

EXHIBITION   HALL— SPACE  23 

Industrial    Village 

36  Commerce   Rd. 

Cedar  Grove,   N.  J. 

Representatives  at  convention 
Albert  J.  Baracket 
John  Mahler 
Bert  Findlay 
Jim  Palmere 
Gilbert  Walton 
Hans  Nord 
Irwin  Lowenstein 
H.  A.  Kazanjian 
Pat  Quinn 

Products 

All-transistor  miniature  image  or- 
thicon  orbiter/tracker  systems  (fits 
inside  the  camera),  complete  line  of 
video  distribution  equipment,  televi- 
sion waveform  and  picture  monitors, 
complete  video  test  sets,  hi-reliabilitv 


svne  equipment,  all-transistor  power 
supplies  and  1  amp  semiconductor 
power  supplies,  foto  products. 

GATES  RADIO  CO. 

EXHIBITION  HALL— SPACE  2-3 

123    Hampshire 

Ouincy,  III. 

Representatives  at  convention 

P.  S.  Gates 

Larry  Cervone 

Norbert  Jochem 

Edward  J.  Wilder 

John  R.  Price 

Dick  Spruill 

Bill  Moats 

Urlin  Whitman 

Stan  Whitman 

Ken  Neubrecht 

Bud  Ayer 

C.  0.  Morgan  (among  others) 

Products 

New  spot  tape  recorder,  new  level 
devil  program  gated  amplifier,  new 
BT-5CL  5000  watt  tv  transmitter,  new 
BC-5P-2  5000  watt  am  transmitter, 
new  FM-5B  5000  watt  fm  transmitter 
with  multiplex  and  other  items. 


20  Years  of  Outstanding  Services 

HAPPY  ANNIVERSARY 

John  E.  Pearson  Co. 


REPRESENTING 


INDIANAPOLIS'    NO.    1 
RADIO   STATION 


|  a*  to     feature      true      high-  |  Af 

XOl  fidelity  sound  JLol 

I  A*  to     feature     live    on-the-  |  Af 

Xdl  spot  news  coverage  JLdl 

1  qJL  to    offer    on-the-air    edi- 

151  torials 


to  offer  adult  program- 
ming 

to  feature  Radio-Mobil- 
ity, with  Indiana's  only 
complete  radio  station  on 
wheels 


GENERAL  ELECTRIC  CO. 

EXHIBITION   HALL— SPACE  33 

TECHNICAL  PRODUCTS  DEPT. 

Electronics   Parle 

Syracuse,  N.  Y. 

Representatives  at  convention 

W.  J.  Morlock 
P.  L.  Chamberlain 
Harold  B.  Towlson 
J.  Wall 

M.  E.  Minich  (among  others) 

Products 

New  3  1-0  (image  orthicon)  color 
camera,  new  1-0  B  &  W  camera,  re- 
lay switching  system,  transistorized 
sync  generator,  B  &  W  calibration 
monitor,  audio  console,  full-sized  sec- 
tion of  vhf  helical  antenna,  complete 
line  of  audio  equipment  and  color 
film  scanner  among  other  items. 

GENERAL  ELECTRONICS  LABS. 

EXHIBITION   HALL— SPACE  35 
18  Ames  St. — 195  Massachusetts  Ave. 
Cambridge,  Mass. 
Representatives  at  convention 
Victor  W.  Storey 
Philip  Hayden 
Robert  Pritchard 
Sal  Fulchino 
Capt.  W.  G.  H.  Finch 

Products 

Fm  transmitters  with  fm  multiplex 
exciters  including  main  channel  ex- 
citer, subchannel  generator  and  pow- 
er supply  mounted  in  cabinet  as  a 
complete  integrated  system. 

CENERAL  PRECISION  LAB. 

EXHIBITION   HALL— SPACE   15 
63  Bedford   Rd. 
Pleasantville,  N.  Y. 
Representatives  at  convention 
N.  M.  Marshall 
E.  J.  Manzo 
L.  L.  Pourciau 
A.  F.  Brundage 

Products 

Studio  &  remote  vidicon  camera 
chains,  studio  image  orthicon  camera 
chains,  sync  generators,  video  switch- 
ers, 35mm  telecast  projectors,  video 
recorders,  3-vidicon  color  film  chains, 
monochrome  vidicon  film  chains, 
vari-focal  lenses  for  monochrome  and 
color  cameras,  video  and  pulse  dis- 
tribution amplifiers,  regulated  power 
supplies,  industrial  television  systems, 
tv  projection  systems. 

GENERAL  RADIO  CO. 

EXHIBITION   HALL— SPACE  25 

22  Baker  Ave. 

West  Concord,    Mass. 
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Representatives  at  convention 

Joseph  E.  Belcher 
Charles  A.  Cady 
Lane  Gorton 

Products 

FCC-type-approved  tv  monitor,  new 
am  frequency  and  modulation  moni- 
tors, and  tv  color  subcarrier  moni- 
tors, simple  equipment  for  precise 
checking  of  all  frequencies  vs.  WWV, 
distortion  and  noise  meters,  harmonic 
measuring  equipment,  antenna  meas- 
uring equipment,  bridge  for  AF 
balanced  impedance  measurements, 
sound  measuring  equipment,  auto- 
matic line-voltage  regulators,  variac 
(R)  voltage  controls. 

HARWALD  CO.,  INC. 

EXHIBITION   HALL— SPACE   17 

1245  Chicago  Ave. 

Evanston,    III. 

Representatives  at  convention 

Robert  Grunwald 
Sam  Caldwell 
Richard  Wallace 
Howard  Bowen 

HUCHEY  &  PHILLIPS,  INC. 

EXHIBITION   HALL— SPACE   27 

3200  North   San   Fernando   Blvd. 

Burbanlc,   Calif. 

Representatives  at  convention 
H.  V.  Claeson 
J.  H.  Ganzenhuber 
H.  J.  Geist 
R.  L.  Lang 
F.  J.  Little 

Products 

Manufacturers  of  300  MM  beacons, 
obstruction  lights,  photo-electric  con- 
trols, beacon  flashers,  special  junc- 
tion boxes,  microwave  tower  light 
control  and  alarm  systems,  tower 
lighting  isolation  transformers,  and 
complete  kits  for  tower  lighting,  sleet 
melter  power  and  control. 

INDUSTRIAL  TRANS.  ANT. 

EXHIBITION  HALL— SPACE  14 
235  Fairfield  Ave. 
Upper    Darby,    Pa. 

Representatives  at  convention 

Bernard  Wise 
Fred  Gayer 
Stanley  Friedman 
Robert  Jordan 

Products 

Fm  broadcast  transmitters,  fm  mul- 
tiplex equipment,  am  field  intensity 
meter,  audio  analyser  for  proof 
measurement. 


KAHN   RESEARCH   LABS. 

EXHIBITION  HALL— SPACE  6 

22   Pine  St. 
Freeport,  L.  I.,  N.  Y. 
Representatives  at  convention 
Leonard  R.  Kahn 
Kenneth  B.  Boothe 

Products 

Model  STR-59-1A  stereo  adapters, 
compatible  single-sideband  adapters, 
Symmetra-peak,  Model  SP-58-1A. 

KLEICL   BROS. 

EXHIBITION   HALL— SPACE   19 

321    W.    50   St. 

New   York    19,    N.   Y. 

Representatives  at  convention 
Herbert  R.  More 
James  Jewell 
David  Safford 
William  Morris 

Products 

Tv  lighting  fixtures,  accessories, 
wiring  devices,  lighting  selection  and 
control  equipment,  SCR  semi-con- 
ductor dimmer. 

MINNEAPOLIS-HONEYWELL 

EXHIBITION   HALL— SPACE    10 
BROWN  INSTRUMENT  DIV. 
Wayne   &  Windrim  Ave. 
Philadelphia  44,  Pa. 
Representatives  at  convention 
George  W.  McKnight 
Gustave  Ehrenberg 

Products 

Transmitting  station  automatic  log- 
ging equipment  and  remote  control 
automatic  logging  equipment. 

PHELPS  DODGE  COPPER 

EXHIBITION  HALL— SPACE  4 

300  Park  Ave. 
New  York   22,    N.   Y. 
Representatives  at  convention 
F.  W.  DeTurk 
H.  M.  Edwards 
R.  Plant 
H.  Magnuson 

Products 

Air  dielectric  coaxial  cable,  styro- 
flex,  spirafil.  foamflex. 

PROCRAMATIC    BDCSTC. 

EXHIBITION  HALL— SPACE  1 

DIVISION  OF  MUZAK  CORP. 
229  Fourth  Ave. 
New  York  3,  N.  Y. 
Representatives  at  convention 

John  Esau 
Norman  J.  Ostby 
Joseph  W.  Robert - 
Ed  Hochhauser 
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John  Jarvis 

Charles  C.  Cowley 
Service 

Automatic  broadcast  equipment/ 
music  programing  service. 

RADIO  CORP.  OF  AMERICA 

EXHIBITION   HALL— SPACE  24 

INDUSTRIAL  ELECTRONIC  PRODUCTS 

Front  and  Cooper  Sts. 

Camden,  N.  J. 

Representatives  at  convention 

T.  A.  Smith 

C.  H.  Colledge 
J.  P.  Taylor 
H.  R.  Henken 
A.  F.  Inglis 
E.  C.  Tracy 
M.  A.  Trainer 
V.  E.  Trouant 
P.  Bergquist 

P.  A.  Greenmever 
E.  T.  Griffith 
J.  E.  Hill 
E.  N.  Luddy 
A.  M.  Miller 

D.  Pratt 

W.  B.  Varnum 

R.  B.  Houston 

C.  F.  Strawley 
Products 

Monochrome  and  color  television 
equipment,  uhf  and  vhf  television 
transmitters,  am/fm  transmitters, 
television  video  tape  equipment,  au- 
dio equipment,  monitoring  equipment 
and  test  equipment  for  am,  fm  and  tv 
stations  among  other  items. 

RADIO  CORP.  OF  AMERICA 

EXHIBITION   HALL— SPACE  24 
TUBE  DIV. 
Harrison,   N.  J. 
Representatives  at  convention 
H.  C.  Vance 
J.  E.  Kelly 
R.  E.  Johnson 
R.  E.  Lawrence 

Products 

Electron  tubes  and  semiconductor 
devices. 

RAYTHEON    MFC. 

EXHIBITION   HALL— SPACE   18 

Equipment,    Systems    Div. 

100    River    St. 

Waltham    54,    Mass. 

Representatives  at  convention 

H.  J.  Geist 
W.  B.  Taylor 
J.  J.  Sedik 
A.  F.  Conrad 
Hugh  Bannon 


Products 

KTR  microwave  television  relay 
systems,  7,000  and  13,000  Mc  port- 
able and  rack-mounted  for  NTSC 
color  and  simultaneous  audio,  among 
other  items. 

SARKES  TARZIAN,  INC. 

EXHIBITION   HALL— SPACE  21 

East  Hillside  Dr. 
Bloomington,   Ind. 

Re presentatives  at  convention 

Biagio  Presti 
Dan  Meadows 
Wendell  Fuller 
Neff  Cox,  Jr. 
Gene  Keith 
Dale  Buzan 
Henry  Cronin 
Nubar  Donoyan 
Russ  Ide 
Dick  Swan 
Mel  Berstler 
Fred  Steiner 

Products 

Television,  vhf  transmitter — com- 
plete packages — including  transmit- 
ters and  studio  equipment,  television 
projectors  16  mm.,  television  projec- 
tors 35  mm.  (2x2)  misc.  rack,  con- 
sole plus  other  products. 

SCHAFER   CUST.    ENC. 

EXHIBITION   HALL— SPACE   16 
235   S.  Third   St. 
Burbanlc,    Calif. 

Representatives  at  convention 

Paul  C.  Schafer 

William  B.  Brady  Jr. 

James  Gardner  (among  others) 

Products 

Automation,  program  automation, 
remote  control  equipment. 

STANDARD   ELEC.   DIV. 

EXHIBITION   HALL— SPACE  32 

Radio   Eng.   Labs.   Inc. 

2901    Borden  Ave. 

Long    Island    City,    N.    Y. 

Representatives  at  convention 

William  H.  Zillger 
H.  R.  Smith 
Allen  R.  Taylor 
William  H.  Rappolt 

Products 

250  w.   fm  transmitter,   3   kw   fm 
transmitter  and  amplifier,  fm/am/tv 
audio   console,   replacement   modera- 
tors, modulators,  among  other  items. 
{Please  turn  to  page  90) 
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The  growing  list  of 

MAJOR  MARKETS 
EQUIPPED 
FOR  VIDEOTAPE* 
RECORDING 


MARKET 

STATION 

MARKET 

STATION 

Atlanta 

WAGA-TV 

New  York  •  Newark 

WCBS-TV 

Baltimore 

WJZ-TV 

WNEW-TV 

Boston  -  Cambridge 

WBZ-TV 

WNTA-TV 

WHDH-TV 

WOR-TV 

WGBH-TV  (edu.) 

WPIX  (TV) 

Buffalo 

WGR-TV 

WRCA  (TV) 

Charleston,  S.C. 

WUSN-TV 

WRRM  TV 

Norfolk 

WTAR-TV 

\IJU  V  TV 

.U'Hl'agv 

fTDDIYI-l  ¥ 

WBKB  (TV) 

uKianoma  uity 
Pensacola  -  Mobile 

WIVT'IV 

WEAR-TV 

WGN-TV 

Panama  City  (semi-satellite) 

WJOM  (TV) 

WNBQ  (TV) 

Philadelphia 

WFIL-TV 

Cleveland 

KYW-TV 

Phoenix 

KOOL-TV 

WEWS-TV 

Pittsburgh 

KDKA-TV 

WJW-TV 

WIIC-TV 

Dallas  -  Ft.  Worth 

KRLD-TV 

WTAE-TV 

WFAA-TV 

Portland,  Oregon 

KGW-TV 

Denver 

KLZ-TV 

KOIN-TV 

Detroit 

WJBX-TV 

Providence 

WJAR-TV 

Flint 

WJRT  (TV) 

Raleigh  -  Durham 

WRAL-TV 

Honolulu,  T.H. 

KONA-TV 

Richmond 

WRVA-TV 

KHVH-TV 

Roanoke 

WSLS-TV 

Houston  -  Galveston 

KGUL-TV 

Sacramento -Stockton 

KCRA-TV 

KPRC-TV 

Salt  Lake  City  -  Provo 

KLOR-TV 

Indianapolis  -  Bloomington 

WISH-TV 

San  Antonio 

KENS-TV 

Lancaster,  Pa. 

WGAL-TV 

WOAI-TV 

Los  Angeles 

KABC-TV 

San  Francisco 

KPIX  (TV) 

KCOP  (TV) 

KRON-TV 

KHJ-TV 

KTVUCTV) 

KNXT  (TV) 

Schenectady  -  Albany  -  Troy 

WRGB  (TV) 

KRCA  (TV) 

Seattle  -  f  acoma 

KING-TV 

KTLAfrV) 

Springfield,  Mo. 

KYTV-TV 

KTTVtTV) 

St.  Louis 

KCPP-TV 

Louisville 

WHAS-TV 

Syracuse 

WSYR-TV 

Lubbock,  Texas 

KOUB-TV 

Elmira  (semi-satellite) 

WSYE-TV 

Minneapolis  -  St.  Paul 

WCCO-TV 

Tampa  -  St.  Petersburg 

WFLA-TV 

KMSP  (TV) 

Tulsa 

KOTV  (TV) 

New  Haven  -  Hartford 

WNHC-TV 

Washington,  D.C. 

wttg-tv 

WTIC-TV 

Wichita  Falls,  Texas 

KSYO-TV 

New  York  •  Newark 

WABC-TV 

Networks 

ABC  •  CBS  •  NBC 

Studios  and  Others 

Elliot,  Unger  and  Elliot,  New  York 

Filmways,  New  York 

Intercontinental  TV,  Inc.,  Camden,  New  Jersey 

Telestudios,  Inc.,  New  York 

Termini  Video  Tape  Services,  Inc.,  New  York 

Videotape  Productions  of  New  York,  Inc. 

Yonkers  Raceway,  New  York  (closed  circuit) 

University  of  Texas,  Austin 

Washington  County.  Maryland  School  System 

Minnesota  Mining  and  Manufacturing.  Hutchinson 

ORRadio,  Opelika,  Alabama 

Research  Laboratories 

U.  S.  Government 

Foreign  Installations: 

AUSTRALIA 
Amalgamated  Television  Network.  Sydney 
CANADA 
Canadian  Bdctg.  Corp. 
ENGLAND 
ABC  Television,  Ltd.,  London 
Assoc.  Rediffusion,  London 
Associated  TV  Ltd.,  London 
British  Bdctg.,  London 
Cintel,  London 
Granada  TV,  Manchester 
Southern  Television  Ltd.,  Southampton 
Tyne  Tees  Television,  Ltd.,  London 
JAPAN 
Chubu  Nippon  Bdctg.,  Ltd.  (CBC).  Nagoya 
Fuji  TV,  Tokyo 
Kansai  TV,  Tottori 
Kyoiku  TV,  Tokyo 
Kyushu  TV,  Fukuoka 
NHK  (Japan  Bdctg.  Corp.).  Tokyo 
NTV  (Nippon  Television  Network  Corp.).  Tokyo 
OTV,  Osaka 
Radio  Tokyo  (TV),  Tokyo 
RHB  Mainichi  Bdctg.  Corp.,  Fukuoka 
Shizuoka  TV,  Shizuoka 
Tokai  TV  (THK),  Nagoya 
MEXICO 
Cadena  Television  del  Norte.  Monterrey 
Television  de  Chihuahua,  Guadalajara 
TVde  Mexico,  Mexico  City 
WEST  GERMANY 
Siemens  &  Halske 
SCOTLAND 
a .- :-  Scottish  Television.  Ltd.,  Glasgow 
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Today,  in  141  television 
markets,  the  M-G-M  lion 
has  become  a  familiar  trade- 
mark to  millions  of  viewers  seeking 
the  finest  in  feature  film  entertainment. 
Within  the  top  100  markets,  nine  out  of 
ten  are  now  programming  M-G-M  features. 

But  this  message  is  addressed  to  the  minority — to  TV  stations  in  those 

few  markets  that  have  not  yet  experienced  the  pride  of  bringing  their 
viewers  the  finest  motion  pictures  ever  made,  and  have  never  known  the  thrill 

of  winning  'blockbuster'  ratings  in  late  evening  hours.  If  you  are  a  member  of 
this  rapidly  dwindling  group  that  has  not  yet  discovered  what  M-G-M  features  can 
mean  to  your  station  in  terms  of  bigger  audiences  and  vastly  increased 
national  spot  revenue,  then  may  we  suggest  that  you  contact  us  at  the 
NAB  Convention  for  complete  details.  Remember  M-G-M  offers  you  more 
"A"  productions  and  more  big  stars  than  any  other  major  studio 
library.  And  flexibility  is  the  keynote  of  the  MGM-TV  sales 
plan — there's  a  leasing  arrangement  to  suit  your  feature 
film  needs,  no  matter  how  large  or  small. 


J 


Drop  in  and  visit  us  at  the  NAB  Convention  in  Chicago 
Suite  2404-05-06,  Conrad  Hilton  Hotel,  March  15th-18th 


A  Service  of 
Loew's  Incorporated 

1540  Broadway,  New  York  36,  N.Y. 


New  role  for  tv  film  syndicators 


^    Syndication  companies'  hospitality  suites  this  year 
will  replace  the  showmanship  of  past  NAB  exhihitions 

^    Tv  film  representatives  will  highlight  re-runs  avail- 
able to  stations;  give  minor  stress  to  the  new  programs 


■Mill! 

WHO'S    WHERE 
AT    THE    CONVENTION 


1  he  colorful  displays  of  showman- 
ship that  once  marked  participation 
of  the  tv  film  syndicators  in  the  NAB 
convention  will  he  missing  this  year. 
A  new  ruling  limits  the  tv  film  men 
to  hospitality  suites  starting  with  the 
1959  convention. 

The  majority  of  the  film  companies 
have  reserved  suites  in  the  Conrad 
Hilton,  but  a  few  will  be  located  in 
the  neighboring  Sheraton-Blackstone 
hotel  and  one  will  be  at  the  Palmer 
House.  ( For  a  directory  of  who's 
where,  see  the  adjacent  chart.) 

There  will  be  relatively  little  new 
syndication    product     introduced     at 


this  year's  convention.  The  main  in- 
terest of  a  number  of  the  syndicators 
will  be  re-runs  and  off-network  shows, 
with  station  salesman  handling  this 
type  of  programing  expected  to  form 
a  large  segment  of  tv  film  representa- 
tion at  the  convention. 

This  year's  convention  is  regarded 
as  something  of  an  experiment  for 
both  the  syndicators  and  the  NAB, 
and  not  until  the  end  of  the  conven- 
tion will  the  success  of  this  test  be 
known.  Undoubtedly,  the  results  will 
serve  as  a  basis  for  the  nature  of 
syndication  participation  in  1960. 
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CBS  Films 

545  Madison  Ave. 
New  York  Citv 


CONRAD  HILTON 

Suite  2319 


REPRESENTATIVES  AT  THE  CONVENTION:  Sam  Cook  Dlgges, 
adm.  v.p.;  John  F.  Howell,  v. p.,  gen.  sales  mgr.;  Fred  J.  Mahlstedt, 
managing  dir.  of  operations  (domestic  and  int'l.);  Walter  A.  Scan- 
Ion,  merch.  manager;  Ralph  M.  Baruch,  acct.  supvr.;  Barr  Sheets, 
Detroit  manager;  George  Diederich,  St.  Louis  manager,  among  others. 


New  programs  being  introduced  include  Silent  Saber  (see  picture), 
based  on  the  true  adventures  of  Benjamin  Tallmadge,  chief  espio- 
nage agent  for  George  Washington  during  the  American  Revolu- 
tion. Another  new  series  is  The  Diplomat  starring  Clare  Booth  Luce 


California  National  Productions  (NBC) 

663  Fifth  Ave.  SHERATON  BLACKSTONE 

New  York  Qtj 

REPRESENTATIVES  AT  THE  CONVENTION:  Earl  Rettig,  presi- 
dent; Jake  Keever,  vice-president,  general  manager;  Jacques  Lieben- 
guth,  manager,  Victory  Program  Sales;  sales  representatives  of  Victory 
Program  Sales — Frank  Browne,  Howard  Girouard,  Howard  Lloyd, 
Frank   O'Driscoll    and    Robert   Schultz. 


CNP's  attention  at  the  convention  is  expected  to  l>c  taken  up  with 
the  off-network  and  re-run  properties  handled  bj  \  ictorj  Program 
Sale-,  including  Cameo  Theater  (see  picture  originally  NB( 
Matinee    Theater).    Hiram    Holliday,    Panic,    Medic    and    others 
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DENVER  POST 


NEW  YORK 

ournaf%r  American 


The  Houston  Press 


%\\t  fan  itop  Union 


The  Columbus  Citizen 


STORIE 
THAT 


SHOC 
A  NATION! 


TAKEN  FROM  THE 
FRONT  PAGES  OF  THE 
NATION'S  LEADING 
NEWSPAPERS 


CHICAGO  DAILY  NEWS 


'" 


!med  in  New  York 


CREATED  AND  PRODUCED  by 
Pyramid  Productions,  Inc.— 
producers  of  such  successful 
programs  as:  "Treasury  Men  In 
Action",  "Decoy",  "Big  Story" 
and  "Man  Behind  The  Badge" 


A  PYRAMID -FLAMINGO 

Presentation 
221  West  57th  Street,  N.Y. 


39  HALF  HOURS 


starring  PAUL  STEWART 

AS  HOST,  NARRATOR  AND  STAR 


Independent  Television  Corporation  (ITC) 


MCA-TV,  Ltd. 


488  Madison  Ave. 
New    York  Citv 


CONRAD  HILTON 

Suite  2506  A 


598  Madison  Ave. 
New  York  City 


CONRAD  HILTON 

Suite  2400 


REPRESENTATIVES  AT  THE  CONVENTION:  Hardie  Frieberg, 
general  manager,  syndication  sales;  Al  Unger,  adm.  manager,  Arrow 
Productions;  Stan  Levey,  sales  manager,  Arrow  Productions,  and 
Lee  Cannon,   midwestern   syndication   manager. 


REPRESENTATIVES  AT  THE  CONVENTION:  David  V.  Sutton, 
v.p.,  syndication  division;  Lou  Friedland,  v.p.,  station  sales;  DeArv 
Barton,     v.p.,;     Robert     Greenberg,     v.p.     and     Wynn     Nathan,     v.p. 


ITC  will  focus  on  Cannonball,  a  recent  syndication  release,  which 
is  an  adventure  series  on  the  trucking  industry,  while  Arrow 
Productions'  division  will  specialize  in  re-run  program  packages     = 


Among  the  programs  MCA  will  present  at  the  convention  will  be 
the  recently  introduced  Secret  Agent  7,  an  adventure  series  based 
on    Treasury    Department    files     from     the     federal     government 
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MCM-TV 

1540    Broadway 
New  York  City 


CONRAD  HILTON 

Suite  2406 


NTA  Film  Network 

10    Columbus    Circle 
New  York  City 


SHERATON  BLACKSTONE 

Suite   1104 


REPRESENTATIVES  AT  THE  CONVENTION:  Richard  Harper, 
gen.  sales  mgr.;  Maurice  Gresham,  Western  sales  mgr.,  and  Paul 
Mowrey,    Eastern   sales. 


REPRESENTATIVES  AT  THE  CONVENTION:  Ely  A.  Landau, 
president;  Oliver  A.  Unger,  executive  vice-president;  Charles  Barry, 
president,  NTA  Film  network;  Anthony  Azzato,  director,  station 
relation;     Charles     King     and     Lynn    Christenson,     station     operations. 


MGM-TV  will  be  calling  station  attention  to  its  pre-1949  library 
of  feature  films,  Our  Gang  comedies  (see  picture),  John  Nesbitt's 
Passing    Parade    and    Crime    Does    Not    Pay    catalog    features 


NTA  will  center  its  efforts  at  the  convention  on  its  film  network; 
there  will  be  no  specific  representation  in  Chicago  for  its  syndica- 
tion program  sales  division.  (Picture:  from  Shirley  Temple  series.) 
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Official  Films 


Screen  Cems 


25  West  45th  St. 
New    York  City 


PALMER  HOUSE 


711   Fifth    kve. 
\<-«   York  City 


CONRAD  llll TON 
Suite  2500 


REPRESENTATIVES  AT  THE  CONVENTION:  Stan  Smith,  vice 
president  in  charge  of  sales,  and  sales  representatives  Barney  Mackall, 
Barry  Winton,  Art  Breecher,  Alex  Sherwood,  Dan  Fuller  and  Mary  Cox. 


REPRESENTATIVES  AT  THE  CONVENTION:  Jerry  Hyams,  v.p., 
syndication;  Bob  Seidelman,  synd.  sales  dir.;  Ben  Coleman,  Eastern 
Mgr.;  Don  Bryan,  So.  mgr.;  Stan  Dudelson,  Central  mgr.,  among  others. 


Three  new  programs  will  be  unveiled  at  the  convention,  including 
Police  Station  and  two  other  series  to  be  announced  in  Chicago. 
(Picture:  Adventures  in  Shenvood  Forest,  with  Richard  Creene.) 


Screen  Gems  will  introduce  Stakeout,  a  new  series  Starring  Walter 
Matthau  and  produced  with  help  of  t li t-  Florida  Sheriffs  bureau 
— with  other   product    featured   to    include   Three  Stooges   cartoon* 


i inn i iiiiiiiii i iiiiiiiuiiiii in;, iiiiiiiiiiiiiiiiiiiiiiiiiiiAi i ill minium -mini nun iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiiini tin minim m 


United  Artists  Associated 
(formerly  AAP) 

345  Madison  Ave. 
New  York  Citv 


CONRAD  HILTON 

Suite  1906 


Ziv   Television    Programs — Economee 


488  Madison  Ave. 
New  York  Citv 


CONRAD  HILTON 

Suites  2306  A  and 
2311  A 


REPRESENTATIVES  AT  THE  CONVENTION:    W.   Robert   Rich, 
gen.    sales    mgr.,    and    Donald    Klauber,    station    and    nat'l    sales    mgr. 


REPRESENTATIVES  AT  THE  CONVENTION:    M.  J.  Rrflrin,  v.p.. 

sales;  Len  Firestone,  syndication  sales  mgr.;  Robert  W.  Friedheim, 
v.p.,  gen.  mgr.,  New  York;  Jerry  Kirby,  sales  mgr.,  and  men  from 
Ziv's  Economee  division:  Pierre  Weis,  gen.  mgr.;  Dick  Lawrence,  gen. 
sales  mgr.,  and   Ke  i  Joseph,   spot  sales  mgr. 


m 


UAA  will  feature  at  the  convention  the  recently  released  packages 
of  feature  films  produced  through  United  Artists.  (Picture: 
African  Queen,  with  Humphrej   Bogart  and  Katharine  Hepburn.) 


Highlighted  will  be  following:  eligible  for  renewal,  including 
Bold  Venture,  Sea  Hunt  (see  picture),  Highway  Patrol  and 
Mackenzie's  Raiders,  plus  the  entire  roster  of  Economic  -how- 
for  preview  by  convention-goers 
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Happy  Birthday  Jepco 

Thanks  for  your  wonderful 
help  in  telling  the  WHAY  story. 

POWER — 

5000  Watts  on  910  kc 

COVERAGE— 

Effectively  covering  more  of  Con- 
necticut than  any  other  independ- 
ent station. 

MERCHANDISING — 
Strong  p.o.p.  and  display  merchan- 
dising  plus   broker   contracts   and 
retailer  aids. 

Represented  by  John   E.    Pearson   Co. 

Aldo  De  Dominicis— General  Manager 
Charles  Bell,  Jr. — Sales  Manager 


HARTFORD    —    NEW    BRITAIN     —    BRISTOL 


Happy  Birthday  Jepco 

KPAC  joins  with  the  leaders 
in  the  broadcasting  held  in 
saluting  you  on  your  20th  an- 
niversary. 

KPAC  has  been  serving  the 
rich  industrial  Gold  Coast  of 
Texas  for  25  years  so  we  know 
what  it  takes  to  stay  on  top. 

Sincere  best  wishes  from  .... 

KPAC — key  station  in  the 
fabulous  "Texas  Colden 
Triangle"  of  Port  Arthur- 
Beaumont-Orange. 

George  Crouchet — Manager 


5,000-D 
1,000-N 


E3QQ0 


1250  Kc 


BROADCAST  ISSUES 

I  Cont'd  from  page  64) 

agencies  clamor  for  the  one  rate — 
which  they  say  gives  an  even  break 
to  the  national  advertiser.  But.  at 
the  same  time,  they  say  the  two-rate 
could  be  lived  with  if  stations  (1) 
defined  it  so  buyers  knew  exactly 
what  type  of  client  got  which  rate  and 
then  (2)  stuck  firmly  to  the  quoted 
rate  rather  than  making  special  price 
concessions  or  vacillating  on  the 
original  quotation. 

•  Decisions  are  arbitrary.  Buy- 
ers think  stations  should  work  in 
unison  in  setting  certain  industry 
standards  which  apply  to  all.  And 
they  make  special  reference — again — 
to  costs.  They  charge  too  many  fa- 
cilities "pull  a  figure  out  of  the  air — 
the  highest  one  they  think  they  can 
get  away  with.'"  This  militates 
against  the  smaller  advertiser  and 
pushes  him  into  other  media,  agency 
people  allege.  One  other  major  com- 
plaint: that  stations  vary  their  prime 
times  from  market  to  market  and 
there's  no  justification  for  it. 

•  Develop  new  ideas  and  peo- 
ple. The  buyer  thinks  one  point  of 
distinction  among  stations  is  the  wil- 
lingness to  bring  up  new  people  and 
develop  bright  and  original  ideas. 
They  ask  for  more  creative  thinking, 
better  planning  and  more  profession- 
al personnel.  This,  they  say,  will 
make  more  money  for  everyone. 

•  Triple-spotting  is  still  with 
us.  Gripes  against  this  slotting  of 
commercials  in  a  between-shows  lump 
continue  at  high  pitch.  Agencies 
and  clients  claim  stations  with  the 
advertiser's  real  interest  at  stake 
wouldn't  diminish  the  worth  of  the 
advertising  with  this  technique. 
Ergo:  they  aren't  giving  the  kind  of 
advertiser  service  they  should  be. 

•  Programing  needs  upgrad- 
ing. Sponsors  are  agreed  that  they 
need  better  program  vehicles  to  carry 
their  commercials,  and  more  sponsor 
identification  which  comes  with  pro- 
gram identification.  They  ask  for 
more  leadership  and  less  follower- 
ship,  more  imagination. 

•  Broadcast  is  a  business. 
Many  sponsors  contend  that  broad- 
cast still  hasn't  grown  up  to  being  a 
business  and  to  operating  as  one. 
They  think  stations  need  streamlin- 
ing, improved  cost-accounting  meth- 
ods, and  new  emphasis  on  costs  of 
operation  rather  than  continued  stress 


on  sales  and  the  technical  end. 

•  Quit  fighting  each  other.    A 

lot  of  time  is  wasted,  sponsors  and 
agencies  say,  in  intensive  in-fighting 
with  other  stations  as  well  as  in  skir- 
mishes with  local  newspapers.  Thev 
allege  stations  look  at  what  other  sta- 
tions are  doing  and  do  the  same 
thing;  ditto  for  newspapers.  These 
battles  are  diversions  from  the  main 
point  of  (1)  selling  time  and  (2)  sell- 
ing merchandise,  services,  they  say. 

Their  final  reminder:  advertising  is 
placed  to  achieve  a  single  purpose — 
to  make  money  for  a  sponsor  through 
local-level  sales.  The  sales  clincher 
follows  close  attention,  cooperation 
with  the  sponsor,  his  agency  and  the 
sales  representatives.  A  major  topic 
for  intra-NAB  discussion  should 
therefore  be  how  better  to  service  the 
sponsor  and  help  him  sell.  ^ 


OFF  THE  RECORD 

(Cont'd  from  page  65) 

air  feature,  leaders  in  the  industry 
are  striving  to  improve  the  perform- 
ance of  their  news  men  and  the  con- 
tent of  the  editorial  material. 

•  Automation.  Business  has  held 
steady  for  most  stations  and  the  so- 
termed  recession  has  been  felt  in  scat- 
tered areas.  Billings  are  on  the  rise 
but  as  costs  soar,  too,  management  is 
interested  increasingly  in  the  possi- 
bility of  automation  and  machines 
replacing  or  supplementing  personnel. 

•  Videotape.  One  of  the  newest 
mechanisms  of  which  station  people 
are  trying  to  maximize  the  value  is 
the  tv  tape  recorder.  Hassles  as  to 
jurisdiction  continue:  station  people 
try  to  see  into  tape's  future. 

•  Network  relations.  There'll  be 
a  lot  of  convention  talk  about  the  dis- 
affiliation of  stations,  particularly  in 
the  radio  medium,  and  the  conver- 
sion of  many  to  independent  status. 
This  lack  of  program  source  turns 
attention  to  upgraded  local  program- 
ing, more  audience  studies  for  local 
listening  preferences,  different  pro- 
motion and  sales  tactics. 

•  Competitive  selling.  Most  sta- 
tions' biggest  bogey  is  still  the  local 
newspapers,  but  management  is  also 
aware  of  the  problem  of  broadcast 
money  being  diverted  into  other  me- 
dia channels.  One  big  reason:  the 
complexity  of  paper  work  and  the 
confusing  rate  cards  which  tend  to 
siphon  client  money  into  simpler,  less 
complicated  buying.  ^ 


86   •   26   CONVENTION  SPECIAL 


SPONSOR 


14  MARCH  1959 


1809-1959 


distinguished  sculptor 

AVARD    FAIRBANKS 

and  commissioned  by  BMI 

WRITTEN  by  70  distinguished  Lincoln  and  Civil  War  scholars  of  our 
time— among  them  Carl  Sandburg,  Bruce  Catton,  Sterling  North.  Earl 
Schenck  Miers,  Henry  S.  Commager,  Roy  F.  Nichols,  Allan  Nevins,  Adlai 
Stevenson,  Gov.  William  G.  Stratton,  Sen.  John  Sherman  Cooper,  Sen.  Paul 
H.  Douglas,  U.  S.  Grant  III,  Norman  Corwin,  Dore  Schary  and  other  eminent 
historians— this  new  segment  continues  BMI's  series,  "The  American  Story," 
now  in  its  fifth  year. 

Also  contributing  are:  Paul  M.  Angle,  William  E.  Baringer,  Roy  P.  Basler, 
Howard  K.  Beale,  Richard  N.  Current,  Irving  Dilliard,  Clifford  Dowdey, 
Father  Joseph  Durkin,  Otto  Eisenschiml,  Avard  Fairbanks,  Shelby  Foote, 
John  Hope  Franklin,  Dr.  Richard  P.  Graebel,  Wood  Gray.  Sherrill  Halbert, 
Richard  B.  Harwell,  Carl  Haverlin,  Willard  King,  Lloyd  Lewis,  Mort  Lewis, 
E.  B.  Long,  R.  Gerald  McMurtry. 

Also  David  C.  Mearns,  Roy  Meredith,  Justin  Miller,  Herbert  Mitgang, 
Jay  Monaghan,  Ralph  G.  Newman,  Roy  F.  Nichols,  David  P.  Potter.  C. 
Percy  Powell,  Mrs.  Marion  D.  Pratt,  James  G.  Randall,  Ruth  Painter  Ran- 
dall, Donald  Riddle,  Congressman  Fred  Schwengel,  Louis  Starr.  W.  R. 
Swanberg,  Wayne  Temple,  Benjamin  P.  Thomas,  Walter  Trohan,  Randel 
Truitt,  Philip  Van  Doren  Stern,  Clyde  C.  Walton.  T.  H.  Williams,  Albert 
Woldman. 

These  public  service  programs  are  available  to  radio  and  television  sta- 
tions and  to  public  libraries  and  local  boards  of  education  for  broadcast 
purposes. 


Initial  scripts  have  already 
been  mailed  to  broadcasters. 
The  complete  series  will  be 
available  only  upon  request. 


BROADCAST 


USIC,    INC. 


589   Fifth  Avenue,    New  York    17,   N.  Y. 
New   York    •    Chicago    •    Hollywood    •    Toronto    •    Montreal 
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NAB 

Convention 

Agenda 


^  Week's  engineering  and  management 
meets  will  be  balanced  among  technical,  video 
and   radio   innovations,   new   industry   ideas 

(This  listing  may  be  incomplete  because  of  last-minute 
additions  and  changes  which  were  made  after  presstime.) 

Saturday,    14    March 

9  a.m.  to  5  p.m.,  registration,  lower  lobby 

Sunday,    15    March 

7  a.m.  to  7  p.m.,  registration,  lower  lobby 
12  noon  to  7  p.m.,  exhibits,  Exhibition  Hall 

Monday,    16    March 

7  a.m.  to  7  p.m.,  registration,  lower  lobby 

8:45  a.m.,  engineering  conference,  Waldorf  Room 


9  a.m.  to  9  p.m.,  exhibits,  Exhibition   Hall 

9  to   10:45    a.m.,    FM:    Further    Momentum,    Williford 

Room 
9  to  10:45  a.m.,    labor   clinic    (closed    session),    Upper 

Tower 
11   a.m.   to  noon,  general  assembly,  Grand  Ballroom 

Robert  W.  Sarnoff,  pres.,  NBC,  keynote  address 
12:30  to  2  p.m.,  luncheon  and  general  assembly,  Grand 
Ballroom 

Harold  E.  Fellows,  pres.,  NAB,  address 
2:30  p.m.,  engineering  conference,  Waldorf  Room 
2:30  to  5  p.m.,  radio  assembly,  Grand  Ballroom 

Radio  programing 

Projecting  the  station  image 

Standards  of  good  practice 

Music  licensing 
2:30  to  5  p.m.,  television  assembly,  Williford  Room 

The  Tv  Code 

The  new  congress — and  television 

Your  channel  and  you — tv  allocations 

Tuesday,    17   March 

8:45  a.m.,  engineering  conference,  Waldorf  Room 
9  a.m.  to  5  p.m.,  registration,  lower  lobby 

9  a.m.  to  7  p.m.,  exhibits,  Exhibition  Hall 

10  a.m.  to  noon,  radio  assembly,  Grand  Ballroom 

Radio  audience  research 


jlllllllllllllllllllllllllllllllllllll 

NABS  ORGANIZATIONAL  STRUCTURE 


Engineering 

A.  Prose  Walker,  mgr. 

3  people 


Org.   Serv. 

Frederick   H.  Carrigus 

Elizabeth  Board 


Radio   (am-fm) 
John  F.  Meagher,  v.p 
4  people 


Tv  Code  Affairs 
Edward  H.  Bronson,  dir. 
5  people 


Legal 

Consultants  Douglas  Anello, 

Judge  Justin  Miller         chf.  coun. 
Robert  K.  Richards  5  people 


Pres.  Office 

Howard  H.  Bell, 

asst.  to   pres., 

jnt.  aff. 

5  people 


Pres.,   Board  Chm. 

Harold  E.   Fellows, 

pres.   &  chmn.   bd. 

5  people 


Pub.   Rel. 

Donald   N.   Martin, 

asst.  to  pres., 

pub.  rel. 

9  people 


Research 

Richard  M.  Allerton, 

mgr. 

5   people 


Bcdst  Pers.   Econ. 

Charles  H.  Tower, 

mgr. 

6  people 


Covt.  Rel. 

Vincent  Wasilewski, 

mgr. 

3   people 


Sta.  Rel. 
William  Carlisle, 
5  people 


Tv 

Thad  H.  Brown, 

4  people 


mgr. 


Production 

LaRue  M.   Courson, 

mgr. 

6  people 


Sec.-Treas. 

Everett  E.  Revercomb, 

sec.-treas. 

8  people 


iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim 
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10  a.m.  to  noon,  tv  management  and  ownership  confer- 

ence and  Tv  Board  election's,  Williford  Room 

11  a.m.,  RAB  presentation,  Grand  Ballroom 

12:30  to  2  p.m.,   luncheon  and  general  assembly,  (irand 
Ballroom 

Speaker:   Hon.  John  C.   Doerfer.  chm.,  FCC. 
2  p.m.,  open  period,  hospitality  rooms  and  exhibits 

Wednesday,    18    March 

9  a.m.  to  5  p.m.,  registration,  lower  lobby 
9  a.m.  to  6  p.m.,  exhibits,  Exhibition  Hall 
9:30  to   10:30  a.m.,  coffee  hour,  Grand  Ballroom 
10:30  a.m.  to  noon,  general  assembly  (management  and 
engineering  I ,  Grand  Ballroom 

Federal  Communications  Commission  panel 
12:30  to  2  p.m.,  luncheon  and  general  assembly,  Grand 
Ballroom 

Presentation  of  NAB  Engineering  Award;   ad- 
dress by  Lt.  Gen.  Arthur  G.  Trudeau:   annual 
NAB  business  session. 
2:30  p.m.,  engineering  conference,  Grand  Ballroom 
2:30  to  5  p.m.,  radio  assembly.  Grand  Ballroom 
Five-year  forecast 
Editorializing  on  radio 
Legislative  report 
Trends  in  automation 


2:'M)  to  5  )>.m..  television  assembly,  Williford  Room 
Television  film  and  videotape 
The  future  of  tv  sales  and  l\   <<>-l- 
4:15  pm.,  TvB  Presentation.  Eighth  St.  Theatre 
7:30  p.m..  annual  convention  banquet,  Grand   Ballroom 

OTHER   CONVENTION 
EVENTS 

Sunday,    15    March 

9  to  5  p.m..  Fm  Development  Assn..  Room    \<) 
9:30  a.m.  to  12:30  p.m..   Wn.  of  Maximum  Service  Tele- 
casters  membership  meeting,  Bel    \ir  Room 
12:30  to  3  p.m.,  Assn.  of  Maximum  Si\i<r    IVIecasters 
luncheon,  Room  9 

2  p.m.,  ABC  TV  affiliates  meeting,  Blackstone  Hotel 

3  p.m.,   Daytime  Broadcasters  Assn.  meeting.   Room   12 

4  p.m.,  MBS  affiliates  meeting,  Waldorf  Room 

5  p.m.,   ABC  reception,  Williford   Room 
5:30  p.m.,  MBS  reception,  Waldorf  Room 

Monday,    16   March 

8  a.m.,  Quality  Radio  Group  breakfast,  Room  9 

9:30  a.m.,  NAB  Television  Code  Review  Board.  Room  10 

Tuesday,    17    March 

7:30  p.m.,   Broadcast  Pioneers  banquet.  Williford  Room 


iiiiii;iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii!iiiiiiiiiiii!IIM  M 


HOW   THE   NAB    HAS   GROWN    IN   9   YEARS 

The  National  Assn.  of  Broadcasters  has  shown  an  80%  growth  in  the  fxist  eight  years  for  membership 
in  all  divisions,  gains  as  high  as  600%  in  specific  classifications.  These  figures  trace  membership  growth 
from  1951  to  1959  {effective  31  March,  each  year).     Final   1959  figures   represent  totals   17   February. 


Am 
stations 

Fm 
stations 

Radio 
network 

Tv 
stations 

Tv 
network 

Tv 
code 

Tv  code 
network 

Associate 

Total 

1951 

969 

375 

2 

43 

0 

0 

0 

69 

1.458 

1952 

985 

374 

2 

91 

4 

89 

4 

72 

1.621 

1953 

1,089 

378 

2 

141 

4 

110 

4 

88 

1.816 

1954 

1,098 

332 

2 

243 

4 

187 

4 

107 

1 .977 

1955 

1,207 

325 

3 

264 

4 

245 

4 

118 

2,170 

1956 

1,281 

323 

4 

285 

3 

268 

3 

127 

2.294 

1957 

1,392 

334 

4 

327 

3 

303 

3 

129 

2.495 

1958 

1,433 

337 

4 

326 

3 

305 

3 

124 

2.535 

1959 

1,489 

398 

4 

328 

3 

305 

3 

106 

2.636 

Percent 

gain 

53 

6 

100 

662 

— 

242 

— 

53 

80 
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HAPPY 

BIRTHDAY 

JEPCO 

\\  ere  glad  that  you're  part  of  the 
sales  team  for  .... 

WOHO — Toledo's  Finest  Radio 

We've  given  Toledo  #1  station 
personalities,  delivering  the  best 
in  music,  news,  sports  and  special 
events  coverage.  Our  record  is 
proof  enough  that  a  good  station 
and  a  top  rep  can  "go  places." 

All  our  best  wishes  from  .... 

WOHO — Toledo's  only  full  time 
music,   news   and   sports    station. 


HAPPY 

BIRTHDAY 

JEPCO 


Evansville's  first 
choice  in  a  34 
county  area 


NBC  affiliate 

for  northeast  Ohio 

KBIX-abc 

The  NEWS  voice 
of  Muskogee,  Okla. 

Represented   by 
John  E.   Pearson   Co. 


HEAVY   EQUIPMENT 

{Cont'd  from  page  78  I 

TELECHROME  MFC.  CORP. 

EXHIBITION  HALL— SPACE  30A 

28   Ranick   Dr. 

Amityville,  Long  Island,  N.  Y. 

AMityville  4-4446 

Representatives  at  convention 

H.  Charles  Riker 
J.  R.  Popkin-Clurman 
S.  S.  Krinsky 
Dave  Chapman 
Don  J.  Dudley 
A.  J.  Reynolds 

Products 

Telechrome  will  demonstrate  a 
number  of  its  latest  equipments  with 
extended  applications  in  the  fields  of 
color  tv,  video  transmission  facilities 
testing,  and  telemetering. 

Featuring:  Model  490-A  special  ef- 
fects generator;  model  1008A,  verti- 
cal internal  test  signal  keyer;  model 
1009A.  automatic  video  level  con- 
trol plus  other  items. 

TelePrompTer  CORP. 

EXHIBITION   HALL— SPACE  20 

3  I  I  West  43  St. 

New  York  36,   N.  Y. 

Representatii^es  at  convention 

Irving  B.  Kahn 
Hubert  J.  Schlafly 
James  Blair 
Ted  Atwood 
Alfred  N.  Greenberg 
William  Sargent 
Joseph  Munister 
Larry  Lantry 
Ted  Boisumeau 
Joe  Kovalchik 
Brad  Macey 

Products 

Manufacturers  and  suppliers  of 
equipment  and  services  for  television 
stations  and  networks,  motion  picture 
studios,  public  speakers,  conventions 
and  group  communications.  Large 
screen  closed-circuit  television  for 
new  products  and  services. 

TELESCRIPT-CSP,    INC. 

EXHIBITION   HALL— SPACE   11 

I  55  West  72  St. 

New  York  23,  N.  Y. 


Representatives  at  convention 

Robert  P.  Swanson 
Curtis  Howard 
Peter  Jackson 
Trygve  W.  Lund 

Products 

Tv    studio    prompting    equipment, 
rear  screen  projectors. 

TOWER  CONSTRUCTION 

EXHIBITION  HALL—  SPACE  12 

2700     Hawkeye     Dr. 

Sioux    City,     la. 

Representatives  at  convention 

M.  M.  Lasensky 
C.  A.  Wright 
G.  S.  Chesen 
A.  C.  Tilton 


Products 

Towers — am,    fm    and   tv 
wave  erection  service. 


micro- 


UTILITY  TOWER  CO. 

EXHIBITION  HALL— SPACE  5 
3140  N.W.  38 
Oklahoma  City,  Okla. 
Representatives  at  convention 

C.  E.  Nelson 
Jerry  Nelson 
V.  G.  (  Bud  I   Duvall 
Nathan  Sholar 

Products 

Radio  tower  manufacturing  and 
erection. 

VISUAL  ELECTRONICS  CORP. 

EXHIBITION   HALL— SPACE  30 

356  West  40  St. 

New  York   18,  N.  Y. 

Representatives  at  convention 

James  Tharpe 
John  Morrisey 
Felix  Bonvouloir 
Cecil  Grace 

Products 

Tv  program  automation  systems, 
visual  electronics,  continental  am 
transmitters  and  remote  control  sys- 
tems; General  Electronics  Labora- 
tories fm  multiplex  exciters  and  fm 
transmitters;  Kahn  Research  Labora- 
tories new  Symmetrapeak  unit,  and 
other  displays.  ^ 
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This  star  means  business*** 


means  it  for  you  and  your 
sponsors  in  these  three  ways: 


SESAC  RECORDINGS  .  .  . 

The  complete  transcribed  service  with 
recorded   music   for  every   need.    Highly 
adaptable    program    and    production    aids. 

"repertory  recordings"  .  .  . 

SESAC's  free  EP  service  to  the  entire 
industry  that  has  been  acclaimed  by 
over  25,000  key  men  in  broadcasting. 

Special  Series  Programs  .  .  . 

The  smartly-built,  salable  packages 
of   scripts   and   discs   centered    around 
important  national  holidays,  religious 
celebrations,  sports  events  and  other 
selling  entertainment  ideas. 

For  highlights  of  all  three 
Visit  SESAC  at  the  NAB 
Suite  1205A-1206A 
Conrad  Hilton  Hotel,  Chicago 


SESAC  INC. 


THE  COLISEUM  TOWER 

10  COLUMBUS  CIRCLE,  NEW  YORK  19. 


Brand  new  and  ready  for  delivery 

Collins  new  AUTOMATIC  TAPE  CONTROL 


All  tied  up  in  broadcast  tape?  Break  that  fumbling  Collins  Automatic  Tape  Control  features  completely 

tape  routine  with  the  new  Collins  Automatic  Tape  automatic  cueing,  rewind  and  stopping;  instantane- 

Control.  The  touch  of  your  finger  makes  you  a  pro-  °tU0Sri£°"W0W  startinS;  simplified  handling  and 
duction  genius.  That's  all  it  takes  for  automatic, 

continuous  programming.  And  you  get  the  best  high  End  your  tape  frustration.  Get  immediate  delivery 

„  ,  ,..  j     .•  tj       li.     xT.  on  the  new  Collins  Automatic  Tape  Control.  Collins 

fidelity  reproduction  -  equaled  only  by  the  finest  wU1  be  at  the  NAB  Convention  to  demonstrate  and 

tape  equipment.  take  your  order. 


COLLINS 


COLLINS      RADIO      COMPANY 


CEDAR      RAPIDS 


DALLAS 


BURBANK 


Jftte 


It'll  be 
the  hottest 
item  at 
the  NAB 
Convention 
in  Chicago 


Illustration  above  left  is  cartridge  only. 
Playback  and  record  units  are  available 
for  rack  or  console  mounting. 
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FROSTY  MORN 

(Cont'd  from  page  39) 

phere  for  us.  Far  from  petting  lost 
amid  tractor  and  grain  commercials, 
we  would  be  listened  to  with  the  same 
interest  and  attention.  When  a  farm 
expert  like  MacDonald  pitches  the 
product,  the  commercial  has  the  same 
effect  as  a  recommendation  concern- 
ing what  tractor  to  buy  or  what  seeds 
to  use." 

Sales  manager  Noel  Glover  reports 
that  retailers  noted  increased  demand 
among  farmers  for  Frosty  Morn — not 
just  the  products  advertised — but  for 
others,  as  well.  Glover  says  a  very 
important  part  of  his  operation  was 
to  keep  retailers  supplied  in  all  mar- 
kets near  farm  communities.  Ade- 
quate distribution  was  an  essential 
part  of  this  widening  of  an  already 
existing  market. 

An  interesting  two-way  street  de- 
veloped as  a  result  of  the  quality 
pitch.  It  stressed  "choicest  cuts," 
"highest  prices."  of  course,  but  also 
made  mention  of  the  two-engine  plane 
Frosty  Morn  maintained  for  scouting 
livestock. 

"This  stimulated  calls  from  farm- 
ers with  high-grade  livestock  to  sell," 
says  Glover.  The  "highest  prices" 
pitch  had  a  two-way  benefit,  helping 
the  company  in  the  search  for  grade- 
A  livestock  and  closing  the  circle  of 
contact  with  many  farmers.  ^ 


label  firm  squarely  in  the  brand  class, 
and  it  can  proceed  with  a  market-by- 
market  expansion  geared  to  what  it 
has  learned — in  a  hurry — in  Wheel- 
ing. \\  est  Virginia.  ^ 


COFFEE 

I  Cont'd  from  page  45) 

Wednesday  18  February,  on  radio  a 
day  later.  It  runs  through  17  April 
and  involves  primarily  heavier  doses 
of  tv  and  radio : 

WRTF-TV.  18  spots  weekly  (18 
February-17  April). 

WHLL  and  WKWK  will  total  360 
spots  during  the  same  period. 

WWVA  will  total  108  spots. 

This  week,  with  distribution  at 
45%  of  Wheeling  retail  outlets,  a 
couponing  phase  is  beginning.  There 
are  mailings  with  Rathbone's  picture 
on  the  envelope  and  coupon;  mean- 
time tv  slides  feature  Rathbone's  pic- 
ture, a  can  of  coffee,  and  15<t  off. 

Hafner  says  it  has  lined  up  dis- 
tribution in  every  independent  mar- 
ket in  the  area  and  three  of  the  five 
chains.  It  is  hopeful  of  obtaining 
the  other  two  chains  by  the  end  of 
the  13- week  effort  (17  April)  which 
will  provide  about  809?   coverage. 

This  will  put  the  venerable  private- 


SPONSOR  ASKS 

{Cont'd  from  page  57  J 

of  all  parties.  Thus,  much  more  of 
the  advertising  dollar  will  appear  in 
the  final  product  than  happens  at 
present  in  many  cases. 

The  teletype  and  its  insidious  am- 
biguity of  meaning  is  very  costly  to 
everyone  concerned.  So  is  the  "hands- 
off"  policy  which  some  packagers 
have  to  the  agencies,  and  the  "dis- 
interested" policy  which  some  agen- 
cies and  advertisers  develop  out  of 
relief  when  a  particular  show  is  do- 
ing well  rating-wise,  or  the  product 
happens  to  be  selling  for  the  moment. 

Programs  are  like  people,  in  the 
sense  that  they  cannot  live  and  pro- 
gress on  the  basis  of  current  mo- 
mentum only.  I  have  seen  programs 
ruined  or  badly  hurt  by  the  lack  of 
morale  created  byr  inept  advertisers' 
representatives,  by  stubbornly  igno- 
rant sponsors  and  by  "deaf-mute" 
producers,  writers  and  stars. 

If  everyone  went  on  the  theory 
that  the  purchase  of  a  television  pro- 
gram was  a  marriage  between  living 
entities,  or  at  least  a  partnership,  a 
great  deal  more  of  the  average  pro- 
gram advertising  dollar  would  "get 
on  the  screen." 

Naturally,  every  show  has  to  have 
top  personnel,  real  pros  with  experi- 
ence, enthusiasm  and  talent,  capa- 
ble of  doing  outstanding  administra- 
tive, creative,  production,  legal,  ac- 
counting and  sales  jobs,  but  unless 
both  the  advertising  agencies  and 
producers  take  the  time  and  trouble 
to  understand  and  talk  over  con- 
tinually and  constructively  the  basics 
of  what  each  partner  hopes  to  achieve 
from  the  mutual  association,  everyone 
has  to  be  lucky  to  prosper,  and  partic- 
ularly to  continue  to  prosper. 

My  company  is  producing  and  co- 
producing  series  and  spectaculars 
with  which  we  consider  to  have  ex- 
tremely rich  potentials  in  today's 
market.  When  we  make  a  sale,  we 
want  the  advertising  agency  and 
sponsor  to  know  as  much  about  our 
creative  ideas,  and  every  other  aspect 
of  our  shows  as  if  the)  were  financing 
the  programs  themselves  —  because 
to  a  large  extent,  they  are.  ^ 


SACRAMENTO'S 

1  Station* 

SELLS   for   YOU   with 

\J  Outstanding    Personalities 

\f  Family  Fun-tests 

yj  Local  News 

V  Top-Rated  Shows 

\/  Merchandising  & 
Promotion 

KXOA 

Placed  1st  in  59%   '/4  Hrs.* 
Leads  "F"  (2nd)  by  48% 
Leads  "C"  (3rd)  by  153% 

The   BEST   Salesman 
Is   Your   BEST   Buy 

DYNAMIC 


KXOA 


•Pulse— Oct.   1958    'Last    Metro) 
Nat'l.    Rep:    McGavrcn   Quinn 


The  station  for  whirl-wind  sales 
action! 

WWRL 

beamed  to  sell  New  York's 

2,455,000 

NEGRO  &  PUERTO  RICAN  MARKET 
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to  sell 
the  most 
Hoosiers 
be  sure 
your  product 
is  cooking 
in  the 
hottest  p 


•  First  all  day  .  .  .  "most 
listened  to"  and  hottest  of  any 
as  indicated  by  recent  audience 
studies!* 

Best  news  coverage  .  .  .  local, 
plus  world-wide  through  exclu- 
sive Washington  News  Bureau. 
Top  personalities  attracting 
large,  loyal  audiences.  Every  rea- 
son to  place  saturation  spot  cam- 
paigns where  you  reach  an  even 
greater  cumulative  audience. 
Check  WFBM  first— where  every 
minute  is  a  selling  minute! 

*C.  E.  Hooper,  Inc. 
(7  a.m.- 6  p.m.)  June  19, 1958 

Represented  by  the  KATZ  Agency 


National  and  regional  buys 
in  work  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

Lever  Bros.  Co.,  New  York,  is  going  into  major  markets  for  its 
Wisk  liquid  detergent.  The  campaign  starts  this  month,  runs  for  39 
weeks.  Minutes  during  daytime  slots  are  being  used;  frequencies 
vary  from  market  to  market.  The  buyer  is  Hal  Davis;  the  agency  is 
Batten,  Barton,  Durstine  &  Osborn,  Inc.,  New  York. 

The  Borden  Co.,  Inc.,  New  York,  is  adding  schedules  in  top  mar- 
kets for  its  Super  Starlac.  The  new  schedules  start  this  month  for  15 
weeks.  Minutes  during  daytime  segments  are  being  placed;  frequen- 
cies depend  upon  the  market.  The  buyers  are  Lynn  Salzberg  and 
Howard  Fisher;  the  agency  is  Dancer-Fitzgerald-Sample,  Inc.,  N.  Y. 

Maiden  Form  Brassiere  Co.,  New  York,  is  kicking  off  a  campaign 
in  top  markets  to  promote  its  Friskee  girdles.  The  schedules,  begin- 
ning this  month,  run  for  four  weeks,  are  off  for  four,  then  return  for 
another  four  weeks.  Filmed  night  minute  announcements,  with  some 
day,  are  being  slotted;  frequencies  vary  from  market  to  market.  The 
buyer  is  Inez  Aimee;  the  agency  is  Norman,  Craig  &  Kummel,  N.  Y. 

The  Procter  &  Gamble  Co.,  Cincinnati,  continues  to  add  schedules 
in  top  markets  to  its  current  campaign  for  Duncan  Hines  cake  mixes. 
The  schedules  start  this  month,  run  for  the  P&G  contract  year.  Min- 
utes and  chainbreaks  during  both  daytime  and  nighttime  segments 
are  being  used;  frequencies  depend  upon  the  market.  The  buyer  is 
Joe  Burbeck;  the  agency  is  Compton  Advertising,  Inc.,  New  York. 


RADIO  BUYS 

Standard  Brands,  Inc.,  New  York,  is  preparing  a  campaign  in 
major  markets  throughout  the  country  for  its  Blue  Bonnet  Margarine. 
The  five-week  schedules  start  1  April.  Minute  announcements  during 
daytime  periods  are  being  purchased;  frequencies  vary  from  market 
to  market.  The  buyer  is  Len  Soglio;  the  agency  is  Ted  Bates  &  Co., 
New  York. 

Time,  Inc.,  New  York,  is  planning  a  campaign  in  top  markets  for 
its  Life  magazine.  The  schedules  start  31  March  for  one  week.  Min- 
utes during  daytime  slots  are  being  lined  up;  frequencies  depend 
upon  the  market.  The  buyer  is  Bill  Dollard;  the  agency  is  Young  & 
Rubicam,  Inc.,  New  York. 

Phillips  Petroleum  Co.,  Bartlesville,  Okla.,  is  purchasing  announce- 
ments in  major  markets  for  the  spring-summer  campaign  for  its 
Phillips  66  gasolines  and  oils.  Minutes  during  both  daytime  and 
nighttime  segments  are  being  placed;  frequencies  vary  from  market 
to  market.  The  buyer  is  Bill  Millar;  the  agency  is  Lambert  &  Feas- 
ley,  Inc.,  New  York. 
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means  more  viewer  attention 
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Consistent  programming — network  and  local — is  one  of  the  major  reasons  why  WRAL-TV  possesses 
the  top  rating  record  in  the  Raleigh-Durham  area. 

Viewers  like  what  they  get,  and  get  what  they  like,  on  this  full  power  Channel  Five  station. 

F'r  instance  .  .  .  Tempus  Fugit,  variety  show  .  .  .  Live  Championship  Wrestling  .  .  .  Miss  Jo 
Ann's  "Romper  Room"  .  .  .  Cap'n  Five  with  Popeye  .  .  .  Sports  by  Reeve  .  .  .  and  other  local-live 
"f'r  instances." 

In  the  most  densely  populated  section  of  its  coverage,  WRAL-TV  has  unduplicatcd  NBC  pro- 
gramming— from  TODAY  to  JACK  PAAR,  plus  choices  from  ABC. 

Lively  programming  with  a  fresh  approach,  appealing  formats  and  catchy  innovations  is  aided 
by  the  best  equipment  a  capable  staff  wants. 

WRAL-TV  is  tops  for  viewing — tops  for  buying.  Are  you  on? 


4-CAMERA  MOBILE  UNIT     •      VIDEOTAPE  RECORDER      •      LARGE  NEW   STUDIOS 


2SSS^S 


Serving  the  area  from 
Greensboro  to  the  coast, 
from  Virginia  to  the 
South   Carolina   line— a   total 
of  more  than  two  million 
population 

FULL  POWER      CHANNEL  5      NBC  AND  LOCAL  COLOR 


WRAL-TV 


Fred  Fletcher,  Vice  Pres.  &  Gen.  Mgr. 
Raleigh,  North  Carolina 


CAROLINA'S  Colorful  CAPITAL  STATION 


REPRESENTED  BY  H-R,  INC. 
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JOURNALISM'S  NEW  FRONTIER 


On  February  20th,  800  high  school  editors  and 
their  faculty  advisers  filed  into  NBC's  historic 
studio  8-H.  The  occasion  was  the  first  annual 

NBC  BROADCAST  NEWS  CONFERENCE,  called  to  in- 
form these  young  editors  and  their  teachers  of 
the  procedures  and  problems,  the  tools  and  tech- 
niques of  electronic  journalism.  The  establish- 
ment of  this  annual  meeting  is  a  contribution 
by  the  National  Broadcasting  Company  and  its 


Flagship  Stations  to  the  youth  of  metropolitan 
New  York,  and  to  the  broadcast  industry.  It  was 
conducted  to  alert  these  future  newsmen  and 
women  to  the  opportunities  awaiting  them  in  the 
broadcast  media— journalism's  new  frontier.  The 
annual  nbc  broadcast  news  conference  is  a 
stimulating  new  addition  to  the  public  services 
performed  throughout  the  year  by  the  Flagship 
v  Stations  of  the  National  Broadcasting  Company. 


WRCA&WRCA-TV-NBC  IN  NEW  YORK 


IPhat's  happening  in  U.  S.  Government 
that  affects  sponsors,  agencies,  stations 


WASHINGTON  WEEK 


14  MARCH   1955 
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The  Department  oi'  Justice  now  knows  what  the  Beparate  opinion  is  on  the  FCC 

on  the  question  of  option  time. 

As  noted  in  FCC-Department  of  Justice  correspondence  released  by  the  commission  last 
week,  that  opinion  falls  into  these  compartments: 

1)  FCC  chairman  Doerfer  and  commissioners  Lee,  Cross  and  Craven  (the  majority)  hold 
that  networks  are  necessary  to  tv  and  that  option  is  necessary  to  keep  them  in  business. 

2)  Commissioners  Bartley,  Ford  and  Hyde  take  the  view  the  networks  can  survive  with- 
out option  time,  so  that  any  restraint  of  trade  action  is  not  needed. 


There  is  no  doubt  now  that  Justice  will  go  ahead  with  suits  against  practices  it 
believes  violate  the  antitrust  laws,  merely  allowing  the  FCC  time  to  refuse  to  act. 

Much  will  be  said  about  the  Paramount  case  prohibitions  against  block-booking  and  tie- 
in  sales,  both  of  which  were  alleged  to  be  dead  ringers  for  option  time. 

It  also  happens  that  the  case  resulted  in  an  order  to  film  production  companies  to  divest 
themselves  of  theatres.  If  anti-trust  chief  Victor  Hansen  is  to  follow  the  alleged  analogy 
between  motion  pictures  and  tv,  this  would  appear  to  bear  on  whether  production  of  pro- 
grams by  networks,  transmission  of  programs,  and  exhibition  of  the  same  programs  on  their 
owned  stations  might  not  also  run  afoul. 

Parenthetical  note:  Hansen  might  question  some  of  the  small  motion  picture  exhibitors 
who  crusaded  in  favor  of  the  antitrust  action  culminating  in  the  Paramount  case.  The  first 
sweetness  of  victory  turned  sour  to  most  in  rather  fast  order.  Many  small  theatres,  which  had 
fancied  themselves  unfairly  treated  by  the  block-booking  practice  now  wish  they  had  it  back. 
They  also  wish  the  film  producers  had  theatres  which  would  cry  out  for  product  to  fill  the 
screens. 

Seems  there  is  now  a  shortage  of  motion  pictures,  has  been  for  several  years,  and  while 
film  producers  are  concerned  they  have  no  pocketbook  interest  except  in  assuring  themselves 
of  a  profit  before  they  roll  cameras. 

Could  this  be  another  meaning  of  "reasonably  necessary'"  in  connection  with 
practices  which  might  otherwise  violate  antitrust  laws? 

Rep.  Frank  Thompson,  Jr.  (D.,  N.  J.)  charges  that  radio-tv  is  getting  so  rich 
from  ad  revenues  that  it  is  completely  overlooking  public  service. 

He  feels  the  FCC  should  heed  the  intent  of  Congress  and  combat  the  worsening  public 
service  record  through  its  licensing  power. 

AT&T  made  a  round-about  pitch  for  uhf  frequencies  for  its  own  mobile 
service. 

The  approach  was  in  a  request  to  the  U.S.  delegation  to  press  the  International  Telecom- 
munications Union  for  reclassification  of  uhf  in  this  region  from  the  present  broadcast  in- 
service  to  broadcast,  plus  fixed  and  mobile  services. 

The  Association  of  Maximum  Service  Telecasters,  representing  many  of  the  largest  tv  sta- 
tions, slaps  back.  It  asks  that  the  delegation  press  for  reclassification  of  vhf  space  from  gov- 
ernment use  to  broadcast  use,  if  the  AT&T  request  is  heeded. 

AMST  says  it  is  not  plumping  for  any  change,  but  it  doesn't  want  spectrum  space 
taken  away  from  tv. 
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in  syndication  and  commercials 


14  MARCH    1959 

Cwyrlght  1959 

SPONSOR 

PUBLICATIONS  INC. 


FILM-SCOPE 


There's  trouble  on  the  horizon  for  syndication  in  the  fall  when  network  pro- 
graming will  roll  back  to  a  7:30  p.m.  EST  start. 

Especially  vulnerable  will  be  the  CBS  affiliates,  due  to  lose  the  Tuesday  and  Wednesday 
availabibties  for  a  half  hour  that  has  figured  importantly  in  syndication  selling. 

However,  with  minimum  dollar  replacing  station  lists  as  a  network  policy,  syndication 
will  undoubtedly  be  ready  to  jump  into  those  markets  not  included  in  network 
orders  for  7 :30  p.m. 

A  new  pattern  for  syndication  participation  in  the  annual  NAB  convention  if 
being  tested  in  Chicago  next  week. 

Little  new  product  is  expected  to  be  unveiled;  many  syndicators  will  be  disposed  instead 
to  highlight  re-runs,  feature  films  and  film  packages  of  more  interest  to  station  than 
agency  buyers. 

(For  more  on  this  theme  see  NAB  section,  starting  page  61.) 


There's  hardly  a  syndicator  without  a  science-fiction  series  in  the  works  for 
1959-60,  which  might  easily  make  this  new  programing  type  the  big  trend  of  next 
season. 

At  least  six  syndicators  will  be  making  sales  pitches  for  fall  on  science-fiction  programs 
in  the  next  few  weeks. 


You  can  expect  the  flurry  of  diversification  moves  that  have  marked  the  past 
few  months  in  tv  film  to  continue  strongly. 

Screen  Gems,  for  example,  having  acquired  a  commercials  producing  subsidiary,  is  now 
looking  into  the  possibilities  of  station  ownership. 


New  high-level  syndication  appointments  expected  shortly  are  one  more  sign 
of  tv  film's  optimism  and  expansion  this  season. 

Among  the  key  moves  reportedly  in  the  works  last  week  were  these: 

•  Norman  Gluck  leaving  Universal  to  go  to  an  important  post  at  Screen  Gems. 

•  CBS  Films  trying  to  finalize  for  putting  a  new  director  in  charge  of  international  sales. 


In  the  bigger  tv  markets  syndication  appears  to  be  dealing  even  more  with 
sponsors  and  less  with  participators  this  season  than  in  the  past. 

This  January,  sponsorships  rose  from  79%  to  90%,  compared  to  the  same  month  in  1957, 
according  to  a  Ziv  study  of  the  30  top  cities. 

However,  the  drop  in  participations  business  is  only  relative  to  the  big  increase  of  spon- 
sor spending,  since  the  decline  in  participation  shares  has  been  in  part  offset  by  the  fact  that 
programing  is  up  sharply. 

In  this  analysis,  there  were  5  first-run  shows  in  1957  compared  to  7  today,  a 
40%  rise  in  new  syndication  series  on  the  air. 
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FILM-SCOPE  continued 


Look  for  widespread  deficit  selling  to  continue  as  one  of  the  consequences  of 
the  major  reshuffling  of  tv  film  production  and  sales  that's  anticipated  on  the  net- 
work side. 

At  least  two  distributors  or  investors  willingly  took  a  sizable  loss  in  making  their  first 
network  deals  merely  for  the  sake  of  breaking  in  as  factors  in  network  programing. 

Selling  slightly  below  cost  has  been  a  frequent  network  supply  practice,  with  syndication 
re-run  and  foreign  revenue  counted  on  to  bring  things  hack  into  the  black. 

But  the  upcoming  season  sees  more  and  more  l\  film  men  trying  to  i^ct  a  share  of  network 
business,  and  the  price-cutting  is  a  strategy  sacrificing  present  profits  for  future 
status. 


You  can  anticipate  little  syndication  buying  by  national  accounts  until  they've 
settled  on  their  network  commitments  for  the  fall. 

As  a  matter  of  report,  syndication  sales  of  recent  weeks  have  been  largely  station  sales 
and  filling  in  alternate  weeks  left  by  regional  deals. 

For  example,  there's  the  $300,000  grossed  by  CBS  Film  in  three  weeks  with  Border 
Patrol  via  sales  in  22  markets  plus  the  14  markets  where  Genesee,  Blue  Plate  Pac-a-Sac,  Pepsi- 
Cola,  Sealy  and  others  will  alternate  with  Amoco. 


COMMERCIALS 


Following  the  mergers  of  recent  weeks,  trade  attention  has  focused  on  the  re- 
maining large  independents  regarded  as  eligibles  for  any  new  affiliations  that 
might  be  considered. 

Among  the  commercials  producers  that  could  become  partner  to  a  trade  marriage  might 
be  the  following:  (alphabetically)  Cascade,  Klaeger,  Robert  Lawrence,  MP0,  Sarra  and  Van 
Praag. 

Seen  as  ripe  for  an  expansion  in  the  commercial  area  are  these  motion  picture 
companies:    MGM,  Paramount  and  20th  Century-Fox. 


Stations  with  a  heavy  investment  in  videotape  equipment  appear  to  he  killing 
off  the  growth  of  spot  commercials  in  tape  with  high  and  irregular  handling  charges. 

Geographical  variations  found  New  York  stations  high  in  their  charges  and  Los  Angeles 
outlets  generally  low. 

In  one  case,  it  cost  almost  as  much  to  put  a  set  of  tape  commercials  on  WRCA- 
TV,  New  York,  as  to  put  the  same  four  spots  on  the  NBC  network. 

As  a  result,  several  spot  spenders  are  understood  to  have  planned  commercials  for  tape 
and  then  switched  to  film  at  the  last  moment  when  the  handling  costs  factor  became  known. 
(See  FILM-SCOPE,  28  February.) 

One  big  exception  as  a  group  are  stations  that  produce  tape  commercials  themselves: 
these  have  been  very  liberal  in  their  tape  handling  policies. 


The  production  savings  possible  in  newly  interested  areas  such  as  Puerto  Rico 
are  starting  to  attract  network  commercials  film  business. 

B.  F.  Goodrich  reportedly  saved  25%  on  costs  under  what  it  would  have  expected  to  pay 
elsewhere,  using  16  locations  plus  4  studio  sets. 

Program  producers  may  be  the  next  to  discover  these  savings  in  addition  to  getting  lo- 
cations not  previously  exposed  on  tv. 
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A  round-up  of  trade  talk, 
trends  and  tips  for  admen 


*      SPONSOR  HEARS 


14  MARCH  1959  When  a  Madison  Avenue  veteran  is  referred  to  as  "a  cork,"  here's  what  it  means: 

copyri»ht  1958  A  fellow  who  survives  all  sorts  of  shakeups  and  changes;   has  the  unique  talent  for 

&P0N80R  weathering  every  storm — like  a  cork  bouncing  around  on  a  boiling  sea. 


PUBLICATIONS   INC 


General  Foods  via  Y&R  also  was  interested  in  latching  onto  Jack  Benny. 

If  Lever  hadn't  moved  faster,  through  JWT,  Benny  might  have  made  history:  Going 
back  to  the  same  product — Jell-O — -after  a  lapse  of  many  years. 


The  commercial  jingle  is  still  riding  high  in  radio,  but  one  thing  that  perplexes 
agency  people  that  buy  them  is  this: 

How  the  raft  of  firms  that  specializes  in  this  field  (50  to  75)  manage  to  stay 
alive. 


Don't  be  surprised  if  the  Federal  Trade  Commission  takes  a  look  one  of  these 
days  at  the  various  barter-time  deals  tossing  around  the  air  media. 

The  probable  angle:  The  provisions  in  the  Patman-Robinson  Act  dealing  with  favor- 
ing one  customer  over  another  by  cutting  brokerage  commissions,  etc. 


The  old  wheeze — them  who  has  gets  more — is  continuing  to  apply  to  JWT. 

Within  the  next  two  weeks,  the  Chicago  and  New  York  offices  will  each  add  an  account 
for  a  total  of  $10-12  million.  They'll  move  the  agency's  tv  billings  to  a  going  rate  of 
about  $135  million  for  the  1959-60  season. 


Rep  salesmen,  along  with  other  media  vendors,  apparently  have  become  a  spe- 
cial target  for  the  internal  revenue  boys. 

One  such  salesman,  while  getting  a  checkup  on  his  return  this  week,  was  told  by  a  tax- 
man:  "We're  putting  an  all-out  drive  on  you  Madison  Avenue  salesmen;  you're  taking 
too  many  expense  deductions." 


A  Toronto  agency  account  man  who  came  down  to  New  York  recently  to  take 
a  look  at  fm  included  this  comment  in  his  report: 

"Fm  seems  to  face  something  of  a  4chicken-or-egg-first'  situation — will  it  be  'sold'  or 
will  it  be  'bought'?    My  impressions  tell  me  that  fm  isn't  just  a  trend  to  watch — it'» 


An  executive  you  don't  encounter  much  in  the  tradeprints  but  who  presides  over 
a  payroll  empire  as  big,  if  not  bigger,  than  any  controlled  by  an  old-line  Hollywood  tycoon 
is  Edward  L.  Saxe,  CBS  TV  v.p.  in  charge  of  general  services  operations. 

His  is  a  below-the-line  producing  authority  whose  domain  is  concentrated  in  New  York 
and  Hollywood,  numbers  over  3,000  people,  has  a  payroll  well  over  the  $150-million  mark, 
and  a  "manufacturing"  output  somewhere  around  $500  million. 

Saxe,  basically  a  finance  man,  is  a  Harvard  Business  School  grad. 
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Nothing  else  like  it  in  Greater  New  York 


NOTHING   APPROACHES   THE   SOUND: 
WVNJ    originated    the    programming    concept    of    Great 
Albums  of  Music.  It  is  the  only  radio  station  in  the  metro- 
politan area  that  plays  just  Great  Albums  of  Music  from 
sign  on  to  sign  off  every  single  day  of  the  year. 

NOTHING   APPROACHES   THE   AUDIENCE: 

The  very  nature  of  the  music  makes  the  audience  pre- 
ponderantly adult.  It's  a  rich  audience,  too.  In  one  of  the 

radio  station  of   ^h?  SJernark  2?ctus  


wealthiest  counties  of  America  (Essex — with  its  million 
plus  population)  —  WVNJ  dominates  in  audience  —  in 
quality  of  audience  —  and  in  prestige. 

NOTHING   APPROACHES   ITS   VALUE: 

WVNJ  delivers  its  adult,  able-to-buy  greater  New  York 
audience  for  less  cost  per  thousand  homes  than  any  other 
station  in  the  market.  By  every  reasoning  it's  your  very 
best  buy. 

national   rep:   Broadcast  Time   Sales    •    New  York,   N.  Y.    •    MU   4-6740 
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WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


MOVING  DAY  for  Kellogg's  Woody  Woodpecker  show  to  KTTV,  Los  Angeles,  was  announced 
via  a  one-car  parade  conducted   by  "Woody"   and   "Miss  Ladybird"  throughout  the   L.A.  area 


AGENCIES 


What  has  proven  a  decided  eye- 
brow-lifter as  subject  of  protests 
among  media  people  is  this  dis- 
closure by  Broadcast  Advertisers 
Reports: 

In  a  check  of  71  tv  stations  in  25 
markets,  over  a  week,  affiliate  ran 
over  into  network  commercial 
programing  a  total  of  1,689 
times. 

The  same  report  also  showed  that 
there  were  1,287  triple  station  breaks, 
262  competitive  product  conflicts, 
254  four  or  more  spots  in  station- 
breaks  and  306  times  of  double  20- 
second  spots  in  station-breaks. 

P.S.:  Y&R's  Pete  Matthews 
disclosed  at  a  press  conference 
Wednesday  (11)  what  that  agen- 
cy is  doing  to  discourage  and 
correct  these  practices,  such  as: 

1)  Protests  to  stations,  networks 
and  station  reps. 

2)  Demands  for  rebate. 

3)  Demands  for  make-good  com- 
mercials. 


MISS   CHANNEL   5    and   attendants   help   WMCT,    Memphis,    celebrate    opening    of   new   stu- 
dios.   Publicity  began  last  month,  climaxed  by  "open  house"  featuring  George  Gobel's  telecast 


IT'S  WHAT'S  ON  TOP  THAT  COUNTS: 

WSAI,  Cincinnati,  a.e.'s  (I  tor)  H.  Parry,  F. 
Droege,  B.  Harkness,  E.  Bose  and  V.  Niemeier 
are  competing  in  a  "Sales  Derby"  where  one 
getting   most  business  wins  trip  to  Ky.  Derby 


COME  AND  GET  IT!  To  aid  the  Salvation 
Army,  announcers  at  WINS,  New  York,  toured 
the  city  in  this  mobile  canteen,  broadcasting 
the  work  the  Salvation  Army  is  doing,  and 
serving    hot    soup    to    cold-weather    listeners 
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4)  Cancellation  of  spot  orders. 

5)  Restrictive  specifications  on 
orders. 

Agency  appointments:  Macomb 
Fueloil  Dealers  Association,  for  a 
statewide  promotion  of  fueloil  in 
Michigan,  to  Cunningham  & 
Walsh,  Detroit  .  .  .  Salada-Shirriff- 
Horsey,  Inc.,  for  its  SEA  Brand  Fro- 
zen Shrimp  products,  to  SSC&B  and 
for  its  new  Potato  Plus  instant 
mashed  potatoes,  to  H.  W.  Warden 
Associates,  New  York  .  .  .  Charles 
Gulden,  Inc.,  for  its  mustard,  to  J. 
M.  Kesslinger  &  Associates,  New- 
ark .  .  .  Macfadden  Publications,  to 
Bryan  Houston  .  .  .  Purity  Cheese 
Co.,  to  Madison  Advertising  Agen- 
cy, Madison,  Wise.  .  .  .  CK  Foods, 
Inc.,  Duluth,  Minn.,  for  its  Jeno's 
Italiano  Foods,  to  Olmstead  & 
Foley,  Minneapolis, 

Officers  of  the  Agency  Broadcast 
Producers  Workshop  for  1959: 

President,  Lee  Randon,  of  Henri, 
Hurst  and  McDonald;  v.p.,  Clair  Cal- 
lihan,  Earle  Ludgin  &  Co.;  secretary, 


Dwight  Reynolds,  Y&R;  and  treasur- 
er, Rolf  Brandis,  Edward  II.  Weiss 
&  Co. 

Thisa  'n'  data:  Ridgwaj  Adver- 
tising Co.  of  St.  Louis  opened  a 
Memphis  office  last  week,  headed  by 
Ruth  Taylor,  Jan  Gardner  and  W.  L. 
Chesman  .  .  .  EWR&R  closed  its 
Cincinnati  office  because  of  "the 
strictly  local  nature  of  accounts  serv- 
iced there."  John  Magro,  former 
v.p.  and  manager  of  the  office,  will 
open  his  own  agency  and  continue 
servicing  the  accounts  handled  by 
EWR&R,  with  arrangements  worked 
out  for  Magro  to  serve  as  the  corre- 
sponding agency  for  EWR&R  in  the 
Cincinnati  area  .  .  .  James  Thomas 
Chirurg  Co.,  of  Boston  and  New 
York,  will  move  its  headquarters  this 
spring,  to  Lyman  Park,  a  develop- 
ment being  built  off  Route  ()  in  Chest- 
nut Hill,  Mass. 

They  were  elected  directors  of 
BBDO:  Robert  Anderson,  v.p.  in 
charge  of  the  Detroit  office  and 
McDonald   Gillespie,  v.p.   and   ac- 


<  "Mini  —  1 1 1 »« - 1  \  i  — « » §  in  the  N'-u  York 
office. 

They  were  also  elected:    Robert 

Dailey,  to  executive  \.\>.  <>f  Cunning- 
ham &  Wal-li  West  Coast  operations, 
and  general  manager  of  the  San  I  i  an- 
Cisco  office  .  .  .  Michael  Cradle,  to 
a  \.p.  of  Needham,  Louis  &  Brorby. 
He  is  manage]  "I  the  agency's  Holly- 
wood office  .  .  .  Herbert  King,  to 
treasurer  of  SSC&B.  T.  Newton 
Weatherby,  former  treasurer,  In- 
comes v.p..  director  and  chief  admin- 
istrative officer  of  the  agency  .  .  . 
Joseph  \  aamonde,  to  manager  of 
Y&R's  Mexico  City  office  .  . .  Charles 
Keichblum,  to  director  of  tv/radio 
at  Marc  &  Co.,  Pittsburgh  .  .  .  Nor- 
man Gladney  is  the  director  of  tv/ 
radio  at  Calkins  &  Holden  .  .  . 
Charles  Straus,  Jr..  to  executive 
assistant  to  the  president  and  chief  of 
the  consumer  division  of  Sudler  & 
Hennessey,  New  York  .  .  .  Don  Ams- 
den,  to  manager  of  the  tv/radio  de- 
partment of  Allen  &  Reynolds,  Omaha 
.  .  .  John  McCIean.  account  execu- 
tive on  Revlon   at  C.  J.   LaRoche  & 


RED-JACKETED  BOYS  give  free  Griffin 
shoe  shine  to  D'Arcy's  Harry  Renfro,  as  part 
of  WIL's  (St.  Louis)  merchandising   promotion 


CELEBRATING  HIS  25TH  YEAR  of  sports 
broadcasting  for  WTOP,  Wash.,  D.  C,  Arch 
McDonald  (seated)  gets  staff  congratulations 
from  (I  to  r)  Laurese  Gordon,  Lloyd  Dennis 
Jr.,    Robert    Schellenberg,    Patricia    Searight 


JOINING  IN  MARKETING  SEMINAR  held  at  N.  Y.  University  are  (I  to  r)  Stanley  Baar, 
pres.  Barber  &  Baar  Assoc;  Manuel  Yellen,  v.p.,  dir.  of  sales,  P.  Lorillard;  Lester  Franlcel,  exec 
v.p.,  audits  &  surveys;  E.  L.  Deckinger,  v.p.,  Grey  Adv.    The  occasion:  Dean's  Day  Homecoming 
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Just  completing  its  2nd  big  year  on 


-TV  network 


+ 


THE  MOST  TALKED- 
ABOUT  SPORTS  SHOW 
ON  TELEVISION... 
AVAILABLE  FOR 
SPRING-SUMMER! 
NOW  TITLED 

"TOP  PRO  GOLF" 


ACTION!    EXCITEMENT! 

26  one-hour  shows  of  thrilling 

golf  matches  featuring  the 

world's  greatest  stars.  It  will  be 

a  powerhouse-telecast  during  the  golf 

season.  Reaches  the  cream  of  the  American  buying 

public— no  other  show  in  TV,  sports  or  otherwise, 

has  this  type  of  pegged  audience. 


75  East  Wacker  Drive,  Chicago  1,  III.     •     FRanklin  2-4392 


Co.  .  .  .  Hoyt  Beaver9,  to  direct  the 
newly-established  sales  promotion  de- 
partment at  W.S.  Walker  Advertis- 
ing. Pittsburgh. 


ADVERTISERS 


Lanolin  Plus,  Inc.,  bought  $7.5 
million  worth  of  bartered  time 
from  Guild  Films  last  week. 

The  deal  calls  for  tv  spots  in  193 
markets  across  the  nation,  for  Rybu- 
tol  (recently  acquired  from  Rexall 
Drug)  and  Wash  N'  Curl. 

The  Manhattan  Shirt  Co.  ( Bon- 
ner &  Peck)  will  return  to  ABC  TV 
this  spring  to  review  sponsorship  of 
the  Sammy  Kaye  Show. 

The  program,  now  aired  on  Thurs- 
days, will  move  to  Saturdays,  10- 
10:30  p.m.,  on  18  April,  with  Man- 
hattan concentrating  on  a  pre-Father's 
Day  sales  push. 

Seven-Up,  through  JWT's  Chica- 
go office,  has  started  a  contest  among 
ABC  TV  promotion  people,  for  Zorro. 
Here's  how  it  works: 

The  one  coming  up  with  the  most 
imaginative  way  to  use  the  "Fresh- 
Up  Freddie  Doll"  and  allied  materials 
in  promoting  Zorro  and  7-Up  wins  a 
$500  expense  account,  authorized  by 
a  Diner's  Club,  to  be  used  as  the  win- 
ner sees  fit. 

And  for  the  winning  station,  an  in- 
dividual market  station  image  re- 
search study  to  be  paid  for  by  7-Up. 
The  study  will  be  done  by  Seymour 


We  subscribe . . . 


WBBM 

Chicago 

One  of  the  seven 

great  CBS-Owned 

Radio  Stations 


Smith  Associates,  a  market  research 
firm  in  New  York. 

Peter  Pan   Foundations,   Inc.,  is 

going  into  a  stepped-up  advertising 
program  on  a  world-wide  basis,  via 
its  latest  plan  for  international  tv. 

The  series  of  commercials,  pro- 
duced by  Peter  Pan's  agency,  Ben 
Sackheim,  Inc.,  is  now  being  distrib- 
uted to  offices  and  licensees  in  some 
of  the  52  countries  where  Peter  Pan 
is  sold. 

Back  in  the  States,  the  foundation 
manufacturer  began  its  nationwide 
tv  saturation  campaign  last  week,  via 
one-minute  spots.  As  a  merchandis- 
ing tie-in,  Peter  Pan  is  furnishing  a 
complete  promotion  kit  —  including 
displays,  blow-ups,  ad  mats — to  re- 
tailers in  the  tv  area. 

Other  campaigns: 

•  The  International  Ladies' 
Garment  Workers  Union  has  al- 
located $1  million  for  a  tv,  radio  and 
print  campaign  to  make  the  public 
aware  of  the  significance  of  the 
ILGWU  label.    Agency:  DDB. 

•  Louis  Marx  &  Co.,  toy  manu- 
facturer, is  about  to  launch  its  first 
national  advertising  campaign.  With 
heavy  emphasis  on  tv,  the  toy  makers 
intend  to  support  retail  merchants  by 
pre-selling  selected  toys  and  games, 
and  to  level  out  the  traditional  val- 
leys in  the  toy  sales  curve.  Agency: 
Ted  Bates  &  Co. 

•  British  Overseas  Airways 
Corp.  began  its  campaign  on  the 
West  Coast  last  week,  in  connection 
with  its  new  flight,  starting  1  April, 
from  San  Francisco  to  Hong  Kong. 
Via  davtime  and  evening  60-second 
spots,  BOAC  is  announcing  its  plans 
on  KCBH-FM  and  KNX,  Los  Angeles 
and  KCBS  and  KDFC,  San  Francisco. 
Agency:  Victor  A.  Bennett,  New 
York. 

Financial  reports:  Reflecting  a 
27%  decline  in  sales,  Schick,  Inc., 

had  a  net  loss  from  operations  of 
$423,495  after  tax  credits  and  before 
special  items  in  1958,  compared  to  a 
net  profit  of  $1,352,530  .  .  .  Beech- 
Nut  Life  Savers,  Inc.,  in  1958  had 
net  sales  of  $114,974,768  compared 
to  $111,121,701  in  1957  and  net 
profits  for  '58  were  $8,121,605 
against  $8,583,803  in   '57. 

Kudos:  Tv's  "first"  honorary  rec- 
ognition award  of  the  season  went  to 


Max  Factor  last  week,  for  his  "con- 
tributions to  the  industry  in  the  field 
of  make-up  for  both  black  and  white 
and  color  tv."  The  presentation  was 
made  by  the  Academy  of  Tv  Arts 
and  Sciences. 

Strictly  personnel:  Charles  Cor- 
coran, elected  v.p.  to  head  the  newly- 
centralized  department  of  advertising 
and  publications  at  Equitable  Life 
Assurance  Society  .  .  .  Robert  Kahl, 
to  v.p.  in  charge  of  marketing  for  the 
Borden  Foods  Co.  .  .  .  George  Sim- 
kowski,  appointed  advertising  man- 
ager of  Webcor,  Inc.  .  .  .  William 
Eldridge,  to  product  manager  in  the 
Household  Products  Division  of  Col- 
gate .  .  .  Russell  Leahy,  promoted 
to  national  field  sales  manager  for 
B.  T.  Babbitt,  Inc. 


CANADA 


"The  most  arresting  fact  to 
emerge  from  comparative  re- 
search into  U.S.  and  Canadian 
tastes  in  tv  entertainment  is  not 
the  disparity,  but  the  similarity, 
in  their  interests." 

So  said  Griffin  Thompson,  di- 
rector of  the  Schwerin  Research  Sys- 
tem in  Canada,  at  a  luncheon  meet- 
ing of  the  Association  of  Canadian 
Advertisers. 

Speaking  on  "The  Tv  Audience — 
Some  National  Differences,"  Thomp- 
son noted  that  "the  same  categories 
of  tv  entertainment  —  westerns,  mu- 
sic variety,  situation  comedies — ap- 
peal almost  equally  to  audiences  in 
N.  Y.  and  Toronto. 

"The  sharpest  differences  in  taste, 
attitudes,  likes  and  dislikes  is  among 
the  French  Canadians  and  the  Eng- 
lish speaking  Canadians." 

Some  of  the  happenings  at  the 
annual  Radio  Representatives 
Program  and  Sales  Clinic  held  in 
Edmonton,  Alberta: 

•  Discussions  on  ways  to  sell  com- 
paratively against  newspapers,  both 
on  national  and  local  basis;  and  how 
local  level  radio  spots  can  be  mer- 
chandised to  the  retailers. 

•  Discussions  on  news  and  edi- 
torializing; on  music  policy;  and  on 
new  programing  ideas  and  sound. 

Thisa  'n'  data :  Dr.  Andrew  Stewart, 
chairman  of  the  board  of  Broadcast 
Governors,  will  be  the  keynote  speak- 
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er  at  the  annual  meeting  of  the  Ca- 
nadian Association  of  Broadcast- 
ers, at  the  Royal  York  Hotel,  23 
March  .  .  .  CHUB,  Nanaimo,  B.C.. 
is  now  operating  on  increased  power 
of  10.000  watts  ...  A  Canadian 
Studio  City  is  planned  for  the  150- 
acre  Circle  M  Ranch  on  the  outskirts 
of  Toronto,  with  two  sound  stages 
and  sets,  to  handle  production  of 
movies  and  tv  series. 

Add  random  notes:  CHUM,  To- 
ronto, selected  as  winner  of  the  Radio 
Broadcasting  award  for  1958  by  the 
Ontario  Teacher's  Federation  .  .  . 
Vickers  &  Benson  Ltd.,  appointed 
by  Salada-Shirriff-Horsey  Ltd.  for  its 
corporate  advertising,  institutional 
advertising  of  the  Horsey  Division, 
and  brand  advertising  for  Crawford 
Caramel  Spread  ...  A  network  of 
Private  Canadian  Stations  will 
carry  the  broadcast  of  the  World 
Hockey  Tournament  direct  from 
Czechoslovakia.  Sponsorship  of  all 
games  on  CJBQ,  Belleville,  Out.,  will 
be  by  Ontario  7-L  p  Ltd.  and  Bill 
Ueline  Ltd..  a  local  appliance  and 
tire  dealer. 

Some  personnel  appointments: 
Charles  Knight,  named  sales  man- 
ager of  CFPL-AM  &  TV,  London  . .  . 
CBC  ladio  and  tv  drama  production 
appointments:  Esse  Ljungh,  nation- 
al supervisor  of  drama:  R.  S.  James, 
assistant;  Michael  Sadlier,  special 
consultant  for  tv  drama  production. 


FILM 


The  placing  of  new  executives  in 
key  posts  by  companies  in  a 
number  of  areas  of  the  film  field 
marked  a  forward-looking  trend 
last  week. 

Four  appointments  that  involved  a 
change  of  company  affiliation  were 
the  following: 

•  John  B.  Burns  left  ABC  Films 
to  become  national  sales  director  for 
MGM-TV. 

•  John  E.  Pearson,  formerly  of 
Sterling,  became  ITC's  new  Canadian 
sales  manager. 

•  Milford  Fenster  joined  MCA 
TV;  he  was  formerly  RKO  Telera- 
dio's  film  buyer. 

•  William  E.  Huston  moved 
from  a  national  sales  manager's  post 
at  MPO  to  become  international  sales 
director  for  Filmways. 
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Sales:  Arrow  Productions  division 
of  ITC  reports  a  19%  sales  increase 
for  a  three-month  period  over  a  year 
ago  .  .  .  Trans-Lux's  first  sale  on  its 
first  tv  property,  Felix,  the  Cat,  was 
to  WNEW-TV  in  a  four-year  contract 
calling  for  unlimited  runs  of  260 
four-minute  episodes  .  .  .  Buyers  of 
MCA  TV's  Paramount  Package  in- 
clude WLOS-TV,  Asheville,  and 
WMTW-TV,  Portland -Mt.  Washing- 
ton; that  distributor's  State  Trooper 
was  signed  to  WGN-TV  for  a  total  of 
82  plays. 

Programing:  Details  revealed  on 
CBS  Films'  videotape  series  included 
selection  of  Theater  for  a  Story  as  a 
title  .  .  .  Guild  Films  has  acquired 
distribution  rights  to  two  travel-ad- 
venture shows:  Wonders  of  the 
World  produced  by  Hal  Linker  and 
Vagabond,  made  by  Bill  Barrud  pro- 
ductions. 

More  sales:  CBS  Films  sales  on 
U.S.  Border  Patrol  to  sponsors  to  al- 
ternate with  Amoco  include  Genesse 
Beer.  Pepsi-Cola.  Pac-a-Sac  stores 
and  Blue  Plate  Foods;  14  markets 
are  involved. 

Commercials:  Robert  Lawrence 
Productions  anticipates  a  $4  million 
year  in  1959,  which  is  almost  a  ten- 
fold increase  over  1952,  that  compa- 
ny's first  year;  Robert  Lawrence  also 
reports  that  Jerry  Schnitzer  will  be- 
come executive  v.p.  of  film  produc- 
tion for  the  New  York  studios  .  .  . 
Nick  Gibson  has  left  Compton  to 
join  Kenyon  and  Eckhardt  as  a  com- 
mercial producer  .  .  .  Philip  Frankel 
becomes  an  assistant  director  for 
Klaeger  Film  Productions  .  .  .  Music 
Makers  reports  completing  work  for 
a  Chase  and  Sanborn  commercial 
made  through  Compton  Agency. 

Strictly  personnel:  Herbert  L. 
Berger  to  Screen  Gems  as  director 
of  business  affairs  .  .  .  Ken  Page  is 

new  general  sales  manager  of  S.  W. 
Caldwell  Ltd.  of  Toronto  .  .  .  Arthur 
R.  Lerner  has  been  appointed  ad- 
ministrative v.p.  and  treasurer  of 
Guild  Films  .  .  .  Harry  Goldstone 
joins  the  UAA  sales  force  in  southern 
territory  .  .  .  ABC  Films  president 
Henry  G.  Plitt  on  a  sales  and  pro- 
duction visit  to  the  West  Coast  .  .  . 
Joe  Wolhandler  formed  his  own 
public  relations  firm  in  New  York. 
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happen 
to  a  do< 


And  yet  it  does  I  It  happens  to  th 
best  of  us,  time  and  time  again.  W 
lavish  care  and  money  on  originc 
footage  to  get  them  just  right— onl 
to  have  prints  turn  up  that  are 
off  broadcast  specifications. 

The  answer  is— give  your  lab 

tory  time  and  money  to  do  the  jo 

right!  Then  all  your  release  print 

will  be  on  the  beam  100%. 

For  further  information  writ 

Motion  Picture  Film  Department 
EASTMAN  KODAK  COMPANY 
Rochester  4,  N.Y. 

East  Coast  Division 

342  Madison  Avenue 
New  York  1 7,  N.Y. 

Midwest  Division 

1 30  East  Randolph  Drive 
Chicago  1 ,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood,  Calif. 

or 

W.  J.  German,  Inc. 

Agents  for  the  sale  and  distribution  of 

Eastman  Professional  Motion  Picture  Film 

Fort  Lee,  N.  J.;  Chicago,  III.; 

Hollywood,  Calif. 


ways  snoor  ir  on 
.bu'll  be  glad  you  did  I 
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NETWORKS 


Intermoiintain  Network,  with  its 
42  radio  stations,  quit  Mutual 
last  week  to  become  affiliated 
with  ABC  Radio. 

The  addition  of  Intermountain 
(with  stations  in  Utah,  Idaho,  Mon- 
tana, Wyoming.  Colorado,  Nevada 
and  Nebraska )  gives  ABC  330  sta- 
tions in  its  line-up. 

The  set-up:  KALL,  Salt  Lake  City, 
becomes  a  primary  affiliate,  while  the 
41  other  Intermountain  stations  will 
be  optional  affiliates — available  to  ad- 
vertisers as  a  regional  group  in  mar- 
kets not  presently  served  by  ABC. 

Report  on  specials:  Some  of 
Manie's  Friends  (NBC  TV)  pulled 
the  highest  Trendex  rating  of  any 

special  program  thus  far  this  season 
(34.7  average)  reaching  an  estimat- 
ed 58.676  million  viewers. 

Here's  how  the  special  stacked  up 
against  two  ABC  TV  westerns: 


TIME 

7:30 


8:00 


8:30 


SHOW 


RATING        SHARE 


Manie's  Friends 

31.0 

51.8 

Sugarfoot 

15.2 

25.5 

Manie's  Friends 

34.2 

54.8 

Sugarfoot 

19.3 

31.0 

Manie's  Friends 

38.8 

57.4 

Wyatt  Earp 

17.7 

26.1 

CBS  News  issued  a  31 -page  re- 
port last  week,  detailing  its  ac- 
tivities— in  both  news  and  docu- 
mentaries— during   1958. 
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Marking  its  first  full  year  as  a  di- 
vision of  CBS.  here  are  some  of  its 
accomplishments : 

•  News  specials,  usually  30  min- 
utes with  many  much  longer,  totaled 
45  for  tv  and  48  for  radio. 

•  An  average  of  more  than  125 
new  programs  weekly  were  produced 
for  radio  and  17  for  tv. 

•  The  public  affairs  department 
produced  almost  800  half-hours  of 
tv  and  radio  programing  during  the 
year. 

One  big  network  renewal  and 
one  big  sale  took  place  last  week. 

The  renewal:  Westinghouse,  for 

its  60-minute  Desilu  Playhouse  (CBS 
TV)  for  the  1959-60  season. 

The  sale:  Perry  Como,  for  a 
$25  million  contract  with  Kraft 
Foods.  The  amount  is  for  104  weeks 
firm  and  includes  programing,  time, 
production  and  talent  costs. 

Como  will  continue  on  his  present 
Saturday  night  spot  until  6  June,  and 
will  premiere  for  Kraft,  Wednesday. 
30  September  (NBC  TV). 

In  addition  to  his  tv  contract. 
Como  signed  a  10-year  employment 
contract  with  Kraft  as  a  consultant 
in  areas  unrelated  to  tv. 

Other  network  tv  sales:  Equita- 
ble Life  lF,C&B)  for  eight  of  Biog- 
raphy— a  90-minute  show  to  alternate 
with  Playhouse  90  (CBS  TV)  next 
season.  Time  and  talent  cost  for  the 
new  show:  $275,000  .  .  .  Miller 
Brewing  (Mathisson  &  Associates) 
and  Reynolds  Metal  (L&N)  for  All 
Star  Golf,  on  ABC  TV  next  season 
.  .  .  RCA  (K&E),  for  six  full  hour 
Ellery  Queen  shows  on  NBC  TV  be- 
tween 6  March  and  15  May  .  .  .  Sing- 
er Sewing  Machine  (Y&R)  for  al- 
ternate weeks  of  the  new  NBC  TV 
series.  The  David  Niven  Show,  to 
debut  7  April,  10-10:30  .  .  .  North- 
am  Warren  Corp.  (DDB)  making 
its  initial  use  of  network  tv  as  a  par- 
ticipator on  ABC  TV's  American 
Bandstand. 

Network  radio  sales:  Ten  adver- 
tisers during  the  last  three  weeks  of 
February,  placed  more  than  $314,000 
in  new  business  at  NBC — capped  by  a 
12-week  order  from  General  Foods 
(Y&R)  for  daytime  spots  .  .  .  Dr. 
Pepper  Co.  (Grant)  for  a  new 
Pepper-Upper  Time  Starring  Edyie 
Gorme  musical  series  on  ABC,  begin- 
ning 6  April  .  .  .  P.  H.  Hanes  Knit- 


ting Co.  (Ayer)  for  fall  participa- 
tion on  NBC's  Monitor. 

Network  ideas  at  work: 

•  Captain  Kangaroo,  a  CBS  TV 
a.m.'er,  is  giving  away  a  bicycle  a 
day  for  its  latest  promotion.  Entrants 
to  date:  more  than  400,000  post 
cards,  which  does  not  include  replies 
from  the  West  Coast.  This  result 
stemmed  from  five  announcements 
during  the  week. 

•  The  Motion  Picture  Associa- 
tion has  made  up  a  press  book  for 
the  Academy  Awards  tv  and  radio 
presentation  6  April.  Some  25,000 
copies  have  been  printed,  and  will  be 
sent  to  theater  managers  and  all  NBC 
TV  and  Radio  stations  carrying  the 
105-minute  show. 

Personnel  note :  Henry  Hede,  ad- 
ministrative sales  manager  of  ABC 
TV,  has  been  elected  a  v.p. 


RADIO  STATIONS 


Max  Buck,  director  of  sales  and 
marketing  for  WRCA-AM  &  TV, 

New  York,  discussed  merchandising 
as  a  factor  in  buying  and  selling  be- 
fore timebuyers  at  the  RTES  Seminar 
luncheon   in  New  York  last  week. 

(Buck  was  named  station  mgr. 
of  WRCA-TV,  New  York,  at 
presstime.) 

He  urged  timebuyers  to  "spend  50 
Saturdays  a  year  poking  around  re- 
tail stores,  to  keep  abreast  with  the 
movement  of  goods  at  the  consumer 
level." 

Buck  warned  about  this  revolution 
taking  place  at  the  Super  Market: 

A  sharp  change  in  the  physical  for- 
mat of  the  store,  with  a  revival  of  the 
old-time  Mama-and-Papa  food  store 
instead  of  the  huge,  wind-tunnnel 
styled  super  market — accommodating 
1,000  instead  of  5,000  items. 

Hal  Davis,  radio  and  tv  v.p.  at 
Gray  Advertising  concurred  with 
Buck  on  the  need  for  merchandising 
and  promoting  a  product  at  a  point- 
of-sale. 

Buck  brought  with  him  one  exam- 
ple of  merchandising:  Steverino,  the 
Greyhound  dog  on  the  Steve  Allen 
Show. 

NBC's  WMAQ,  Chicago,  has 
started  replacing  some  of  the 
live  talent  shows  it  dropped 
some  months  ago. 

First  of  these  replacements: 
Howard     Miller,     in     a    two-hour 
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morning  pro"! lam.  Mondays  through 
Fridays,  moving  Berl  Parks  network 
show    to   an    afternoon   time   slot. 

This  change  will  make  \\  MAO's 
morning  to  noon  line-up  entirel)  lo- 
cal, except  for  on-tlie-honr  network 
news. 

Believes  in  what  lie  sells: 

Bill  Savitt.  owner  of  WCCC.  Hart- 
ford,  and  a  jeweler,  is  so  convinced 
of  radios  abilit)  to  sell,  that  he's 
signed  for  more  than  250  spots  per 
week  on  four  stations  in  the  area. 

Ideas  at  work : 

•  To  demonstrate  that  Portland. 
Me.,  is  "the  hest  place  to  live,  to 
work,  to  visit  and  to  shop."  WCSH 
held  a  "Keys  To  The  City""  promo- 
tion, awarding  a  $150  shopping  tour 
to  the  winner.  Station  plans  two 
more  similar  promotions:  a  $300 
shopping  tour  before  Easter  and  a 
$520  spree  near  Mother's  Dav. 

•  D.j.  turned  baby-sitter:  WKJG, 
Ft.  Wayne,  recently  held  a  "Why  I 
deserve  a  night  out"  contest,  arrang- 
ing an  evening  out  for  the  winning 
couple,  with  the  station  picking  up 
the    tab.     The   entries    were   sent    to 
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favorite  d.j.  s  with  the  one  to  whom 
the  winning  card  was  sent,  agreeing 
to  act  as  hah\ -sitter  for  the  evening. 

•  Retail  promotion:  WAIL,  Baton 
Rouge,  for  one  ol  its  clients,  Istrou- 
ma  Carpet  Sales,  announced  a  series 
of  five  names  on  the  air  hourly,  along 
with   a   ke\    phrase  about  carpeting. 

I  he  first  to  call  in  and  repeat  the 
phrase,  received  a  free  throw  rug 
with  each  dailv  winner  becoming  eli- 
gible for  the  grand  prize,  complete 
wall-to-wall  carpeting  for  ever)  room 
in  the  house. 

•  KV  W,  Cleveland,  recently  held 
its  latest  promotion:  a  "Worst  Tie 
Contest.  To  date,  thousands  of  neck- 
ties have  poured  into  the  station  s 
studios,  with  the  10  cravats  declared 
"worst  of  all."  in  line  for  a  canarj 
and  cane. 

Financial  report:  Net  earnings  for 
Storer  Broadcasting  in  1958  were 
$1,676,754  compared  to  $6,396,164 
in  1057.  The  Company  claims  that 
L958  earnings  were  "adversely  affect- 
ed by  the  loss  of  $2,304,551  incurred 
upon  closing  down  of  its  former  Wil- 
mington. Del.,  tv  station. 

Station  transfer:  WICC-AM  &  TV, 
Bridgeport,  to  Connecticut-New7  York 
Broadcasters,  Inc.,  effective  11  April. 

Thisa  'n'  data.  The  International 
Racing  Network  has  been  granted 
the  exclusive  broadcast  rights  of  all 
racing  events  at  the  new  Dayton  a  In- 
ternational Speedway  .  .  .  WHK, 
Cleveland,  and  NABET  have  conclud- 
ed a  new  five-year  agreement  .  .  . 
Business  note:  Relaxicizor,  Inc.,  for 
13  week,  daily  sponsorship  of  the 
Frank  Ford  Show,  WHEN,  Philadel- 
phia. 

Kudos:  First  place  honors  for  the 
most  original  local  radio  commercials 
of  1958,  to  KTNT,  Tacoma,  from 
the  Tacoma  Ad  Club  .  .  .  WIBG, 
Philadelphia,  recipient  of  the  top 
award.  "Americana,"  from  the  Free- 
doms Foundation  .  .  .  KYW-AM  & 
TV,  Cleveland,  and  WRCV-AM  & 
T\  .  Philadelphia,  also  cited  with  the 
1958  Freedom  Foundation  Awards 
.  .  .  Last  week  marked  the  25th  anni- 
versarv  of  the  Yankee  [Network 
News  Service  .  .  .  WSJS-AM  &  TV, 
W  inston-Salem  farm  service  depart- 
ment granted  two  awards,  for  agri- 
cultural reporting  and  for  forestry 
programs  .  .  .  WNAX.  Yankton,  re- 
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ceived  its  ninth  consecutive  farm  safe- 
ty award  from  the  National  Safety 
Council   last  week. 

Station  staffers:  Charles  Chris- 
tianson,  appointed  general  manager 
of  KBIS,  Bakersfield  .  .  .  Bob  Mc- 
Kune,  named  manager  of  KSAL. 
Salina.  Kan.  .  .  .  Vernon  Stedry, 
to  manager,  KRGI.  Grand  Island, 
Neb.  .  .  .  Jess  Land,  the  new  gen- 
eral manager  of  KIKK.  Bakersfield 
.  .  .  Orville  Rennie,  Sr.,  to  director 
of  station  relations  at  KHOW,  Den- 
ver .  .  .  Clayton  Kaufman,  to  head 
an  expanded  sales  promotion  and  re- 
search department  for  WCCO.  Min- 
neapolis. St.  Paul  .  .  .  Hy  Steed,  to 
sales  manager  for  WGHN,  Grand 
Haven,  Mich.  .  .  .  Joe  Phipps,  direc- 
tor of  news  operations,  named  to  the 
additional  post  of  director  of  special 
projects  at  WWDC.  Washington.  D.C. 
.  .  .  Don  Sailors,  to  sales  manager 
of  WING.  Dayton  .  .  .  Frank  Gaal, 
Jr.,  appointed  program  and  news  di- 
rector, WJBK,  Detroit  .  .  .  Murray 
Evans,  to  sales  manager  of  WBAB. 
in  Suffolk  County.  Long  Island  .  .  . 
Herbert  Weiss,  to  the  WABC,  New 
York,  sales  staff  as  an  account  execu- 
tive. 

Resignation :  Fin  Hollinger,  ex- 
ecutive v.p.  of  Radio  Hawaii,  Inc., 
and  general  manager  of  KPOA,  re- 
signed from  these  posts  last  week  be- 
cause of  what  he  termed  "a  sharp 
disagreement  with  operating  policies 
dictated  by  the  station's  New  York 
principals." 
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The  number  of  tv  homes,  accord- 
ing to  Nielsen  projections,  is  ex- 
pected to  reach  44  million  this 
spring — 86%  of  all  U.S.  homes. 

In  terms  of  regions,  total  home 
sets  break  down  as  follows: 

AREA  TV  HOMES    SATURATION 

Northeast  11,851,960  91% 

North  Central  13.690.930  89% 

South  11,425,320  78% 

Mountain  1.546,380  76% 

Pacific  Coast  5,575.410  87% 

After  five  weeks  of  experiments 
with  subliminal  messages  pro- 
jected on  WTTV,  Indianapolis- 
Bloomington,  two  Indiana  Univer- 
sity faculty  members  came  to  this 
conclusion: 

Faint  visual  commercials  you 
can't  see  won't  influence  you. 

The  experiments,  conducted  by  the 
professors,  involved  messages  to  buy 
food  and  stay  tuned  to  the  news, 
projected   during   a   two-hour  movie. 

Said  the  Indiana  researchers:  not 
only  did  the  subliminal  messages  have 
no  influence,  but  during  the  experi- 
mental period  the  audience  for  the 
news  suffered  a  slight  decline. 

Ideas  at  work: 

•  Teaming  together  for  a  simul- 
cast: KNAC-TV  and  KSFA  radio, 
Ft.  Smith,  Ark.,  parlayed  a  city-wide 
demonstration  of  stereo  sound  re- 
cently, when  the  two  stations  did  a 
simulcast  of  the  Perry  Como  Show. 
Temporary  radio  receivers  were  set 
up  in  lobbies  of  banks,  local  compa- 
nies, all  hospitals  and  at  two  large 
shopping  centers  for  full  reception  of 
stereo  sound.  In  addition,  station  got 
all  local  set  dealers  to  keep  their 
shops  open  during  the  Como  telecast, 
and  hold  open  houses  for  the  public 
there  also. 

•  KYW-TV,  Cleveland,  is  circu- 
lating a  "Summer's  Fun  Planned 
Product  Promotion"  booklet  listing 
the  station's  campaign  for  advertis- 
ers (making  a  minimum  buy  of  $650 
per  week,  for  13  weeks)  during  the 
warm  months.  The  promotions  in- 
clude: saturation  campaigns,  bill- 
boards, car  cards,  ads,  bumper  strips 
and  floats. 

Thisa  'n'  data:  Abercrombie  & 
Fitch  has  put  on  sale  in  New  York  a 


new,  small  lightweight  tv  camera  for 
home  use.  The  instrument  measures 
6%  by  5%  by  11T\  and  weighs  10 
pounds  .  .  .  Anniversary  note:  Crea- 
tive Cookery,  on  WBKB,  Chicago, 
marking  its  2.000th  telecast  .  .  . 
Construction  notes:  Kline  Iron  & 
Steel  Co.  has  been  contracted  to  build 
"the  world's  tallest  man-made  struc- 
ture"—a  tv  tower  for  WGAN-TV, 
Portland.  Me.  It  will  stand  1,619  feet 
and  will  have  an  elevator  .  .  . 
WJXT,  Jacksonville,  begins  build- 
ing, this  month,  its  two-story  $750,- 
000  studio  and  offices. 

Business  notes:  B.  T.  Babbitt,  for 
the  Bishop  Sheen  half-hour  program 
on  WNTA-TV,  New  York  ...  The 
Northwest  area  DeSoto  Division,  for 
William  Winter  Maps  the  News,  on 
KGO-TV,  San  Francisco  .  .  .  Sally 
Shops  of  California  for  30-minutes  of 
Peter  Potter's  Juke  Box  Jury  on 
KTTV,  Los  Angeles. 

Kudos:  WAGA-TV,  Atlanta,  cited 
for  outstanding  service  to  the  Reserve 
Program  of  the  Armed  Forces  .  .  . 
KMTV,  Omaha,  cited  by  the  United 
Community  Fund  for  its  ceremony 
awarding  prizes  to  citizens  using  tv 
creatively  to  promote  public  service 
drives. 

New  appointments  at  Storer: 
Ewald  Kockritz,  named  v.p.  and 
national  program  director  of  the  com- 
pany's five  tv  stations  and  Grady 
Edney,  to  national  program  director 
for  Storer's  radio  properties. 

More  tv  personnel  appointments: 
Gene  Loffler,  named  executive  v.p. 
in  charge  of  KQTV,  Ft.  Dodge  .  .  . 
Lewis  Dickey,  to  local  sales  man- 
ager of  WAGA-TV,  Atlanta  .  .  .  John 
Fergie,  to  station  manager  of  WRLP- 
TV,  Greenfield,  Mass.  .  .  .  Dick 
Roncka,  to  the  sales  staff  of  WMTV, 
Omaha,  as  account  executive  .  .  . 
Floyde  Beaston,  to  general  sales 
manager  of  WSPD-TV,  Toledo  .  .  . 
Warren  Kraetzer,  appointed  v.p. 
for  development  of  the  National 
Educational  Tv  and  Radio  Center, 
Ann  Arbor,  Mich.  .  .  .  Eldon  Bis- 
bee,  to  studio  supervisor  of  WKRC- 
TV,  Cincinnati  .  .  .  Jack  Caeser,  to 
the  sales  staff  of  WCKT,  Miami  .  .  . 
Fred  Jordan,  to  Peninsula  adver- 
tising representative  in  Newport  News 
sales  office  for  WAVY-AM  &  TV, 
Norfolk-Portsmouth.  ^ 
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Your  salesman  on  sight  to  more  than  3  million  people  in 

THE  SOUTHEAST'S  BIGGEST,RKH  MARKET 


TELEVIS10H 

WINSTON-SALEM 


Put  your  salesman  where  he  can  reach  the  largest 
number  of  potential  customers,  the  3  million  plus  people 
with  over  4  billion  dollars  to  spend  who  live 
in  the  75  county  VVSJS  market. 
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Continued  from  page  43 

A  SAMPLE  OF  MAJOR  RADIO/ TV  STATION  GROUPS 


ROLLINS   BROADCASTINC 

(1  tv,  7  am)— WBEE,  Chicago: 
WJWL,  Georgetown,  Del.;  WGEE, 
Indianapolis;  W  N  J  R  ,  Newark: 
WRAP,  Norfolk;  WPTZ-TV,  Platts- 
burgh,  N.  Y.;  KATZ,  St.  Louis: 
WAMS,  Wilmington,  Del. 

ROUNSAVILLE  STATIONS 

(7  am)— WQXI,  Atlanta;  WCIN, 
Cincinnati;  WLOU,  Louisville; 
WMBM;  Miami  Beach;  WVOL. 
Nashville;  WYLD,  New  Orleans; 
WTMP,    Tampa 

SCRIPPS  HOWARD 

(3  tv,  3  am)— WCOP-TV-AM,  Cin- 
cinnati; WEWS(TV);  WNOX, 
Knoxville;  WMCT  (TV),  WMC, 
Memphis 

STEINMAN  STATIONS 

(2  tv,  6  am)— WEST,  Easton; 
WKBO,  Harrisburg;  WGAL-TV 
AM,  Lancaster;  WRAK-TV-AM, 
Williamsport,  all  Pa.;  WDEL,  Wil- 
mington,   Del.;    YORK,    York.    Pa. 

STORER  BROADCASTINC 

(5  tv,  7  am)— WAGA-TV-AM,  At- 
lanta; WJW-TV-AM,  Cleveland; 
WJBK-TVAM,  Detroit;  WGBS, 
Miami,  Fla.;  WITI-TV,  Milwaukee; 
WIBG,  Philadelphia;  WSPD-TV- 
AM,  Toledo;  WWVA,  Wheeling 


STORZ  STATIONS 

(5  am) — WHB,  Kansas  City,  Mo.; 
WQAM,  Miami;  WDGY,  Minn.- 
St.  Paul;  WTIX,  New  Orleans: 
KOMA,  Oklahoma  City 

TAFT   STATIONS 

(5  tv,  4  am)— WBRC-TV-AM,  Bir- 
mingham; WKRC-TV-AM,  Cincin- 
nati: WTVN-TV-AM,  Columbus, 
O.;  WBIR-TV-AM,  Knoxville, 
Tenn.;  WKYT  (TV),  Lexington,  Ky. 

TEXAS  STATE  NEWORK 

(2  tv,  2  am)— KFDA-TV,  Amarillo: 
KFJZ-TV-AM,  Fort  Worth-Dallas: 
KRIO,  McAllen;  all  Texas 

TIME  INC.  STATIONS 

(5  tv,  5  am)— KLZ-TV-AM,  Denver: 
WOOD-TV-AM,  Grand  Rapids; 
WFMB-TV-AM,  Indianapolis; 
WTC H-T V- A M,  Minneapolis: 
KTVT  (TV),  KDYL,  Salt  Lake 
City 

T.  C.  TINSLEY  JR.  STATIONS 

(2  tv,  2  am)— WITH-TV-AM,  Bal- 
timore; WXIX-TV,  Petersburg.  Va.; 
WLEE,  Richmond 

TRANSCONTINENT  TV 

(6   tv,    3   am)— KERO-TV,    Bakers- 
field,   Cal.;   WGR-TV-AM,   Buffalo 
WSVA-TV-AM,   Harrisonburg,  Va. 
W  ROC-TV,    Rochester,    N.    Y.; 


KFMB-TV-AM,  San  Diego;  WNEP- 
TV,  Scranton-Wilkes  Barre 

TRIANGLE  STATIONS 

(6  tv,  5  am)— WFBG-TV-AM,  Al- 
toona;  WNBF-TV-AM,  Bingham- 
ton,  N.  Y.;  KFRE-TV-AM,  Fresno; 
WLHY-TV,  Lebanon,  Pa.;  WNHC- 
TV-AM,  New  Haven;  WFIL-TV- 
AM,  Philadelphia 

UNITED  BDCSTC.  CORP. 

(6  am)— WSID,  Baltimore;  WJMO, 
Cleveland;  WARK,  Hagerstown, 
Md.;  WANT,  Richmond;  WINX, 
Rockville;  WOOK,  Washington, 
D.  C. 

WDSU   BDCSTC.  CO. 

(3  tv,  2  am)— WAFB-TV-AM,  Ba- 
ton Rouge;  WDAM-TV,  Hatties- 
burg,  Miss.;  WDSU-TV-AM,  New 
Orleans 

WESTINCHOUSE   BDCSTC. 

(5  tv,  6  am)— WJZ-TV,  Baltimore: 
WBZ  TV-AM,  Boston;  WIND,  Chi- 
cago; KYW-TV-AM,  Cleveland; 
WOWO,  Fort  Wayne;  KDKA-TV- 
AM,  Pittsburgh;  KEX,  Portland, 
Ore.;   KPIX  (TV),  San  Francisco 

WKY  TELEVISION  SYSTEM 

(3  tv,  1  am)— WSFA-TV,  Mont- 
gomery: WKY-TV-AM.  Oklahoma 
City;  WTVT  (TV),  Tampa 
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STATION   GROUPS 

{Cont'd  from  page  43) 

magazine  publishers.  Peppering  the 
broadcasting  landscape  are  such 
names  as  Time,  Scripps  Howard,  Gan- 
nett. Newhouse.  Hearst,  Cowles, 
Meredith.  Ridder.  Cox.  Knight  and  a 
host  of  others. 

The  entertainment  business  is 
prominent  in  the  field,  too.  Aside 
from  American  Broadcasting-Para- 
mount Theatres,  there  are  other 
theatre  chain  owners:  Balaban  and 
McLendon,  for  example.     A  number 


of  picture  and  tv  stars  have  wisely 
invested  their  money  in  the  business. 
Gene  Autry  has  a  nice  group  of  half 
a  dozen  stations  out  west.  Frank 
Sinatra  and  Danny  Kaye  share  the 
profits  from  three  west  coast  outlets 
comprising  the  Seattle.  Portland  and 
Spokane  Radio  group.  Bing  Crosby 
has  a  substantial  investment  in  the 
Kenyon  Brown  stations. 

The  electronics  business  is  well  rep- 
resented by  NBC  and  Westinghouse 
but  the  list  would  not  be  complete 
without  a  mention  of  the  Crosleyr 
group,  a  division  of  Avco  Manufac- 


turing. And,  on  a  lesser  level,  there's 
Sarkes  Tarzian. 

Sort  of  in  a  class  by  itself  is  RKO 
Teleradio  Pictures,  which  is  allied  to 
the  motion  picture  business  but  is 
actually  a  subsidiary  of  the  General 
Tire  Co.  Corinthian  is  owned  by  an 
investment  company  (J.  H.  Whitney 
Co.)  of  13  partners,  headed  by  senior 
partner  John  Hav  Whitney,  ambassa- 
dor to  Great  Britain,  and  seeking 
growth  opportunities;  the  president 
of  Corinthian,  Wrede  Petersmeyer,  is 
one  of  the  Whitney  partners. 

Insurance     companies     also     have 
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To  sell  Indiana, 

you  need  both 

the  2nd  and  3rd 

ranking  markets. 

NOW 
ONE    BUY 

delivers  both  — 
AT  A  10% 


YOU  NEED  TWO  TO  TUNE  UP 
sales  in  Indiana! 


In  this  rich,  diversified  interurbia,  automotive  manu- 
facturing is  only  one  of  many  reasons  for  bulging 
purses.  Fertile  farms  and  varied  business  each 
contribute  their  share.  Over  1.6  million  population — 
$2.8  billion  Effective  Buying  Income!  There  are  two 
major  markets  in  this  live  sales  sector — South  Bend- 
Elkhart  and  Fort  Wayne.  You  can  cover  both  from 
within,  with  one  combination  TV  buy,  and  save  10%! 
Add  Indianapolis  —  get  all  the  best  in  just  two  buys! 
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STUDIOS  IN  HUTCHINSON  AND  WICHITA 
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1st  Place— Oct.  '57—  Pulse 

(26  l/4   hr.   firsts) 
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(29  l/4  hr.  firsts) 

1st  Place— Oct.   58— Pulse 

(43    '/4  hr.  firsts) 
Nat'l.   Rep:    McCavren-Quinn 


their  hands  in  the  broadcasting  pie. 
There's  Jefferson  Standard  Life  In- 
surance, which  has  the  WBT  stations 
and  Nationwide  Insurance,  which 
owns  People's  Broadcasting.  Nor  can 
members  of  Congress  and  their  fami- 
lies be  left  out.  The  wife  of  Senator 
Lyndon  B.  Johnson,  Texas  Democrat 
and  majority  leader  owns  a  majority 
interest  in  tv/radio  station  pairs  in 
three  markets;  Senator  Robert  S. 
Kerr,  Oklahoma  Democrat,  is  a  prin- 
cipal in  the  Kerr-McGee  stations;  the 
Capital  Cities  stations,  in  wdiich 
Lowell  Thomas  is  a  principal  investor, 
also  numbers  among  its  investors  Leo 
W.  O'Brien  and  Dean  P.  Taylor,  both 
New  York  State  Representatives. 

What  about  group  operations?  A 
broad  look  at  this  subject  is  provided 
by  a  SPONSOR  questionnaire  sent  to 
about  50  non-network  groups.  Usable 
returns  totaled  about  22.  Those  an- 
swering represent  a  good  cross  sec- 
tion. The  answers  came  from  every 
section  of  the  country  and  covered 
every  important  type  and  size  of  sta- 
tion group. 

•  On  the  question  of  an  over-all 
broadcasting  executive,  21  of  the 
groups  said  that  they  had  one. 

•  Seventeen  of  the  22  reported 
having  a  headquarters  staff  perform- 
ing one  or  more  of  the  following 
functions:  sales  management,  pro- 
graming counsel  or  supervision,  en- 
gineering, advertising,  promotion,  re- 
search and  publicity. 

•  Regarding  the  degree  of  manage- 
ment control  over  individual  stations, 
a  basic  question  in  the  group  field, 
there  was  a  wide  variety  of  answers 
but  the  median  fell  somewhere  in  be- 
tween "moderate"  and  "substantial." 
One  group  said  it  provided  no  con- 
trol at  all;  two  said  management  con- 
trol was  rare;  eight  reported  it  was 
moderate;  one  said  it  was  moderate 
to  substantial,  seven  stated  it  was  sub- 
stantial, two  said  management  con- 
trol was  complete  in  some  areas,  one 
declared  that  it  practiced  complete 
control  over  its  stations. 

The  latter,  incidentally,  was  the 
Sinatra  -  Kaye  Seattle  -  Portland  -  Spo- 
kane group  and  the  characterization 
was  made  by  Lester  M.  Smith,  gen- 
eral manager  of  the  group.  It  may 
also  be  of  interest  to  note  that  the 
group  reporting  no  headquarters  con- 
trol at  all,  the  WKY  Television  Sys- 
tem, was  headed  until  about  a  year 
ago  by  P.  A.  I  Buddy )  Sugg,  now 
top  man  over  the  NBC  o&o's.    Sugg, 


whose  operation  at  NBC  consists 
solely  of  himself  and  two  secretaries, 
loosened  the  reins  on  NBC  stations 
when  he  came  in. 

•  Central  program  buying  or  shar- 
ing of  programing  between  sister 
stations  is  fairly  common,  the  ques- 
tionnaires showed.  Ten  groups  re- 
ported that  headquarters  commonly 
or  occasionally  bought  programing 
for  the  individual  stations.  Natural- 
ly, this  was  more  common  among  tv 
stations.  Eight  of  the  22  groups 
said  their  stations  share  locally-made 
programing. 

The  subject  of  management  con- 
trol over  stations  is  worth  further 
discussion,  since  it  bears  vitally  on 
the  nature  of  station  groups.  The 
impression  gained  in  sponsor's  study 
of  the  groups  is  that,  with  certain 
exceptions,  the  larger  groups  tend  to 
give  their  station  managers  more  lee- 
way than  the  smaller  ones.  The  NBC 
Sugg  example,  mentioned  previously, 
is  no  isolated  example.  The  recent 
appointment  of  Stephen  Riddleberger 
as  head  of  the  ABC  o&o's  represents 
the  first  time  these  stations  have  been 
organized  under  a  full-time  executive. 
Like  Sugg,  Riddleberger  is  a  one-man 
operation. 

The  CBS  setup,  which  puts  the  ra- 
dio and  tv  stations  under  separate 
chiefs,  smacks  more  of  a  staff  opera- 
tion but  the  control  exerted  is  minor. 
Craig  Lawrence,  top  man  over  CBS 
tv  stations  and  tv  spot  sales,  says, 
"We  work  with  stations,  rather  than 
decide  policy." 

C.  Wrede  Petersmeyer,  president  of 
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"Can't  I  go,  too?" 


HUSBAND:  "To  Europe?  But  this  is  business  . . . 

besides,  we're  not  that  rich!" 
WIFE:  "You  can  save  $300  on  my  ticket  if  we  fly  KLM." 
HUSBAND:  "That  so?" 

WIFE:  "And  the  same  for  each  of  the  children." 
HUSBAND:  "Sounds  good,  but  what  about .  .  ." 
WIFE:  "And  we  can  see  lots  of  cities  over  there  —  free!" 
HUSBAND:   "Mmmmm  . . ." 

P.S.  She  went.  First  Class,  too.  Why  don't  you  find  out  all  about  KLM  family 
fares  to  Europe  —  including  the  substantial  Economy  Class  savings?  Remember, 
KLM  features  non-stop  DC-7C  service  from  New  York,  one  stop  from  Houston. 

KLM  Royal  Dutch  Airlines,  430  Park  Avenue,  New  York  22,  N.  Y. 
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Corinthian,  has  a  staff  working  with 
him.  but,  as  the  name  "staff"  sug- 
gests, there  is  no  line  of  authority 
running  from  staff  personnel  to  the 
stations.  All  authority  is  funneled 
through  Petersmeyer,  to  whom  each 
station  is  responsible. 

In  answering  its  questionnaire  to 
sponsor,  Time,  Inc.,  characterized  its 
control  over  stations  as  moderate  to 
substantial.  Exactly  what  these  words 
mean,  however,  is  given  in  more  de- 
tail by  testimony  before  the  FCC  last 


year  by  Weston  C.  Pullen,  Jr.,  Time, 
Inc.,  v.p.  for  broadcasting.  He  said: 
"The  local  (station)  manager  is 
given  almost  complete  autonomy  in 
the  conduct  of  his  day-to-day  broad- 
cast affairs,  subject,  of  course,  to  the 
policies  and  directives  of  his  board. 
(Ed.  note:  The  boards  of  all  the 
broadcasting  subsidiaries  consist  of 
top  Time,  Inc.,  executives.)  Just  as 
in  other  divisions  of  the  company, 
the  corporate  services  of  the  New 
York  parent  are  available  to  the  local 
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manager.  This  includes  legal  and  ac- 
counting services,  budgeting  and  oth- 
er management  practices,  engineer- 
ing consultants,  etc.  The  local  man- 
ager reports  to  me  on  a  current  basis 
.  .  .  and  I,  in  turn,  report  perform- 
ances of  the  individual  operations  to 
Mr.  Larsen  (Roy  E.  Larsen,  board 
chairman,  Time,  Inc.).  Our  broad- 
casting operation  in  New  York  con- 
sists of  four  people,  myself,  my  as- 
sistant and  our  two  secretaries.  We 
maintain  no  New  York  sales  organi- 
zation. .  .  .  From  time  to  time,  New 
York  has  provided  programing  sug- 
gestions and  advice." 

Though  Pullens  organization  in 
New  York  has  been  increased  by  one 
in  the  form  of  a  business  manager 
since  the  testimony  was  made,  head- 
quarters still  rates  as  a  small  opera- 
tion compared  to,  say,  the  staff  nec- 
essary to  run  one  major  station. 

It  must  be  kept  in  mind,  of  course, 
that  any  group  comments  about  the 
nature  of  control  over  stations  are 
made  against  a  backdrop  of  FCC 
preferences  for  broadcasters  with  lo- 
cal identification.  Group  broadcast- 
ers, who  have  to  go  before  the  FCC 
in  buying  new  stations,  studiously 
try  to  avoid  the  stigma  of  absentee 
ownership.  Even  so,  local  autonomy 
makes  a  lot  of  sense. 

"No  central  organization  can  do  a 
good  job  in  broadcasting  by  remote 
control,"  said  Donald  McGannon, 
president  of  Westinghouse  Broadcast- 
ing Co..  probably  the  largest  of  the 
non-network  groups. 

"Each   market  represents  an   indi- 
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Everybody  in 
Big  Aggie  Land 
knows 
Wynn 
Hubler 
Speece 


♦iiV 


Wynn  is  WNAX-570's  Neighbor  Lady     Aggie  Land  with  her  Neighbor  Lady     609,590  radio  homes.  Spendable  income 


and  her  program  is  "must  listening"  for 
housewives  throughout  WNAX-570's  5- 
state,  175-countv  coverage  area. 

During  her  18  years  on  WNAX-570, 
Wvnn  has  received  more  than  2, 000, 000 
letters  from  her  listeners.  She  has  trav- 
eled   the    length    and    breadth    of    Big 


Kitchen    Karavan.    She   knows   her 
dience.  They  know  and  trust  her. 

The  loyalties  built  up  over  the  years 
by  Wynn  and  other  WNAX-570  person- 
alities mean  just  one  thing  to  adver- 
tisers —  sales.  In  the  Big  Aggie  Land 
market  there  are  2,231,800  people  and 


is  over  3  billion  dollars.  WNAX-570  de- 
livers 66.4%  share  of  audience  in  this 
market. 

To  sell  your  product  in  the  nation's 
4 1st  market  —  sell  on  the  most  trusted 
voice  in   Big  Aggie  Land.  WNAX-570. 


f,  WNAX-570  CBS  RADIO 


PROGRAMMING  FOR  ADULTS  OF  ALL  AGES 

PEOPLES   BROADCASTING   CORPORATION 

Yankton,  South  Dakota  Sioux  City,  Iowa 


■  I0IOC1STINC    COHPOXTiON 


WGAR. 

WRFD.  11 
WTTM.  I 
WMMN.  ( 


CI. 


•land,  Ohio 

Ih.ngton     Ohio 

Ian    KM  Jartay 


WNAX.     Yonkron.  Sawlh  Dohela 
KVTV.        S.ou.  C.l,    I... 
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DYNAMIC 


KXOA 


is   THE    LEADER    in 


DYNAMIC 


SACRAMENTO 

J$t  Place— Pulse  Oct.  '58 

(Last  Metro) 

1st  Concerted  Local  News 
1st  Top  Personalities 
1st  Regular  Editorials 
1st  Daily  Stereophonic 
1st  Family  Fun-tests 

KXOA 

BEST  SELLS  SACRAMENTO 

Retail  Sales  229%  over 

Natl.  Avg.,  192%  over 

Calif.  Avg. 

Nat'l.   Rep:    McCavren-Quinn 


J  ustj  like  yieujToYL 
crncL  the  Apple  .  .  . 


v  1   *tJ</ 


people 

REACT 

to  the 

voice  and  vision 

of   NBC  in 

South   Bend  -  Elkhart 

call   Petry  today! 

'If 

CHANNEL  16 

BERNIE    BARTH    &   TOM    HAMILTON 


VVIII        I     CM    ]T        IVUU   J   i 

WNDU-TV 


vidual  problem  and  the  station  oper- 
ator has  to  be  on  hand.  A  feeling 
for  the  market  is  important  in  broad- 
casting." McGannon  said. 

Why,  then,  a  corporate  staff  at  all? 
WBC  has  a  dozen  management  people 
at  New  York  headquarters. 

'"Everybody  is  fallible.  A  single 
person  is  more  apt  to  make  mistakes," 
McGannon  declared.  "A  station  man- 
ager can  take  too  long  to  yank  a 
show.  But  we  don't  order  anybody 
around.  It's  bad  management  prac- 
tice to  order  people  around.  We  sell 
rather  than  tell." 

WBC's  selling  function  is  done  by 
means  of  frequent  contacts  between 
headquarters  and  station  personnel. 
There  is  a  heavy  schedule  of  meetings 
among  Westinghouse  station  execu- 
tives and  WBC  personnel  plus  a  lot 
of  traveling  to  and  from  New  York  by 
both  station  and  WBC  people.  Some- 
times McGannon  wonders  whether 
the  frequent  contacts  are  overdone 
but  has  concluded  that  "it  seems 
valid.  Id  rather  overdo  it  than 
underdo  it  and  I  wouldn't  say  it's 
contradictory  with  the  spirit  of  local 
autonomy." 

Most  major  groups  try  for  the 
cross-fertilization  of  ideas  that  comes 
from  contacts  between  station  people, 
although  Westinghouse  people  prob- 
ably spend  more  time  per  capita 
traveling  than  any  other  group. 

The  purpose  of  contacts,  of  course, 
is  more  than  a  matter  of  checking 
operations.  To  many  groups  it  repre- 
sents a  way  of  getting  the  jump  on 
their  competitors.  While  some  groups 
do  not  feel  that  group  ownership  per 
se  provides  better  service — and  they 
say  so — most  of  the  major  groups 
contend  they  offer  more  to  their  audi- 
ences (and  owners)  than  singly- 
owned  stations. 

Transcontient  Tv  sums  up  this 
point  of  view  as  follows: 

1 )  Group  ownership  stations  are 
usually  well  managed  and  operated, 
with  station  managers  profiting  by 
the  experiences  of  other  managers. 

2 1  A  constant  interchange  of  new 
information,  ideas  and  techniques 
usually  results  in  better,  more  diversi- 
fied programing  for  each  station. 

3 1  Exchange  of  engineering  and 
technical  information  can  often  solve 
operations  problems  faster  and  more 
effectively  resulting  in  the  best  possi- 
ble reception  for  viewers  and  listeners. 

4)  There  is  more  opportunity  in 
a   group   ownership   to   develop   and 


train  competent  broadcasting  person- 
nel in  necessary  background. 

Group  owners  also  make  the  point 
that  their  larger  financial  resources 
allow  them  to  do  things  that  other 
broadcasters  can't,  such  as  extensive 
research  services,  greater  news  cover- 
age and  major  public  service  pro- 
graming series.  ^ 


We  subscribe . . . 


KCBS 

San  Francisco 

One  of  the  seven 

great  CBS-Owned 

Radio  Stations 


Things  you  should  know 
about 

KMSO 

•  191,000  WATTS  POWER 

*  CBS,  ABC,  NBC  PROGRAMS 

*  SINGLE  STATION  MARKET 

*  45,000  TV  FAMILIES 

*  LESS  THAN  152  PER  M 

*  SUPER  SHOWMANSHIP 

•  SUPER  SALESMANSHIP 

•  SUPER  CRAFTSMANSHIP 

.  .  .  and  now  that  you  know 
CALL   OR   WRITE 

CILL-PERNA— OR 
KMSO  channel   13 

MISSOULA,   MONTANA 
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buy  St  Louis 
a  la  card* 


*KTVI  RATE  CARD... 

your  lowest  cost  per  thousand 

TV  buy  in  St.  Louis 
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says  Charles  Keys,  General  Manager 

KOCO-TV 

OKLAHOMA  CITY 

Socko  — Popeye  wins  again!  One 
Popeye  hour  couldn't  satisfy  all 
the  sponsors  for  KOCO-TV  so  they 
had  toscheduleasecond  one !  Here's 
the  record-breaking,  money-mak- 
ing story  from  Charles  Keys: 

"Clients  love  Popeye  even  more 
than  kids.  Phenomenal  Popeye 
sell-out  necessitates  scheduling 
additional  Popeye  Hour  Saturdays 
11  to  12  a.m.  Regular  Popeye 
Theatre  Monday  thru  Friday  6  to 
6:30  p.m.  scored  whopping  25.0 
Nov.  —  Dec.  four  week  Nielsen." 

Popeye  has  been  piling  up  sponsors 
and  top  rating  scores  for  years.  Kids 
never  tire  of  him.  And  sponsors 
are  enthusiastic  about  the  recep- 
tion he  builds  for  their  products. 
Popeye  is  whaling  the  tar  out  of 
competition  for  KOCO-TV.  Want 
a  share  of  the  spinach?  Write  or 
phone: 

u.ci.a. 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  7-8553 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-5886 
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Tv  and  radio 
NEWSMAKERS 


Robert  E.  Britron,  v. p.  at  McManus,  John 
&  Adams,  has  been  named  executive  direc- 
tor of  the  newly-created  marketing-media- 
research  department,  headquartering  in 
Bloomfield  Hills,  Mich.  Britton,  who  came 
to  MJ&A  a  year  ago  from  General  Mills, 
will  function  in  a  supervisory  relationship 
to  similar  departments  in  other  MJ&A 
offices.  Henry  Halpern,  N.Y.  v.p.,  becomes 
dir.  of  the  dept.  for  all  N.Y. -based  accounts;  Charles  Campbell  be- 
comes media  dir. -consumer  products  and  supvr.  of  broadcast  media. 

Jack  Sandler,  general  manager  of  WQAM, 
Miami,  has  been  appointed  a  vice  president 
of  the  Storz  Stations  group.  His  associ- 
ation with  Storz  dates  back  to  1949,  when 
he  was  salesman-sports  announcer  on 
KOWH.  Omaha.  After  its  takeover  by  the 
group,  Sandler  worked  his  way  up  to  the 
sales  manager's  chair.  In  1956,  when 
Storz  purchased  WQAM,  Sandler  was 
named  general  manager  and  also  acted  in  the  additional  duel  capacity 
of  national  and  local  sales  manager.  He  will  continue  in  this  capacity. 

Charles  E.  Bell  has  been  appointed  to  the 
newly-created  position  of  executive  v.p.  for 
WSAV-AM  &  TV,  Savannah.  He  comes  to 
the  station  from  WSPA-AM  &  TV,  Spartan- 
burg-Greenville, S.  C,  where  he  served  as 
general  sales  manager  since  1956.  Follow- 
ing a  10-year  career  in  radio,  Bell  entered 
tv  in  1949  as  director  of  tv  for  WBTV, 
Charlotte.  In  1953,  he  was  appointed  South- 
eastern sales  manager  of  Du  Mont  Tv  Labs.  Bell  also  inaugurated 
and  served  as  general  manager  of  WAPA-TV,  San  Juan,  Puerto  Rico. 

Jack  Mohler  has  been  appointed  Eastern 
Sales  Mgr.  of  Television  Advertising  Repre- 
sentatives, Inc.  according  to  an  announce- 
ment by  Larry  H.  Israel,  gen.  mgr.  of 
TvAR.  Mohler  entered  broadcasting  in  1941 
after  graduation  from  Princeton.  His  first 
position  was  as  a  research  and  promotion 
asst.  at  WOR,  New  York.  Taking  time  out 
for  active  service  in  the  Army,  Mohler  re- 
turned to  WOR  in  1953  as  an  a.e.  and  asst.  sales  mgr.  He  joined 
CBS  Television  Spot  Sales  as  dir.  of  sales  div.  in  1953  remaining 
until  1957  when  he  joined  Blair-TV. 
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OCAL  ADVERTISERS  KNOW  THE  SCORE 


n  St.  Louis 


11/ 1 L  Has  More 
.ocal  Advertising 
[fian  Any  TWO 
Stations  Combined! 


NEWSMAKER    STATION    OF    THE    WEEK 


BUY  Radio   when  you  buy  media  WIL 

BUY  Baiaban  when  you  buy  radio  *ggx  r#f£      BALABAN      STATIONS 

BUY   WIL    When  you  buy  St   Louis  ^JJJ  John   F.  Box.  Jr..  Managing   D. rector 

and  you  BUY  the  people  who  BUY  Milwaukee  Sold  Nationally  by  Robert  E.  Eastman 


In   tempo    with   the   times 


LIKE  RATES  FOR  LIKE  SERVICES 


SPONSOR 


George  Burbach,  Tv  Pioneer 

Shortly  after  World  War  II,  George  Burbach,  General 
Manager  of  KSD  St.  Louis  and  a  member  of  the  board  of  the 
Pulitzer  Publishing  Co.,  urged  his  newspaper  to  establish  the 
first  post-war  television  stations  in  the  United  States.  When 
members  of  the  board  demurred,  George  risked  his  lifetime 
security  and  prestige  by  stating  that  he  would  resign  if  such 
a  station  were  not  eminently  successful. 

He  got  the  station. 

Several  years  later  sponsor  published  an  editorial  titled 
"Mr.  Television."  We  referred  to  George  Burbach,  a  gentle- 
man of  conviction  and  high  purpose. 

On  1  January  1958  George  retired.  Word  has  recently 
been  received  that  late  in  February  he  passed  on  in  Florida. 

It's  often  said  that  television  is  a  young  man's  business. 
George  was  an  older  man  with  young  ideas.  Pioneering  and 
progress  know  no  age.  Tv  pioneers  like  George  Burbach 
cannot  be  forgotten. 

Without  Fanfare 

The  Association  of  Maximum  Service  Telecasters,  Inc. 
commonly  referred  to  as  MST,  seldom  hits  the  front  pages. 

This  association  of  116  television  stations  operates  without 
fanfare  under  the  direction  of  Lester  Lindow,  a  respected 
broadcaster.  Its  directors  include  the  cream  of  our  indus- 
try. Any  television  station  that  operates  with  maximum  power 
is  eligible. 

Recently  MST  released  its  second  annual  report.  Between 
the  technical  lines  one  reads  of  proposals,  activity,  and  ac- 
complishments of  maximum  importance  to  all  tv  broadcasters 
and  their  sponsors.  For  example,  its  role  in  working  with 
TASO  (Television  Allocations  Study  Organization);  opposi- 
tion to  degrade  mileage  separations  between  tv  stations;  and 
participation  in  a  number  of  FCC  rule  making  proceedings. 

MST  is  an  active,  fruitful  organization  that  contributes 
generously  to  the  industry  good.  We  may  not  agree  with 
everything  they  do  but  we  heartily  applaud  their  intent  and 
accomplishment.  If  yours  is  an  eligible  tv  station.  MST 
deserves  your  support. 


THIS  WE  FIGHT  FOR:  Easier  methods  of 
selling,  buying,  and  coordination  of  both  radio 
and  television  spot  campaigns  by  the  elimina- 
tion of  needless  time-consuming  paper  work. 


lO-SECOND  SPOTS 

CD:  In  New  York,  WINS  and  the 
Salvation  Army  sent  the  radio  sta- 
tion's disaster  feeding  unit  to  BBDO. 
Y&R  and  other  agencies,  dispensed 
hot  soup  in  a  lunch-time  "bomb  test" 
to  account  execs  and  timebuyers. 
Must  have  been  a  sad  day  for  the 
martini  crowd. 

Switch:  From  a  news  release — 
"Richard  Reinauer,  Assistant  Direc- 
tor of  Film  Production,  Foote,  Cone 
&  Belding  Advertising  Agency,  has 
been  appointed  to  head  a  newly- 
created  Radio-Television  and  Motion 
Picture  section  at  the  American  Med- 
ical Assn."  With  politics  hiring  ex- 
perts to  coach  them  in  camera  com- 
portment, why  not  the  medicos? 

Arf:  Laurese  Byrd  Gordon,  promo- 
tion director  for  WTOP  Radio,  Wash- 
ington, D.  C,  shows  dogs  in  her  spare 
time,  has  a  kennel  of  eight  registered 
miniature  schnauzers.  The  earliest- 
rising  one  that  wakes  her  each  morn- 
ing is  named  Dee-Jay.  A  real  "morn- 
ing man!" 

Blimey!  From  The  New  York  Times 
—"LONDON,  Feb.  24  ...  A  Labor 
member  introduced  a  bill  to  curb 
what  he  called  'one  of  the  nastiest 
imports  from  the  United  States' — the 
interruption  of  television  programs 
for  commercials.  .  .  .  (He)  said  a 
Western  film,  portraying  an  attack 
by  Indians  had  been  interrupted  by 
an  advertisement  for  scalp  lotion." 
Nothing  like  scalp  lotion  after  an 
Indian  raid. 

Allied  arts:  The  burlesque  stripper 
was  having  trouble  undoing  her  zip- 
pers. "She's  all  thumbs,"  said  the 
drummer  in  the  pit  to  the  pianist.  Re- 
plied the  pianist.  "We'll  soon  see." — 
Phil  Stone.  CHUM,  Toronto. 

Lincolnana:  Start  of  a  press  release 
from  WOWO  Radio,  WBC  station  in 
Ft.  Wayne.  Ind. — 
"In  collaboration  with  Bessie  K. 
Roberts,  a  member  of  Indiana's  Lin- 
coln Sesqui-Centennial  Commission, 
WOWO  has  recorded  the  onlv  official 
eulogy  in  honor  of  Abraham  Lincoln 
made  by  the  state  of  Indiana  in 
June  1865  in  the  Indiana  Supreme 
Court."  Must  have  been  recorded  on 
a  time  machine. 

Retort:  Shaggy  answer  to  Schaefer 
Beer  commercial  copy,  "What  do  you 
hear  in  the  best  of  circles?"  "Gossip." 


"Nothing  endures  but  personal  qualities." 

These  words  from  the  pen  of  Walt  Whitman 
account  for  the  great  music  which  has  endured 
the  years.  Each  composition  reflects  the 
personal  qualities  of  its  composer.  This  same 
reflection  could  easily  be  applied  to  quality  radio 
and  television  stations  of  today . . .  the  dedicated 
efforts  of  those  behind  the  scenes  to  constantly 
build  and  maintain  a  quality  image. 
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BROADCAST    SERVICES    OF    THE    DALLAS    MORNING    NEWS 


EDWARD    PETRY   A    COMPANY,    NATIONAL    REPRESENTATIVES 
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WINS 


/eaefa  in  advertiser  acceptance — billing  50%  above  1957. 


WIIH^    leads  in  audience  acceptance.     Delivers  more  adult  listeners 
per  dollar  than  any  other  station. 

WwllX^     leads  in   balanced   programming  —  news  —  music  —  sports  — 
special  events  —  community  service. 

WINS    •   RADIO  CIRCLE     •   NEW  YORK     •  JUDSON  2-70 

"NEW  YORK'S  MOST  IMPORTANT  STATION" 

Elroy  McCaw,  President  •   H.  G.    (Jock)  Fearnhead,  V.P.  and  General  Manager    •    Jack  Kelly,  Sales  Manager 

Represented  by  The  Katz  Agency,  Inc. 


In  Los  Angeles  it's  KDAY  A'OJJ'  50,000  watts 


21  MARCH   1»S* 
40» • copy  %  *S  • ymmr 


OR 


THE   WEEKLY    MAGAZINE  TV/RADIO   ADVERTISERS    USE 


I—     >     30 


IfVITITV 


CHANNEL  6 


Mow  iom  can  combine  the  complete 
coverage  of  WITl  TV  with  po*»ffui 
CBS  programming  lose! 
Greats'  Milwaakee  mrl 
Storer  management  mil  .• 
ntv  o(  operation,  and  clov 
tionmth  the  community 
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Represented  njii. 

BLAIR 

TELEVISION  ASSOCIATES 


COMMERCIALS 
MAKERS  GET 
READY  FOR  TAPE 

Expanding  t\  lape  mar- 
ket sets  off  merger  flur- 
ry among  the  produc- 
ers of  t\   commercials 

Page  31 

1959  Baseball  - 
air  media's 
$26  million  catch 

Page   34 

ABC  plays  to 
win  in  television 
chess  game 

Page   38 

The  top  10  in 
spot  television 
spending 

Page  42 


IN    INLAND   CALIFORNIA  iand  western  nevadai 

BEELINE 

RADIO 


The  lure  of  the  West  continues. 
Throughout  Inland  California,  popu- 
lation figures  climb  steadily  to  make 
it  one  of  the  fastest  growing  areas  in 
the  nation.  For  example,  Sacramento 
county's  population  is  up  63%  since 
1950  while  retail  sales  in  1958  were 
92.5%  higher  than  in  1950.  Impressive 
gains  were  also  scored  in  other  Bee- 
line  areas.  All  over  this  booming  area, 
purchasers  of  homes,  furniture,  autos, 
appliances  and  all  the  necessities  of 
life  are  listening  by  the  hundreds  of 
thousands  to  Beeline  radio. 

As  a  group  The  Beeline  stations  give 
you  more  radio  homes  than  any  com- 
bination of  competitors  ...  at  by  far 
the  lowest  cost  per  thousand. 


/UcCkutclof 


KOH  o  ■ 

KFBK  *  SACRamSNIO 

KBEE  °  "odes 
KM  J  o 


SACRAMENTO,  CALIFORNIA 

PAUL  H.   RAYMER  CO. 
NATIONAL  REPRESENTATIVE 


• 


New  home  construction  in  Sacramento  county.  The  valuation  of  construction  in  Sacramento  county  in  '58  was  98.7%  more  than  in  1950. 


WHO 

WINS... 

YOU, 

OR 

THE 

ICE 

BOX? 


"And  now  a  word  from  our  sponsor "  All  too  often,  this  is  the  cue  for  the  viewing  public 

to  get  up  and  go  out  to  the  ice  box If  that  happens  to  you,  you're  out  in  the  cold  .  .  .  no 

matter  how  big  your  star,  or  lush  your  audience  rating.  ...  To  make  those  precious  three 
minutes  produce  a  profit  is  the  main  reason  we're  in  broadcasting.  N.  W.  AYER  &  SON,  INC. 


The  commercial  is  the  payoff 


SPONSOR 


21    MARCH     1959 


c    I  ol.  13,  .Vo.  12     •       21   March   1959 

THE    WEEKLY    MAGAZINE    TV/RADIO    ADVERTISERS    USE 


DIGEST  OF  ARTICLES 


Commercial  makers  mobilize  for  video  rape 

31     Merger  flurry  in  tv  commercial  field  has  creative  and  financing  people 
pooling  assets   to  form   new   combinations  meeting   tape's   special   needs 

Baseball's  $26  million  grand  slam 

34    As    costs    level    off,    biggest    sponsorship    ever    is    attracted    to    baseball 
this  season  with  new  products,  appeals   aiming  at   diversified   audience 

How  ABC  plays  winning  tv  chess 

38    Is   programing   changing   concept   of   "selling"   tv?     This   is   a   question 
raised    by    ABC's    remarkable    rise,    $28    million    net    gain    over    1957 

The  class  sell  in  a  mass  medium 

40  Hamilton   Watch  returns   to   radio   after   three  years,  slots  commercials 
in    50    cities    in    spring,    fall    promotion    cycles    to    hypo    market    share 

Parti-Day  goal  reached 

41  Dessert    topping    nears    sales    target    of    10,000    cases    half-way    through 
second    13-week   cycle.     If   sales   trend    continues,    total    will    be    13,000 

Spot  tv's  million  dollar  brands 

42  The  top  10  advertisers  in  the  medium  accounted  for  39  of  them  in  1958. 
compared  with  31  in  1957,  says  latest  TvB  data  on  gross  time  spending 

Day,  night  net  tv  gain — billings  equal 

43  TvB's  1958  net  tv  wrap-up  shows  day  and  night  tv  billings  increased  at 
same  rate.   List  of  top  100  net  clients  shown,  plus  latest  tv  Comparagraph 

sponsor  asks:    Why  the  upsurge  in   local  radio? 

52    With   local   advertisers   making   up   a   substantial   part   of   today's   radio 
billings    and    national    spot    stagnant,    five    radio    men    analyze    situation 
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ula  for  the  Rebirth  of  a  TV  Station: 


THE  NEW 

WKTV 

UTICAROME 

CHANNEL  2 


Take  an  excellent  established  facility  — 
WKTV  UTICAROME  - 

since  1949  the  only  station  serving 

Utica-Rome,  the  nation's  76th  metropolitan 

market.  Tastefully  blend  in  the 

programming  of  all  three  networks. 

Switch  the  frequency  from  channel  13 

to  channel  2.  Place  under  vigorous, 

experienced  new  ownership  and  management. 


Then  add  the  sales  catalyst  —  announce  the 

appointment  of  H-R  TELEVISION,  INC.,  as 

national  representatives,  effective  immediately. 

The  result?  The  rebirth  of  WKTV, 

dedicated  to  giving  advertisers  unprecedented 

sales  results  in  the  prosperous, 

burgeoning  Mohawk  Valley. 

H-R  also  represents  WKAL,  Rome-Utica. 

Paul  F.  Harron,  chairman 

Gordon  Gray,  president  &  general  manager 
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Famous  on  the  local  scene . . . 


WIBG  (First  Place)  -"PATRIOTIC  CONTESTS" 
WJW-TV  AND  RADIO  -"JUNIOR  OLYMPICS" 
WJBK  -"COLLEGE  CAMPUS  PROGRAM" 
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honored  throughout  the  nation 


Being  awarded  four  1958  George  Wash- 
ington Honor  Medals  by  the  Freedoms 
Foundation  at  Valley  Forge  indicates 
the  outstanding  position  Storer  stations 
have  attained  through  public  service  in 
their  communities,  even  in  America's 
greatest  markets. 


o 


&0Afic 


We  are  happy  to  acknowledge  the  fact  that 
the  Freedoms  Foundation  has  recognized 
the  achievements  of  WIBG  in  Philadel- 
phia, WJW-TV  and  Radio  in  Cleveland, 
WJBK  in  Detroit  and,  at  the  same  time, 
Storer  Broadcasting  Company's  national 
advertising  for  the  fourth  consecutive  year. 


[  ^  I  Storer  Broadcasting  Comparxjr 


WSPD-TV     WJW-TV     WJBK-TV     WAGA-TV     WITI-TV 


Toledo 


Cleveland 


Atlanta 


Milwaukee 


Detroit 

WIBG 

Philadelphia 

National  Sales  Office:  625  Madison  Ave.,  N.Y.  22,  PLaza  1-3940  •  230  N.  Michigan  Ave.,  Chicago.  FRanklm  2-6498 
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Toledo 


WJW 

Cleveland 


WJBK 

Detroit 
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Wheeling 


WAGA 

Atlanta 


WGBS 

Miami 
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Commercials  are 
a  Part  of  Our 
Programming  •  .  . 


Not  an 
Interruption 
of   It,"  says 


Rick    Stevens 
Program  Director 

WPDQ 
Jacksonville,  Fla. 


Each  commercial  on  WPDQ  is  a  vital,  in- 
tegral part  of  our  programming.  Through 
distinctive  production  techniques,  tied 
closely  to  an  original  operating  format, 
our  commercials  are  spotlighted  without 
being  forced  —  emphasized  without  be- 
coming objectionable.  We  consider  well 
produced  commercial  content  a  strong 
contributing    force    to    actual    audience. 

This  commercial  treatment  together  with 
entertaining  but  accurate  weather  reports, 
5-minute  hourly  newscasts,  frequent  spe- 
cial reports,  local  remote  news  pick-ups, 
nation-wide  live  spot  news  coverage,  and, 
above  all,  a  balanced  plan  of  music,  give 
WPDQ's  listeners  a  feeling  of  excitement— 
of  being  in  tune  with  the  town.  It  keeps 
our  listeners  alert  and  reluctant  to  tune 
away. 

Here  at  WPDQ  commercials  are  handled  by 
mature,  experienced  announcer-producers 
who  are  citizens  of  stature— active  in  civic 
affairs.  Most  important  —  they  are  pro- 
fessionals who  know  commercials  are  an 
important  part  of  their  job.  That's  why, 
in  the  programming  department  we  say— 
"Commercials  are  a  part  of  our  pro- 
gramming,   not   an    interruption    of    it". 


Represented    by 
Venard,    Rintoul    and    McConnell 
James  S.  Ayers,  Southeast 


5000   Watts 


600   KC 


WPDQ 

Robert  R.   Feagin,  Pres.  &  Gen'l.  Mgr. 

Where  alert  listeners  tune  by  choice, 
not  by  chance  .... 


NEWSMAKER 
of  the  week 


Charges  of  mediocrity  in  television  were  met  head-on  by 
NAB  convention  keynoter  Robert  W.  Sarnoff.  The  NBC 
board  chairman  called  for  an  independent  survey  of 
public  attitudes  toward  tv  and  urged  broadcasters  to  use 
their  own  medium  in  creating  a  wider  understanding  of  it. 

The  newsmaker:  If  a  prize  were  given  to  the  most  vocal 
defender  of  tv  in  recent  years  Robert  W.  Sarnoff  would  come  close 
to  copping  it.  During  the  three  years  covering  his  tenure  as  presi- 
dent and,  later,  chairman  of  the  board  at  NBC,  Sarnoff  has  taken  up 
the  cudgels  on  at  least  a  dozen  specific  occasions.  This  includes  his 
well  circulated  and  well  received  letters  to  tv  editors. 

Though  Sarnoff  is  voluble  on  the  subject,  his  listeners  or  readers 
leave  with  the  impression  of  a  man  of  logic.  His  NAB  speech  was  no 
exception.  Though  he  pulled  no 
punches  in  declaring  the  attack  of 
the  intellectuals  on  tv  was  no 
more  than  a  personnal  bias  against 
public  taste  by  a  small  minority, 
he  declined  to  engage  in  a  spirited 
riposte    directed    at   the   egghead. 

Instead,  Sarnoff  came  up  with 
three  new  proposals — and  even 
here  "without  presuming  to  sug- 
gest methods  or  mechanics." 

First,  Sarnoff  said,  broadcasters 
should  consider  commissioning  an  Robert  W.  Sarnoff 

"independent"  survey  of  public  attitudes  toward  tv.  Second,  they 
should  consider  "the  most  effective  methods  of  using  our  own  fa- 
cilities to  create  wider  understanding  of  our  medium."  Third,  he 
called    for    an    organization    to    guide   this    information    campaign. 

Sarnoff  suggested  this  group  might  operate  within  the  NAB  frame- 
work but  independently  financed  and  staffed  so  as  to  attract  financial 
support  from  all  those  with  a  stake  in  the  medium.  "Among  them  are 
talent  agencies,  film  producers  and  syndicators — since  they,  too, 
are  being  pinned  with  the  donkey's  tail  of  mediocrity." 

A  five-point  credo  earlier  in  the  speech  offered  broadcasters  some 
points  to  unite  on  without  presuming  to  tell  the  proposed  informa- 
tion group  what  to  say. 

The  five  points:  (1)  Broadcasting  serves  the  public  interest  best 
through  satisfying  the  majority.  (2)  Programing  for  minority  tastes 
is  secondary,  though  it  offers  the  majority  "continuing  opportunity 
to  absorb  new  interests."  (3)  By  thus  serving  the  public  interest, 
broadcasting  also  serves  the  advertiser.  (4)  Broadcasting  can  do  its 
job  best  through  competition  and  without  government  regulation. 
(5)  The  air  media  are  entitled  "to  the  standing  and  privileges  of 
other  free  communication  media."  ^ 
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They  buy  as  a  family . . . 


because  they  were  sold  as  a  family . . . 


by  their  local  Meredith  station! 


r 


KANSAS    CITY 

KCAAO 

KCAAO-TV 

The    Katz    Agency 

SYRACUSE 

WHEN 

WHEN-TV 

The    Katz    Agency 

PHOENIX 

KPHO 

KPHO-TV 

The     Katz    Agency 

OMAHA 

WOW 

WOW-TV 

John  Blair  &  Co.  -  Blair-TV 

TULSA 

KRAAG 

John    Blair  &  Co. 

Meredith   Stations 

Are 

Affili 

ated 

With    BETTER 

HOMES  and  GARDENS  ar 

id  SUCCESSFUL  FARMING  Magazines 
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*NTI,  October  1958 -February  I,  1959 
"February  I,  1959 


The  current  television  season  is  now  at  a  point  where  the 
long-term  achievements  of  the  networks  can  be  objectively 
measured  and  clearly  identified. 

In  terms  of  the  criteria  that  are  most  meaningful  to  advertisers 
and  their  agencies  — size  of  audience  and  cost  per  thousand  - 
this*  is  the  CBS  Television  Network  in  March  1959: 

It  has  the  largest  average  nighttime  audience  of  any  network. 
(lJf.%  bigger  than  the  second  network,  27%  bigger  than  the  third) 

It  has  the  largest  average  daytime  audience  of  any  network. 
(8%  bigger  than  the  second,  97%  bigger  tlian  the  third) 

It  has  as  many  of  the  top  ten  programs  and  as  many  of 

the  top  forty  programs  as  the  other  two  networks  combined. 


(5  of  the  top  10,  20  of  the  top  W 


It  has  the  largest  audiences  in  more  nighttime  half-hour  periods 
than  the  other  two  networks  combined. 

It  has  the  largest  audiences  in  more  daytime  quarter-hour 

periods  than  any  other  network. 

It  has  the  lowest  average  cost  per  thousand  for  all  nighttime 

programs.  (3%  lower  than  the  next  network) 

It  has  the  lowest  average  cost  per  thousand  for  all  daytime 
programs.  (12%  lower  than  the  next  network) 

It  is  also  significant  that  the  latest  Nielsen  report**  continues 
to  identify  the  CBS  Television  Network  with  the  largest 
average  audiences,  day  and  night,  in  all  television. 

This  kind  of  identification  perhaps  explains  why  so  many 
advertisers  are  crystallizing  their  program  decisions  earlier 
than  ever  before  and  are  turning  again  to  the  world's  largest 
single  advertising  medium.  THE  CBS  TELEVISION  NETWORK 


by  Joe  Csida 


Sponsor 


Tv's  new  faces,  new  formats  for  fall 

For  lo,  these  many  years  I've  sat  in  this  figura- 
tive radio/tv  press  box,  and  in  a  manner  most 
unbecoming  to  a  professional  newspaper  man, 
have  rooted  like  a  high  school  youth  for  the 
success  of  virtually  every  new  program  and 
batch  of  programs  introduced  each  semester.  I've 
panned  some,  sure.  But  always  with  regrets. 
There  was,  and  always  is,  far  more  joy  in  writing 
the  raves  about  the  good  ones. 

I  still  root.  I  root  right  now  for  the  success  of  Louis  Cowans 
brave  new  try  with  the  hour-long  CBS  TV  daytime  series  called 
Woman!  This  one  starts  in  mid-May  with  an  expensive  and  serious 
production  dealing  with  the  big  and  steady  increase  in  teen-age 
marriages. 

I  root,  too,  for  the  new  ABC  TV  fall  lineup,  as  it  was  announced 
last  week  at  the  Waldorf.  Some  of  these  look  like  cinch  winners. 
I  don't  see,  for  example,  how  Dick  Clark's  new  World  of  Talent 
panel  show  can  miss.  Clark  has  long  since  proved  himself  one  of 
the  most  personable  artists  in  the  medium,  as  well  as  one  of  its  all- 
time  great  salesmen. 

I  think  he'll  prove  his  power  to  work  to  and  with  grown-up  audi- 
ences, once  and  for  all,  with  this  new  stanza.  Keenan  Wynn  in  The 
Troubleshooters  series  should  do  well,  too,  as  should  The  Alaskans, 
Robert  Taylor's  The  Detectives,  Robert  Middleton's  The  Fat  Man 
and  the  New  Orleans  crime  series  Bourbon  Street  Beat. 

Give  the  local  boys  a  hand,  too! 

ABC  TV  is  introducing  a  relatively  new  performer  who  is  already 
one  of  my  favorites:  Frank  Gifford  of  the  New  York  Football  Giants. 
If  he  does  half  as  well  in  his  new  Saturday  show,  The  War  Against 
Crime  as  he  always  did  on  the  gridiron,  he'll  be  one  of  the  hottest 
new  performers  in  video.  And  judging  from  the  fine  job  he  did  with 
those  ginger  ale  commercials  last  season,  I  believe  he  can  do  it. 

I'm  rooting,  too,  as  I  always  have,  for  the  local  tries,  as  well  as  the 
networks'  efforts.  Right  now,  I'm  rooting  very  hard  for  the  new 
WNTA-TV,  New  York  "personality  parade."  Having  met  with  some 
success  with  its  Open  End  show,  starring  David  Susskind  from 
10:30  p.m.  to  early  morning  Sundays,  the  station  has  lined  up  and 
built  shows  around  six  more  talkers  of  widely  diverse  hue.  These 
are  Bishop  Fulton  Sheen,  Gypsy  Rose  Lee,  Mike  Wallace,  Alexander 
King,  Martin  Gabel  and  Henry  Morgan. 

WNTA-TV,  I  believe,  needs  my  rooting — and  the  all-out  support 
of  one  and  all — more  than  most.  Two  of  the  above  talkers,  of  course, 
have  had  solid  cracks  at  the  network  scene,  and  indeed,  achieved 
spectacular,  though  temporary  successes  on  the  webs.  That  would 
be  the  most  reverend  Bishop  and  Mike  Wallace.  Two  others  have 
enchanted  Jack  Paar's  NBC  TV  audiences  quite  regularly  recently, 
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WKRC-TV 

Cincinnati,  O. 


WKRC-L'J 

Cincinnati,  O. 


this  is 


THE  TAFT  STATIONS  ...  in  only  ten 
years,  have  experienced  tremendous 
growth.  At  present,  nine  Taft  Radio  and 
television  stations  are  reaching  over 
8,000,000  people  in  rich  Mid-West  and 
Southern  markets.  This  growth  is  a  re- 
sult of  community  acceptance  gained 
through  integrity  of  programming  and 
management .  .  .  through  gainful  results 
produced  for  an  ever  increasing  number 
of  advertisers. 

If  you  are  interested  in  having  your 
advertising  dollars  earn  more  .  .  .now 
is  the  time  to  invest  them  in  growing 
Taft  Stations. 


WBRC-TV 

Birmingham,  Ala. 


WBIR-'.^ 

Knoxville,  Tenn. 


WKRC-TV 

Sales   Representatives:   The   Katz  Agency,   Inc.,   *The   Young  Television   Corp.^  Sales   Office:    Radio   Cincinnati 
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IN 

THE 

RICH 

OKLAHOMA 

MARKET 


THE    TOP    TEN 
SHOWS  on  Chan- 
nel Five  each  rep- 
resent over  one-third 
of  the  audience  in  this  three- 
station  market. 


RIFLEMAN    54% 
MAVERICK  50% 
WYATT    EARP   46% 
SUGARFOOT  44% 
POPEYE  THEATRE  44% 
THE    REAL   McCOYS   42% 
WALT  DISNEY  PRESENTS  39% 
LAWMAN    38% 
77  SUNSET  STRIP  37% 
RIN   TIN   TIN   33% 


KOCO   TV  has  the  audi- 
ence   .    .    .    and   delivers   the 
largest  unduplicated  cover- 
age in  Oklahoma. 


CHANNEL 


iMMnHl&z 


-^^^m. 
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Sponsor  backstage  continued 


though  they  have  other  achievements  to  their  credit.  They  would  be 
Gypsy  and  Alexander  King.  Martin  Gabel,  to  my  knowledge,  has  had 
no  previous  sustained  tv  experience  except  for  a  few  shots  on  What's 
My  Line,  etc.  He  is,  of  course,  a  very  fine  actor,  erstwhile  producer- 
director,  currently  doing  Stephen  Douglas,  opposite  Richard  Boone's 
Lincoln  in  The  Rivalry  on  Broadway,  and  he  is  married  to  Arlene 
Francis.  Wallace  and  Morgan  have  already  started  and  are  doing 
their  old  familiar  bits. 

I  fret  for  the  success  of  this  lineup  of  talkers  because  Monday 
night  at  11  p.m.  David  Susskind  had  them  on  a  special  show,  de- 
signed obviously  as  a  trailer  for  their  upcoming  regular  series.  And 
they  revealed  two  things:  (1)  A  truly  horrifying  lack  of  preparation 
for  the  shows  they  planned  to  start  very  shortly,  and  (2)  a  failure  to 
appreciate  that  there  is  great  artistry,  which  may  come  only  from 
long  experience  plus  a  native  talent,  in  conducting  talk  shows. 

At  the  risk  of  sounding  sacrilegious,  which  I  mean  not  at  all  to  be, 
I  must  say  that  Bishop  Sheen's  filmed  contribution  to  the  Monday 
night  meeting,  seemed  to  me  long-winded  and  of  very  little  content 
though  admittedly  it  was  quite  eloquent.  I  felt  it  beneath  the  Bishop 
to  make  the  vague  comparison  he  did  between  the  "divine  word" 
and  the  new  Channel  13  Talk  Show  schedule.  Nor  did  I  find  it 
tolerant  of  him  to  say  that  you  could  watch  Channel  13  without  fear 
of  getting  powder  burns.  A  much  too  snide  and  uncalled  for  crack 
at  the  Westerns. 

Alexander  King  came  on  via  videotape,  too,  and  clearly  demon- 
strated, I  believe,  that  without  a  Jack  Paar  to  react  to  his  ramblings, 
without  Paar  to  keep  the  audience  sold  on  King's  charming  eccen- 
tricity, King  will  have  trouble.  In  truth  he  talks  at  vast  length,  with 
an  obvious  relish  for  the  colorful  phrases  he  turns  and  the  sound  of 
his  own  voice,  but  when  he  is  finished  his  large  conversation  has 
generally  made  a  most  minute  point,  if  any. 

It's  harder  than  it  looks 

Gabel  and  Gypsy  both  admitted  quite  frankly  that  they  hadn't 
thought  about  their  formats  yet.  Both  seemed  partial  to  having  a 
pianist  on  with  them,  and  Gabel  even  said  he  wanted  to  use  Joey 
Bushkin.  Gabel  also  said  he  wanted  to  call  his  show  The  Boys  in  the 
Back  Room.  Both  shows  are  slated  to  start  shortly,  and  obviously 
will  require  some  work  and  planning.  Gypsy,  as  a  matter  of  fact, 
seemed  to  be  the  only  one  aware  of  this.  She  pointed  out  that  to  run 
a  successful  talk  show,  like  Paar's  for  example,  is  not  as  easy  a  mat- 
ter as  it  appears.  She  indicated  it  takes  the  skill  and  background 
of  a  man  like  Jack,  plus  a  well-organized  and  efficient  staff  of  assist- 
ants in  all  departments. 

Gypsy's  so  right,  and  I  hope  she  and  Gabel  and  King  and  the 
Bishop  and  Mike  Wallace  and  Henry  Morgan  all  develop  such  staffs. 
They'll  need  a  good  man  to  line  up  guests  especially,  since  they're  all 
(with  the  possible  exception  of  Bishop  Sheen)  going  to  be  seeking 
interesting  visitors.  Susskind  wondered  what  would  happen  when 
the  scramble  for  guests  started.  I  do,  too.  Susskind,  commenting 
on  the  possibility  of  "this  kind  of  show"  going  network  (as  though 
talk  shows  hadn't  been,  and  weren't  carried  network  now),  said: 
"...  I  think  they  will.  I  think  there's  a  great  thirst  out  there  among 
the  television  audience  for  shows  like  these." 

I  hope  so.   And  I'm  rooting.  ^ 


SPONSOR 


21    MARCH    1959 


MORE 
N 


...and  Miami  knows  it! 


The  millions  of  south  Floridians— and  the  millions 
more  of  their  visitors  —  have  learned  to  recognize 
this  area's  authoritative  news  source ...  Radio  Miami 
WGBS!  Consistent,  dramatic  news  scoops  have  cap- 
tured the  interest  and  attention  of  Miami's  most 
able-to-buy  audience. 

Complete  local  coverage,  coupled  with  the  world- 
wide CBS  news  staff,  is  one  important  reason  why 
your  best  buy  is  Radio  Miami  WGBS,  Florida's 
most  quoted  station.  Represented  by  the  KATZ  Agency 


Famous  on  the  loeitl  scene 


°Z% 


•    50,000   WATTS 


Storer  IRaxlio  *  $j 


WGBS      WAGA      WWVA         WIBG       WSPD      WJW      WJBK 
Miami  Atlanta         Wheeling      Philadelphia      Toledo       Cleveland      Detroit 
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Of  all  the  new  programs  on  all 
the  networks,  only  one  broke  into 
Nielsen's  Top  Ten— ABC's  Rifleman. 


right  to  the  TOP 


...go  ABC-TV 


No.  1  in  the   Nielsens— that's    ABC!   ABC   has    5 

programs  in  the  Top  Ten — as  many  as  the  other 
two  networks  combined !  And  ABC  is  the  No.  1 
network  4  out  of  7  nights  a  week — more  than  the 
other  two  combined !  Which  helps  explain  why 
ABC's  nighttime  audience  is  up  1,200,000  homes 
over  this  time  last  year.* 

No.  1  for  the  money  — that's  ABC!  ABC  delivers 
its  whole  walloping  audience  more  efficiently  than 
either  of  the  other  two!  Average  cost  per  minute 
for  1,000  homes  on  ABC  is  $2.78.  The  other  two- 
$3.13  and  $3.43.  ABC  has  the  most  efficient 
Western,  the  most  efficient  situation  comedy,  the 
most  efficient  variety  show.  In  fact,  ABC-TY  has 
5  of  the  10  most  efficient  shows  in  all  categories— 
and  9  of  the  top  20!** 

ABC  TELEVISION 


National  Nielsen  February  I  Report,  Average  Audience  Per  Minute. 
*  Sunday-Saturday  7:30-10:  JO  I'M  .ill  sponsored  evening  programs. 
**Nielsen  Special  Analysis,  Nov.-Dec.,  1958,  Evening  Once-A-Week 
Programs— CI'M  CM  Delivered  based  on  average  audience  ratings, 

estimated  time  eosts  and  published  talent  figures. 


The  Modern  American  Family 

ONE  OF  THE  SPECIES: 


The  Apron  Stringed 
Home  Runner 


A  domesticated  creature  devoted  to  Bartell  Family 
Radio  for  entertainment,  information,  shopping  news. 
Responds  quickly  to  attractive  overtures.  Sings  jingles 
while  roaming  super  markets,  drug  and  department 
stores.  She  is  in  the  84%  group  of  adults  who  com- 
prise the  dominant  audience  of  Bartell  Family  Radio 
in  five  major  markets. 


Bartell 

Family 
Radio 
Reaches 

More 
Different 
Kinds 
Of  People 


BRRTELL 
RRDIO 

COAST  TO  COAST 


T 


liiBijinriiRiiKel  I 


Bartell  it  .  .  .  and  sell  it.      Sold  Nationally  by  ADAM  YOUNG  INC. 
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Most  significant  tv  and  radio 

neivs  of  the  week  with  interpretation 

in  depth  for  busy  readers 
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Evidence  continues  in  mount  that  commercial  time  sales  in  tv  for  at  least  tin- 
first  half  of  the   1959-60  season  will  reach  record  highs. 

Taking  il  from  the  network  side:  (1)  With  the  exception  of  some  7:30-8  periods,  (  IIs 
TV  soon  could  he  in  a  nighttime  sell-out  position  if  it  wanted  to  act  on  the  pile  of 
orders  it  has  on  hand;  it  prefers  to  wait  for  some  pilots  in  the  making  and  see  the  other 
networks'  fall  schedules.  (2)  An  inkling  of  what's  in  store  for  ABC  TV  is  the  fact  that 
Liggett  &  Myers  and  other  bluechi  opera  are  throwing  the  weight  of  their  tv  hudgets 
in  that  direction. 


One  thing  that  the  agencies  with  giant  durable  accounts  can  count  on  for  at  least  the 
next  two  years:  There'll  be  big  money  available  for  tv  if  somebody  comes  up  with 
a  program  concept  that  will  smack  'em  between  the  eyes  audience-  and  merchandising-wise. 

If  you  want  some  hearing  out  of  the  above  thesis,  look  what's  happening  with  Ford's 
1959-60  network  tv  plans.  Ford,  bent  on  outspending  Chevrolet,  will  appropriate  SI 5 
million  for  an  hour  dramatic  series  (Tv's  Finest  Hour)  on  CBS  TV  Friday  night 
for  39  weeks  at  $350,000  per  broadcast,  in  addition  to  the  Tennessee  Ernie  and  Wagon 
Train  programs  which  add  up  to  another  $12  million. 

The  Friday  night  record  expenditure  for  a  single  series  was  pitched  by  the  Norman 
Strouae  and  Danny  Seymour  team  at  J.   Walter  Thompson. 


National  spot  tv  gives  every  evidence,  a  cross-check  of  reps  this  week  shows,  of  end- 
ing up  March  with  the  biggest  quarter  in  history. 

Incidentally,  the  week's  activities  included  Colgate's  Vel  (NCK),  Polident  (Grey), 
and  Pepto-Bismol  (B&B). 

Petry'a  urging  that  his  stations — in  fact,  the  induatry  as  a  whole — adopt  a 
single  rate  for  all  advertisers  is  drawing  plaudits  from  Madison  Avenue  media  directors. 
The  consensus  among  media  people,  as  garnered  by  SPONSOR-SCOPE,  is  this: 
By  openly  recognizing  that  the  differential  rate — national  vs.  local — militates  against  a 
healthy  buyer-seller  relationship,  Petrv  deserves  a  lot  of  credit.  It  was  a  statesman- 
like move.  National  advertisers  and  their  agencies  say  they  hope  that  the  air  media 
generally  will  adopt  a  single  rate  by  1  July — as  Petry  has  asked  his  own  stations  to  do. 


National  spot  radio  can  look  at  leaat  to  the  gasoline  distributors  for  strong 
support  this  summer. 

The  activities  from  this  quarter  already  include: 

SINCLAIR:  Supplementing  its  Mutual  bin  with  schedules  on  400  stations  in  200 
cities  via  Geyer,  Morey,  Madden  &  Ballard. 

TEXACO:  Spreading  over  100  markets  in  heavy  flights  through  Cunningham  & 
Walsh. 

PHILLIPS:  Using  radio  in  55  of  its  89  markets  via  Lambert  &  Feasly  while  it 
mulls  its  air  media  strategy  for  next  season. 

SHELL:  Expanding  its  schedules  wherever  deemed  necessary.  (Incidentally,  this  ac- 
count is  spending  $7-8  million  a  year  in  spot  via  JWT.) 
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SPONSOR-SCOPE  continued 


As  often  happens,  the  sideshows  at  the  NAB  convention  in  Chicago  this  week 
generated  more  excitement  than  the  main  tent. 

What  created  a  lot  of  empathy  on  the  convention  floor  was  NBC  Robert  Sarnoff 's  key- 
note speech.  He  urged  that  the  tv  industry,  in  concert,  counteract  its  detractors  by  pro- 
jecting a  true  image  of  itself,  telling  viewers  of  its  attitude,  its  methods,  problems,  achieve- 
ments, and  outlook. 

Among  the  events  and  attitudes  outside  the  convention  hall: 

•  The  SKA  took  the  occasion  to  sliow  what  it  has  been  doing  by  presentation  and  deed 
to  fire  up  advertisers  and  agencies  on  the  new  values  to  be  found  in  spot  radio. 
Radio  stations  were  urged  to  take  a  leaf  out  of  SRA's  book  and  spread  the  good  word  about 
how  the  medium  can  be  used  among  wholesalers,  jobbers,  brokers,  factory  representatives, 
retailers,  etc. — with  the  emphasis  not  on  a  particular  station  but  radio  itself. 

•  In  the  exhibition  area,  RCA's  tv-tape  machines  (competitive  with  Ampex)  drew 
hordes  of  station  and  agency  people.  The  basic  price  of  the  RCA  tape  recorder  is  $49,- 
500,  plus  $13,500  for  color.    The  first  order:    WBTV,  Charlotte. 

•  The  newly-named  Fm  Assn.  of  Broadcasters  held  its  first  meeting  and  the  first 
order  of  business  was  to  agree  to  go  after  membership  and  gather  success  material  for 
an  organized  selling  job  of  the  medium. 

•  The  reps  appeared  quite  happy  about  their  isolated  position  at  this  convention.  It 
gave  them  ample  time  to  maintain  open  house  and  talk  business,  but  the  film  syndicators 
were  patently  miffed  by  their  inability  to  participate  in  the  exhibits. 

Summer  spot  radio  is  in  for  at  least  one  big  haul:  Lucky  Strike  will  pour 
$500,000  into  the  medium  on  a  15-week  campaign,  starting  in  June. 

The  melon  will  be  split  up  among  150  stations  in  40  markets,  via  BBDO. 

If  there's  any  one  product  that's  given  radio  consistent  play  this  year  it's  cigarettes. 
Among  the  brands  currently  active  in  spot  radio  are  Chesterfield,  Oasis,  L&M,  the  perennial 
Camels  and  Old  Gold. 

The  how's-my-commercial-doing  kettle  is  really  beginning  to  boil. 

Mounting  interest  among  advertisers  in  measuring  the  effect  of  the  tv  sales  message  has 
prompted  two  research  firms  within  a  week  to  announce  specialized  services  de- 
signed to  make  something  out  of  the  quest: 

1)  Trendex  (see  item  below)  described  its  new  commercial  operation  as  "a  continu- 
ing copy  research  program"  that  will  be  available  on  a  syndicated  basis,  with  Y&R 
and  McCann  already  committed  for  a  "substantial  investment  as  full-charter  members." 

2)  The  Psychological  Corp.  offered  to  do  phone  interviews  on  commercials, 
using  15  different  items  per  call.  Among  them:  (1)  the  psychological  effort  the  viewer  ex- 
pends in  retaining  the  commercial,  (2)  relevance  of  the  commercial  to  the  viewer's  interest, 
and  (3)   "emotional  reactions  and  actions  endorsing  the  product  or  company." 


Here  are  the  highlights  of  the  continuing  commercials  researching  program 
which  Trendex  will  put  into  effect  for  the  April-May  and  October-November  periods: 

•  It  will  be  a  24-hour  aided  recall,  with  cues  from  material  monitored  the  night  before 
wired  to  Trendex  people  in  the  field. 

•  The  sample  will  cover  every  nighttime  commercial  for  a  solid  week  plus  the 
commercials  of  the  alternate  sponsor  in  the  succeeding  week,  representing  75%  of 
all  the  programing. 

•  The  service  will  produce  300  to  400  reports  during  the  two  weeks. 

•  Fees  are  both  on  a  per-commercial  and  a  wholesale  rate. 

Note:  Both  NBC  and  TvB  are  concerned  that  these  reports  may  be  used  in 
intermediate  comparisons. 

But  Trendex  feels  that  in  due  time  they'll  have  more  of  an  intra-medium  value:  for 
night  vs.  daytime  comparisons  and  placement  of  the  commercial  for  maximum  effect. 
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SPONSOR-SCOPE  continued 

Nielsen  tv  index  subscribers  will  be  ••citing  their  reports  within  about  two 
weeks  this  fall — as  contrasted  to  the  present  three  weeks  or  more. 

The   speed-up   necessitates   re-routing    of  the  Geld  work  and  rescheduling  ol  the 

processing  operations  in  Evanston. 

Jack  Benny's  emergence  as  a  salesman  for  Lux  (Lever)  iliis  fall  will  be  marked, 
if  only  in  the  archives  of  air  media,  l>\  the  passing  of  one  of  the  longest-lived  program 
lilies:    the  Lux  Theatre. 

The  Lux  Radio  Theatre  made  its  debut  aw  a  network  show  in  July  l*).i.">.  Ii  actuallj 
had  started  years  before  as  a  local  show  over  WGN,  Chicago. 

Here's  a  bra-girdle  manufacturer — Perma-lift — who's  not  only  passing  up  tv  barter 
hut  going  network  radio. 

Perma-lift's  buy  on  NBC  Monitor  is  for  four  weekends  this  spring  and  entails  35% 
of  its  budget.    The  network  spots  will  have  live  dealer  tie-ins  in  75', i    of  the  markets. 

(Playtex  and  Exquisite  Form  are  linked  heavily  with  barter.) 

An  amazing  thing  about  specials  is  that  they're  still  sponsored  pretty  much 
on  faith.    Little  money  has  been  spent  on  researching  them  within  the  home. 

Agencies  with  a  yen  for  pitching  them  to  clients  have  almost  no  real  information  avail- 
able to  them  on  such  angles  as  remembrance  factors,  identification  quotient,  numbers 
viewing  per  home — in  other  words,  how  the  pattern  here  may  he  different  from  the 
pattern  of  regular  network  programs. 

Most  of  the  researching  that  has  been  done  on  specials  has  had  this  objective:  making 
it  look  good  to  the  client  after  the  telecast. 
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For  the  first  time  since  December  1957,  the  sponsored  time  for  the  three  i\ 
networks  this  March  exceeds  the  previous  year's  level. 

Here's  the  comparison,  using  2-8  March  as  index: 

NETWORK  1959  1958  \    INCREASE 

ABC  TV  45  hrs.,  10  mins.  28  hrs.,  35  mins.  58' , 

CBS  TV  56  hrs.,  33  mins.  55  hrs.,  45  mins.  1.4 

NBC  TV  51  hrs.,  55  mins.  48  hrs.,  23  mins.  7.3 

Total  153  hrs.,  38  mins.  132  Ins.,  43  mins.  15.9 

NBC  TV,  obviously,  is  patterning  its  fall  lineup  so  as  to  he  in  a  position  to 
give  ABC  TV  a  stiff  battle  for  its  western  and  general  action-type  audience. 

The  tentative  NBC  fall  schedule,  as  revealed  this  week  to  agencies,  shows  a  total  of  (**/> 
hrs.  of  westerns  and  4  hrs.  of  action  and  mystery  per  week. 

The  hour  westerns:  Trace  Hunter,  Bat  Masterson,  Bonanza.  Wagon  Train,  and  Lara- 
mie.  The  half -hour  counterparts:    Wichita  Town,  Whispering  Smith,  Wells  Fargo. 

The  action-mystery  newcomers:    Philip  Marlow,  Black  Cat,  River  Boat. 

New  situation  comedies:   Love  and  Marriage,  Fibber  McGee  &  Molly. 

Other  notes  about  the  lineup: 

•  All  the  hour  and  action  westerns  start  at  7:30. 

•  The  live  90-minute  show,  Premiere,  is  slotted   at   9:30   p.m.    Monday. 

•  Action-slanted  Kiverhout  is  followed  by  the  Barbara  Stanwyck  antholog)    al  8:30 
Saturday. 

Another  interesting  sidelight: 

All  the  westerns  come  early  in  the  evening:  the  ciinie-ni\«lei \  shows  arc  spotted 
a  I  9  and  thereafter. 

(For  complete  tentative  lineup,  see  NETWORK  WRAP-1  P,  page  74.) 
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If  you're  inclined  to  buy  your  show  types  according 

find  this  three-year  comparison,  based  on  November  Nielsens, 


to  batting-averages,  you'll 
a  handy  guide: 


TYPE                 TOTAL  SHOWS 

IN  TOP  30 

in  top  30-50 

top  50 

BATTING  AVG 

Westerns 

1956 

6 

2 

2 

4 

.667 

1957 

14 

9 

0 

9 

.643 

1958 

19 

11 

5 

16 

.842 

Variety 

1956 

11 

3 

4 

7 

.637 

1957 

18 

4 

0 

4 

.222 

1958 

15 

2 

3 

5 

.333 

Situation  Comedy 

1956 

14 

3 

3 

6 

.429 

1957 

15 

3 

1 

4 

.267 

1958 

12 

4 

2 

6 

.500 

General  Drama 

1956 

20 

4 

2 

6 

.300 

1957 

12 

2 

4 

6 

.500 

1958 

11 

1 

2 

3 

.272 

Suspense 

1956 

8 

3 

1 

4 

.500 

1957 

13 

1 

4 

5 

.385 

1958 

11 

3 

3 

6 

.545 

Adventure 

1956 

11 

1 

1 

2 

.182 

1957 

12 

0 

3 

3 

.250 

1958 

8 

0 

1 

1 

.125 

Comedy 

1956 

8 

3 

1 

4 

.500 

1957 

13 

1 

4 

5 

.454 

1958 

11 

1 

3 

6 

.555 

*  Percentage  of  total  in  top  50. 

NBC  Radio's  gamble  with  its  Stardust  round-the-clock  strip  already  has  paid 

off  by  25%;  L&M  (DFS)  will  sponsor  half  of  the  network's  share  of  the  five-minute  units 
at  a  price  of  $30,000  a  week. 

A  sale  at  CBS  Radio:    Eight  units  weekly  to  Pepsi-Cola  for  10  weeks. 

It  may  be  a  sign  of  the  times,  but  marketers  note  that  the  weight  of  a  few  cents 
difference  in  price  for  a  grocery  item  isn't  so  important  as  it  used  to  be. 

Packagers  of  advertised  brands  have  found  out — especially  those  in  the  cake  mix  and 
cleanser  field — that  it's  not  so  hard  to  outsell  the  lower-priced  competition,  providing  the 
advertising  comes  up  with  a  demonstrable  superiority  or  difference. 

The  cosmetic  business,  marketers  in  that  field  say,  could  stand  a  substantial 
shot  of  excitement  despite  a  good  sales  outlook. 

Often  described  in  merchandising  as  a  constant  war  of  motion,  the  cosmetic  indus- 
try this  year  has  been  bereft  of  two  things:  (1)  a  tv  show  creating  talk,  and  (2)  a  new- 
product  development  that  it  could  brag  about. 

For  other  news  coverage  in  this  issue,  see  Newsmaker  of  the  Week,  page  6; 
Spot  Buys,  page  58;  News  and  Idea  Wrap-Up,  page  74;  Washington  Week,  page  69;  sponsor 
Hears,  page  72;  Tv  and  Radio  Newsmakers,  page  82;  and  Film-Scope,  page  70. 
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How  it  feels  to 

be  enjoyed  and  a  giant 

Maybe  you  think  you  have  troubles.  But 
what  if  you  were  a  giant?  And,  what  if  you 
had  to  go  around  broadcasting  pictures  and 
sound  through  the  air?  You'd  be  in  quite  a 
dither  now,  wouldn't  you? 

But  KPRC-TV,  The  Houston,  Texas  tele- 
vision Giant  manages  to  be  pretty  philo- 
sophical about  it  all.  i  le  figures  being  a  Giant 
by  career  has  its  problems  just  like  any  other 
business,  and  you  just  have  to  adjust  to  them. 

Of  course  it  gets  a  bit  lonesome  at  times. 
There  being  so  few  giants  around  these  days 
to  talk  to.  But,  he  lives  for  his  work.  Fact  is, 
in  this  respect  he's  a  little  bit  neurotic.  He 
has  a  sort  of  compulsion  complex,  you  might 
say.  Feels  he  has  to  carry  and  sell  the  best 
products  and  services  in  the  whole  wide 
world.  Won't  rest.  Won't  let  any  of  us  rest. 

You  take  KPRC-TV  programming.  First 
off,  he  developed  a  very  special  breed  —  very, 
very  varied  entertainment  with  fresh,  well- 
placed  commercials.  Then,  he  was  one  of  the 
first  stations  in  the  nation  to  invest  in  a 
video-tape  recorder — figured  that  was  one 
way  to  retain  the  freshness.  So  everybody 
loved  his  programming.  But,  did  he  sit  back 
on  his  laurels  and  relax?  Not  him.  First  thing 
you  know,  he  came  up  with  a  way  to  quick- 
cook  participating  spot  announcements. 

It's  hard  to  guess  what  he'll  be  up  to  next. 
But  that's  The  Houston  Giant  for  you. 


COURTESY   OF   THE    GREEN    GIANT   CO 


EDWARD  PETRY  &.  CO.,  NATIONAL  REPRESENTATIVES 


sponsor     •     21  march   1 959 
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"We  had  to  look  twice!  Our  figures  showe 
and  "The  Sweet  65"  gave  us  one  off  or 


SWEET  65 


65  Columbia  and  Universal 
rrwant-to-see"  hits  with  titles,  stories 
and  stars  that  make  it  one  of  the 
best  all-around  TV  packages 
ever  offered,  and  ever  bought! 

ALREADY  SOLD  IN  85  MARKETS! 

CANYON  PASSAGE 

THE  SPOILERS 

MR.  DEEDS  GOES  TO  TOWN 

CORONER  CREEK 

SIN  TOWN 

FIGHTING  O'FLYNN 

BANK  DICK 

...and  many  more  top-drawer  titles  guaranteed 
to  build  both  audience  and  sales! 


For  availabilities  in  your  J  market,  contact: 
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nat  the  double-selling  power  off  "Powerhouse" 
reatest  combinations  off  top  feature  raits!" 


Van  DsVries-\VGR-TV,  Buffalo,  N.  Y. 


V^-4, 


N* 


i  T WII^SS^ 


78  Columbia  and  Universal  top  titles 

with  cast  and  production  values  to 

match!  TV's  most  diversified 

power-packed  package,  with  the 

blockbusters  you've  been  waiting  for! 

ALREADY  SOLD  IN  61  MARKETS! 

THE  KILLERS 

SEVEN  SINNERS 

HERE  COMES  MR.  JORDAN 

NAKED  CITY 

MAN  FROM  COLORADO 

A  SONG  TO  REMEMBER 


...and  big-league,  big-name  features  that 
spell  big  profits  for  you! 


cfVYORK  DETROIT  CHICAGO 

SPONSOR      •      21    MARCH    L959 


HOUSTON 


HOLLYWOOD 


ATLANTA 


TORONTO 
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The  78  original  "3  STOOGES"  are  setting 
rating  records  in  city  after  city  — 
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"The  hit  show  of  this  year" 


VARIETY-jo„  24, 1959 


and  now... 

BY  POPULAR  DEMAND 
SCREEN  GEMS  IS  ADDING 

40  MORE 

TERRIFIC  TWO-REELERS 


Already  sold  to: 
TRIANGLE  STATIONS 

WFIL-TV  PHILADELPHIA 

WFBG-TV  ALTOONA 

WLYH-TV  LEBANON 

WNHC-TV  NEW  HAVEN 

WNBF-TV  BINGHAMTON 


TRANSCONTINENT  STATIONS 

WGR-TV  BUFFALO 

WROC-TV  ROCHESTER 

WNEP-TV  SCRANTON 

WSVA-TV  HARRISONBURG, 
VIRGINIA 


CONTACT: 


Get  all  118  while  they're  hot! 


SCREEN  ^GErVlS,.Nc 


NEW  YORK 


DETROIT 


CHICAGO 


HOUSTON' 


TELEVISION    SUBSIDIARY  OF 
COLUMBIA    PICTURES   CORP. 

HOLLYWOOD  ATLANTA  TORONTO 
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The  Dynamic 

Little  Rock 
Story 

of  Radio  Acceptance! 


It's  KVLC  all  the  Way! 

Here's  why: 

•  Top  f lite  programming 

•  Outstanding  personalities 

•  Instant  news  coverage  via 
news  cruisers 

•  Satisfied  year-after-year  advertisers 

DO    BUSINESS   WHERE    BUSINESS 

IS    BEINC    DONE! 
Get  the  KVLC  Success  Story  Today! 

NATIONAL  REPS.: 

•  New  York  City 
Richard  O'Connell,  Inc. 

•  Chicago 
William  J.  Reilly 

•  Kansas  City  —  St.  Louis 
Jack  Hetherington 

.   .   .   and  in   nearby 

LAKE  CHARLES,   LA. 


Reaching  a  booming  market  of  250,000. 
Annual    retail   sales   $200,000,000. 


NOW 


Special  15%  discount  on  this 

potent  combination  .  .  . 

KVLC,  Little  Rock  +  KIKS,  Lake  Charles 


Timebuyers 
at  work 


Inez  Aimee,  Norman.  Craig  &  Kummel,  Inc.,  New  York,  feels  that 
there  should  be  a  regular  air  check  of  stations  for  practices  of  triple 
spotting,  overcrowding  quarter  hours,  airing  competitive  products 
less  than  15  minutes  apart  and  sandwiching  10-second  announce- 
ments. 'Though  not  all  stations  are  guilty,"  Inez  says,  "the  recent 
BAR  survey  indicates  the  need  for 
constant  unannounced  monitoring 
of  stations  to  minimize  the  prob- 
lem. But  action  against  these  sta- 
tions is  important.  Networks 
should  penalize  stations  when  they 
are  found  cutting  awav  from  net- 
work programing  in  order  to  allow 
time  for  multiple  spotting."  Inez 
thinks  these  stations  are  seriouslv 
infringing  on  the  time  of  the  net- 
work sponsor  picking  up  the  tab 
for  the  program.  In  addition,  they 
are  hurting  the  spot  advertiser  bv  overcrowding  which  may  cost 
him  loss  of  identity.  "'We  plan  to  cancel  stations  we  find  multiple 
spotting."  Inez  says,  "in  favor  of  those  that  restrict  their  commercial 
time  to  give  advertisers  maximum  impact  for  their  announcements." 


Norman  Allen,  Mohr  &  Eicoff.  Inc.,  New  York,  feels  that  the  selling 
of  tv  should  be  streamlined.  "Frequency  rate  cards  with  discounts 
based  on  the  number  of  announcements  do  not  fit  into  today's 
competitive  advertising  picture,"  Norman  says.  "Advertisers,  more 
often  than  not.  do  not  know  how  much  frequency  they'll  use.    It  is 

further  impractical  in  that  adver- 
tisers cannot  be  induced  to  pur- 
chase additional  announcements 
just  to  secure  the  discount.  The 
number  of  package  plans  now 
available  complicate  the  rate  set- 
up too.  with  discounts  based  on 
multiple  contingencies."  Norman 
thinks  that  the  rate  structures  will 
become  even  more  confusing,  as 
stations  strive  to  come  up  with 
competitive  cost-per-1.000  figures. 
"I  do  not  feel  that  the  answer  to 
'is  a  cost-per-1,000  guarantee,  as 
some  have  suggested.  Qualitative  factors  would  be  completely  ig- 
nored in  this  approach,  and  tv  would  be  reduced  to  its  lowest  level. 
What  is  needed  is  simply   a   more   clearly  defined   rate  structure." 


this   rate   maze."   Norman   says, 


26 


SPONSOR 


21    MARCH    1959 


rbitron* 

Network  A  32.8 

NetworkB  23.3 

Network  C  13.6 

WIM  EW-TV  13,B 

Independent  D  8.9 
Independent  E  7.3 
Independent  F    5.9 

Again,  as  in  every  monthly 
report  since  the  inception 
ofArbitron,  IVNEtF-TFis  rated 

NEW   YORK'S    LEADING 
INDEPENDENT 
TELEVISION    STATION 

•  Average  Quarter-Hour  Shares.  Sign  On  To  Sign  Off.   Entire  Week,    For  Those  Hours  Each  Station  Broadcasts 

HP 

m    m     MM  »m  w  WW  metropolitan 

\J\f    |\|   £  \A/ "       I    \#  F  BROADCASTING 

CORPORATION 
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SBT-TV 


>,  IN  DIANA'S 

STATION 


HAZEL  BURNETT 

and  Ears  of  Housew 


. .  Captures  the  Eye; 
ives  in  15  Counties 


Housework  in  15  counties  stops  when  Hazel  Burnett's  "Home- 
makers  Time"  comes  on  the  air— 5  days  a  week  from  9  to  9:30  a.m. 
That's  because  Hazel,  WSBT-TV's  Home  Economist  discusses  subjects 
dear  to  the  housewife's  heart.  The  ladies  respond  with  enthusiasm  to 
the  tune  of  about  1400  letters  and  post  cards  monthly. 

"Homemakers  Time"  is  the  only  program  of  its  type  in  the 
South  Bend  area.  It  is  typical  of  the  many  highly-rated  local  person- 
ality shows  on  WSBT-TV. 

WSBT-TV  dominates  the  prosperous  South  Bend  market.  The 
Nov.  A.R.B.  shows  this  station  carrying  9  of  the  10  top  rated  pro- 
grams, 1  8  of  the  top  25;  33  of  the  top  50!  Total  Effective  Buying 
Income  in  the  station's  1  5-county  coverage  area  is  $1,594,029,000! 

See  your  Raymer  man  or  write  WSBT-TV  about  availabilities 
on  "Homemakers  Time"  and  other  popular  local  shows. 


SOUTH    BEND,    INDIANA 

ASK    PAUL    H.     RAYMER    COMPANY       « 
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•       CHANNEL    22 

NATIONAL    REPRESENTATIVE 


49th  anc 
Madison 


Anacin   eternal   headache 

Your    17   January   column,   which   I 

read  only  recently,  has  done  my  heart 

(and  entire  system,  for  that  matter) 

more    good     than     a    truck-load    of 

Anacin. 

I  congratulate  you  for  your  serv- 
ice, and  herewith  fire  my  own  volley 
at  Mr.  Bonham. 

The  very  sight  of  (sigh)  ANOTH- 
ER Anacin  commercial  these  days 
only  serves  to  start  the  little  ham- 
mers, et  al  going  in  MY  head.  I'm 
well  aware  of  the  axiom  concerning 
Repetition,  but  Mr.  Bonham's  bull- 
doggish  adherence  to  copy  that  dates 
back  to  the  days  of  the  Easy  Aces 
(and  perhaps  before  that  .  .  .  I'm 
still  a  "youngster")  leaves  me  with- 
out much  appreciation  for  his  "cam- 
paigning." And,  for  trying  to  create 
a  need  for  his  analgesic  with  aggra- 
vation, may  he  suffer  Eternal  Head- 
ache, Jangling  Nerves  and  Upset 
Stomach. 

D.  L.  Claff 

The  Eddy-Rucker-Nickels  Co. 

Cambridge,  Mass. 

For  the  record 

I  note  on  page  42  of  the  14  February 
issue  of  sponsor  a  plug  for  KMA  in 
connection  with  Popular  Science.  I 
don't  know  how  you  got  this,  but  for 
the  record  we  have  never  carried  this 
schedule.  We  have  carried  circula- 
tion campaigns  for  McCaWs,  Time, 
U.  S.  News  &  World  Report,  Reader's 
Digest,  Kiplinger's  Changing  Times, 
Doane's  Agricultural  Service  Digest, 
American  Poultry  Journal,  Charm, 
Reader's  Digest  Book  Club,  Des 
Moines  Register  and  others,  but  un- 
fortunately not  for  Popular  Science. 

As   usual,    we   all   read    your   fine 
book  cover  to  cover. 

Anthony   J.   Koelker 
sta.  mgr.,  KMA 
Shenandoah,  Iowa 

"Old  Sol"  coverage 

Several  people  have  asked  us  why  we 

use  the  orange  color  in  our  full-page 
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How  Well  Do  You  Know 

Baltimore,  the  Sixth  City 

| in  the  United  States?... 

BALTIMORE  HAS... 


the  world's   largest 
steel   producing   plant   (Bethlehem) 
the   nation's   largest  producer    of 
high   tension   insulators  (General   Electric) 
the  world's   largest 
spice   factory   (McCormick) 
the  world's   largest 
bichromate   factory  (Mutual   Chem) 
.    the  world's  first  newspaper  to  use  telegraph 
as  a   newsgathering  agency  (Baltimore  Sun) 
the   world's  first   newspaper   to   use   Hoe 
cylinder    presses   successfully   (Baltimore  Sun) 
the  world's    largest   producer   of   portable 
electric  tools  (Black   &   Decker) 
.the   world's   leading    manufacturer   of 
weather   instruments   (Bendix-Friez) 
the   world's   largest   producer  of  long 
distance  telephone  cable  (Western  Electric) 
the  world's   first   public 
carrier   railroad    (B&O) 
America's   first   railroad    depot 
(Pratt   &    Poppleton   streets) 
America's   first   monument   to 
Christopher  Columbus 
America's  first   lodge  and 
Grand   Lodge  of  Odd   Fellows 
America's  first   genuine   school   for 
postgraduate  study   (Johns   Hopkins) 
America's   first  Municipal 
Symphony   Orchestra 
America's  first  Municipal   Band 
the  world's   largest  producer  of 
superphosphates   (Davison   Chem) 
America's  first  Methodist  Church 
America's  first  Roman  Catholic  Cathedral 


And  Baltimore  is 
also  the  home  of 
the  1958  World's 
Champion  COLTS! 


^ 


Ann  Mor 
Versatile  Hostess 
of  Channel   Two's 
"The   Woman's   Angle' 
Monday   thru   Friday 
1:00-1:30    R.M. 


iTlKtfll 

it:iit;| 


'These    data    from    the    files    or    the 
Baltimore    Anocio  lion    of    Commerce 


*         Jr  In    Maryland  \ 

V/      MOST    People   WATCH     % 

channel ^^  mnar-tv  * 

•x    W  ^^SUNPAPEfcS    TELEVISION^ 

V ' 

represented  by  The  Katz  Agency,  hit 
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ad.  We  explained  that  orange  is  de- 
rived from  mixing  two  colors — red 
and  \cll(>\\  which  we  feel  are  s)  m- 
bolic  of  the  WIS-TV  force  in  South 
Carolina.  The  red  conies  from  the 
"red  hot"  NBC  and  ABC  programs 
thai  Channel  10  viewers  enjoy  so 
much.  The  yellow  (onus  from  the 
sun.  for  WIS-TV,  with  its  new  1526' 
tower,  covers  South  Carolina  almost 
as  well  as  old  Sol.  In  fact.  \\  IS- TV 
covers  more  of  South  Carolina  than 
any  other  television  station! 

Therefore,  if  you  hear  people  dis- 
cussing the  fine  shade  of  orange  in 
our  full-page  ad  you  can  enlighten 
them.  From  the  information  you 
give  them,  the)  can  easily  surmise 
that  \\  1S-T\  s  programing  and  cov- 
erage are  two  of  the  main  reasons  for 
Channel  10  being  the  major  selling 
force  in  South  Carolina. 

Thomas  C.  Cureton 
prom,   mgr.,    WIS-TV 
Columbia,  S.  C. 


Brewer's   blues 

I  hope  you  will  not  mind  if  I  call 
to  your  attention  a  couple  of  discrep- 
ancies in  your  article  "Beer:  Big 
business  in  ferment."  in  the  31 
Januan    issue. 

On  page  21!  where  10  breweries  are 
listed  with  their  locations  and  home 
plants  and  branch  breweries:  you 
have  Los  Angeles  and  Chicago  for 
Pabst's  "Brewer)  and  home  plant." 
Our  executive  offices  are  in  Chicago 
— Los  Vngeles  is  one  of  our  four 
breweries.  Our  first  brewer)  is  in 
Milwaukee. 

I  rider  "Branch  Breweries  In  State" 
you  have  for  Pabst.  "Wis..'  Y  J." 
This  leaves  out  one  of  our  four — the 
one  in   Peoria.  III. 

I  rider  "Brands"  you  omitted  Pabst 
Old  Tankard   Ale  and   Andecker. 

Since  this  is  the  first  part  of  a  two- 
part  article  1  thought  there  might  be 
a  chance  to  correct  these  little  things 
in  the  second  part.  ^  ou  ma)  be  in- 
terested too.  in  the  fact  that  1958  fig- 
ures place  Pabst  fourth  in  line,  since 
our  purchase  of  the  Blatz  Brewing 
Compan) . 

Jean  Holross 
public   relations   dept. 
Pabst  Brewing  Co. 
Chicago 


•      Unfortunatelyi  our     presses     wi-n-     alread] 

rolling  Hitli   Part   11  when  this  letter  reached  ■>-■ 

but   we   an-   sl">l    t"  take    this    >»;■>    of    rectifying 
these  omissions* 


EASTERN 
AMERICA'S 


m 


TOWER 


The   Towering   Pridt 

of  South  Carolina 

From  Columbia,  the  capital 
City,  WIS-TV'i  152  6-foot 
tower  serves  /norr  of  South 
Carolina,  by  far,  than  any 
other  television  station — plus 
coverage  in  adjoining  states. 


channel    1 0 

wis-fv 


a  .-r 


L.I 


thi   \l  I  iok  si  LUNG  I  '/A', 

South  ('tlinttttd 

COLUMBIA.  S    C 


rcprcicnlc,)    r>jt<onjll,    b. 

PETCKS    GKIFHN    WOODWAtO.  INC 

.M.IM 


o() 


The  Central  South's  Most  Important  Advertising 
Development  Since  The  Advent  of  Telecasting 


w 


! 


Now  that  WSM-TV  is  telecasting  from  the  Central  South's 
tallest  tower  (1408  feet  above  average  terrain),  all  previous 
information  about  and  strategy  for  selling  the  Nashville 
Market  is  obsolete. 


HERE  ARE  THE  FACTS: 

The  New 
Nashville  Market 

Total 
(New  Tower) 

Gain 
(New  Tower) 

Population 

1,728,800 

550,300 

Effective 
Buying  Income 

$2,074,487,000.00 

$573,556,000.00 

Retail  Sales 

$1,519,052,000.00 

$417,878,000.00 

Market  Data  —  Sales  Management ) 

ALL    THIS 

AND   A   40.5   SHARE   TOO   (FEB. 

ARR) 

To  evaluate  quickly,  by  buying  WSM-TV  you  can  now  reach 
over  a  half-million  new  people,  who  add  over  half  a  billion 
dollars  in  effective  buying  income,  who  actually  spend  nearly 
half  a  billion  dollars  annually.  In  short,  the  new  WSM-TV 
Tower  has  increased  the  potential  of  the  Nashville  Market 
by  better  than  one-fourth. 


Isn't  it  time  to  re-evaluate  your  market 
strategy  in  the  Central  South  ? 


WSM-TV 

Nashville,  Tennessee 

Represented  by  Petry 
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COMMERCIALS 
MAKERS 
MOBILIZE    FOR 


MONITOR  at    Video    Tape    Productions    checks    work    for    US    Steel's    BBDO 


^    Era  of  mergers  begins  as  financial  and  creative  re- 
quirements of  tape  production  step  up  search  for  capital 

^    NTA-Telestudios,  WB-Filmways,  Screen  Gems-EUE 
combinations    typify    the   scope   of   tomorrow's    giants 


W 


hether  you're  a  sponsor,  agency- 
man,  or  broadcaster,  note  this  clear 
signal  coming  to  you  from  the  tv 
commercials    producers : 

Their  industry  is  in  the  midst  of  a 
wave  of  mergers;  by  next  fall,  you'll 
hardly  recognize  its  old  complexion. 
And  what  this  trend  toward  bigness 
portends  is: 

Video  tape  as  a  major  factor  and 
prime  mover  in  the  commercials  field 
definitely  has  arrived.  A  full-scale 
competitive  fight  is  shaping  up  among 
producers  for  status  and  a  share  in 


the  expanding  tape  commercials  mar- 
ket. But  it's  far  more  than  a  battle 
for  immediate  grosses.  Its  literally  a 
revolution — and  the  stakes  are  com- 
mercials billings  two  to  five  years 
from  now. 

Video  tape  is  having  a  revolution- 
arv  impact  on  tv  commercials  in  at 
least  these  three  ways: 

•  In  technique,  tape  makes  possi- 
ble speed  and  economy,  while  al  the 
same  time  sacrificing  some  control 
factors  possible  in  film. 

•  Creatively,  the  tape  commercial 


puis  minds  to  work  anew  to  come  up 
with  conceptions  like  nothing  done 
before  either  live  or  on  film. 

•  Economically,  tape  is  provoking 
perhaps  the  greatest  revolution  of  all. 
Its  financing  and  expansion  require- 
ments will  shape  the  t\  commercials 
industry  in  years  to  come. 

Specifically,  these  arc  the  changes 
in  the  commercials  field  thai  can  be 
tied  up  with  mobilization  for  a  tape 
era: 

Last  summer,  \l'\  bought  out  tele- 
studios;  I ;i~i  month,  Warner  Brothers 
invested  in  and  formed  a  working 
affiliation  with  Filmways;  and  this 
month.  Screen  Gems  acquired  Elliot, 
I  ogei  &  Elliot. 

Two  big  problems  prompted  these 
mergers:  mone)  and  unions.  In  gen- 
eral, the  commercials  producers  did 
not  have  the  reserves  thai  could 
finance    tape    equipmenl       and    the 
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WHO'S  WHO  IN  THE  RECENT  MERGERS 


FIRST  MAJOR  financing-production   merger  was   purchase  of  George   K.  Gould's 
(right)     Telestudios    tape     operation     by     NTA     board     chairman     Ely     A.     Landau 


RETURNING   TO   commercials   is   Ralph   Cohn    (left),    president   of   Screen   Gems, 
in   acquisition   of  film-tape    producer    Elliot,    Unger   &    Elliot.     At   right,    Mike    Elliot 


NEW    FINANCING    is   tapped    by    Filmways    president    Martin    Ransohoff    (right) 
in    affiliation   with   Warner    Brothers,    whose   tv    production    v. p.    is    Rodney    Ericleson 


motion  picture  companies  did  not 
have  the  kind  of  union  contracts  that 
function  most  effectively  in  tape. 

Keep  in  mind  that  the  minimum 
investment  needed  to  set  up  a  single 
tape  studio  is  $250,000.  But  this  is 
only  a  unit  cost.  Tape's  factors  of 
speed  and  economy  cannot  be  de- 
livered effectively  without  multi- 
studio  facilities  plus  additional  banks 
of  recorders  for  editing  and  making 
prints.  This  means  that  to  get  real 
efficiency  through  high-volume  video- 
tape production,  a  realistic  outlav 
must  be  reckoned  in  terms  of  millions 
of  dollars.  As  one  tv  commercials 
producer  put  it,  "Tape  is  a  rich  man's 
business." 

Note  that  both  Elliot,  Unger  & 
Elliot  and  Filmways  ordered  tape  re- 
corders months  ago  and  experimented 
with  them  for  some  time,  delivering 
only  a  few  tape  commercials  at  the 
close  of  last  year.  But  neither  was  in 
a  position  to  take  the  total  splurge. 
So  they  signed  pacts  with  major  film 
companies — equally  anxious  to  do  so 
for  reasons  of  their  own. 

The  main  hurdle  the  film  com- 
panies have  had  to  get  over  in  regard 
to  tape  is  the  union  situation.  It's 
impossible,  on  the  one  hand,  to  pro- 
duce motion  pictures  with  contracts 
calling  for  special  overtime  rates, 
while  at  the  same  time  keeping  tape 
employees  on  the  payroll  on  a  round- 
the-clock  flat  rate.  Moreover,  motion 
picture  and  tv  film  program  pro- 
ducers have  had  some  important  psy- 
chological obstacles  to  overcome  in 
getting  into  commercials.  While  pro- 
gram production  has  its  center  on 
the  West  Coast,  commercials  produc- 
tion gravitates  toward  New  York 
where  the  agency  headquarters  are 
located. 

The  need  for  New  York  representa- 
tion that  Screen  Gems  and  Warner 
Brothers  had  can  be  clearly  shown  by 
this  typical  example  of  tape  produc- 
tion: On  the  morning  of  a  work  day, 
the  client,  account  man  and  commer- 
cials producer  file  into  the  videotape 
control  room,  making  changes  and 
corrections  on  commercials  as  needed 
— and  when  they  leave  in  the  after- 
noon, as  many  as  four  or  six  weeks 
of  commercials  for  a  network  pro- 
gram are  finished  and  on  the  reel. 
This  is  possible  only  on  tape.  And  it 
can  only  be  done  when  production  is 
a  cab  ride  away  from  agency  quar- 
ters,   which    in    most    cases    is    the 
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midtown    New   York   area. 

Along  with  the  geographic  and 
financial  aims  of  mergers,  another 
development  eventuall\  ma)  result: 
A  new  kind  of  programing  house. 
As  Ralph  Cohn.  president  of  Screen 
Gems  put  it,  "We  went  into  commer- 
cials in  ]{)\{)  and  learned  a  pood 
deal  ahout  using  film  for  l\  that 
counted  as  experience  when  we  went 
into  programing.  Today,  tape  is  some- 
thing like  what  film  was  10  years  ago 
—a  new  l\  method  still  unfamiliar  to 
production    people." 

The  NTA-Telesludios  merger  makes 
this  commercials-programing  relation- 
ship obvious.  Last  year,  Telestudios 
was  the  only  tape  producer  outside  of 
the  networks  to  deliver  commercials 
in  quantity.  Evidentl)  behind  NTA 
thinking  in  acquiring  Telestudios  are 
some  programing  plans  whose  dimen- 
sions became  visible  last  week. 

The  over-all  picture  is  this:  NTA  is 
trying  to  build  up  an  entire  program- 
ing block  for  independent  stations  as 
well  as  for  network  affiliates.  What's 
involved  is  a  series  of  daytime  "soap 
operas, "  early  evening  personality 
shows,  plus  late  evening  features  and 
occasional  specials.  Before  it  ac- 
quired Telestudios.  NTA  had  a  syn- 
dication staff  as  well  as  its  agree- 
ments with  the  stations  forming  the 
NTA  Film  Network.  When  it  bought 
Telestudios.  it  acquired  a  commer- 
cials firm  for  profits  as  well  as  facili- 
ties for  programing. 

The  Screen  Gems-Elliot.  Unger  & 
Elliot  merger  means  that  the  t\  film 
company  can  attract  a  highly  re- 
spected creative  staff  in  the  commer- 
cials field. 

The  Warner  Brothers-Filmways 
combination  now  represents  a  giant 
in  the  commercials  field.  While  $1 
million  was  previously  the  top  annual 
billing  for  any  commercials  producer, 
this  new  duo  represents  grosses  that 
are  expected  to  be  around  S6  million 
this  year — with  an  aggressive  plan 
calling  for  $10  million  business  in 
two  years. 

Meantime  it's  no  secret  that  othi  r 
important  commercials  producers 
such  as  MPO.  Lawrence,  Cascade. 
Sana  and  Van  Praag  have  figured  in 
merger  reports.  I  Screen  Gems  nego- 
tiated with  MPO  just  before  closing 
with  Elliot.  Unger  &  Elliot.  I  On  the 
other  side,  such  motion  picture  com- 
panies as  MGM-TV.  20th  Century 
Eox.  and  Paramount  are  known  to  be 


interested  in  bearing  down  much 
more  hca\  il\  in  commercials.  Future 
mergers  between  these  Factors  in- 
volving  a  swap  "I  experience  and 
sales  contacts  for  facilities  ami  in- 
vestments    thus  appear  likelj . 

I  he  smaller  producers  who  special- 
ize in  live-action  commercials  are  also 
finding  themselves  in  a  state  of  flux. 
Prohibited  from  entering  tape  b)  the 
sheer  size  ol  the  necessar)  i 1 1 \ i  - 1 - 
ments,  they  have  tried  to  find  a  com- 
munit)  solution  to  the  video  tape 
problem.  One  suggestion  has  been  to 
form  a  cooperative  pool  of  tape  fa- 


videotape.  I  ntil  about  1956,  the  com- 
mercials industi  j  had  gone  through  a 
period  ol  natural  growth  and  ex- 
pansion. In  thai  yeai  there  were  threi 
lime-  a-  man)  producers  supplying 
commercials  to  national  i\  clients  as 
in  1951.  Bui  ahead)  during  the 
1956-57  and  1957-58  seasons  before 
tape  equipment  became  an  opera- 
tional realit)      merger  rumors  began 

to     -weep     the     eomillei  r  i  a  I-      illdli-ll\. 

Some  producers  thought  the  field  had 
grown  too  bulk)  and  loo  competitive. 
Others  regarded  price-cutting  ami 
kick-backs  as  unhealth)   signs  of  an 


BOX  SCORE  OF  COMMERCIALS  MERGERS 


1956-57 

CBS 

Terr)  toon- 

1957-58 

MPO 

A.T.V. 

Robert  Lawrence 

Loucks  &  Norling 

1958-59 

NTA 

Teles!  mlio- 

Warner   Brothers  _ 

1-  ilmwa)  - 

Screen  Gems 

Elliot.  Unger  &  EUliol 

Fred   Niles 

.Ming 

Buckeye  Corp. 

See   above   how   this   season's  three 

Transfilm 

mammoth   commercials   mergers   far  overshadow 

other   combinations   of  this   as   well 

as    previous   seasons,    which    involved   a    produc- 

tion    union    but    no   financing    issue. 

Buckeye-Transfilm    merger    is    not    yet   finalized 

cilities;  another  is  to  rel)  on  rentals 
of  tape  facilities  owned  b)  stations 
and  other  producers.  Hut  at  the  mo- 
ment, no  simple  formula  has  \  el  been 
found.  In  all.  the  tape  revolution  will 
create  a  backwash  that  will  mean 
crisis  and  reorganization  for  small 
and  medium-sized  Arms  in  a  few 
years.  One  alternative  ma)  be  that 
the\  \»ill  turn  to  specialities  I  such  a- 
animation  •  best  suited  to  film. 

It's  an  exaggeration,  though,  to  pin 
the  entire  upheaval  in  the  commer- 
cials    field     on     the     introduction     ol 


overexpanded  industry.  Some  com- 
panies went  out  of  business  and  some 

new    companies    sprung    up,    but    few 

mergers  actuall)  took  place.  Never- 
theless, the  mind  of  the  industr)  was 
set.  The  field  had  been  psychologic- 
all)  prepared  to  ihink  about  the  pos- 
sibilit)     of    merger.    Onl)     a    major 

stimulus  was  needed  to  touch  On  a 
reaction. 

The  advent  of  tape  plus  the  recent 
recession  provided  two  such  stimuli. 
It  became  clear  thai  -landing  -till  was 

i  Please  turn  t<>  page  <><> ' 
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the  big  leagues  sponsors  underwrite  .  .  . 


MILLION  GRAND  SLAM 


Leveling  of  costs,  wider  rights  to  games  attract  big- 
gest sponsorship  ever  to  major,  minor  league  baseball 

^    More  women  and  young  people  are  diversifying  the 
audience,  enabling  new  types  of  products  and  appeals 


1  oday,  as  spring  officially  breaks 
across  the  nation,  sponsors,  agencies, 
and  the  air  media  can  take  a  happy 
look  at  the  impending  baseball  sea- 
son. It's  a  grand  slam  for  all.  More 
games  will  be  aired;  most  everybody 
is  reasonably  happy  with  prices;  all 
expect   big    audiences. 

This  year's  season — which  in  some 
respects  will  be  a  pattern-setter — 
lines  up  thus: 

•  Costs  are  leveling  off.  This  prob- 
ably is  the  most  significant  factor — 
one  that  enables  an  advertiser  making 


or  increasing  his  baseball  plunge  this 
year  to  get  a  strong  clue  where  he'll 
stand  next  time  around.  As  the  num- 
ber of  tv  homes  stabilizes,  time  costs 
likewise  have  become  stabilized  to  the 
point  that  most  stations  sell  time  for 
a  full  game  at  the  one-and-a-half  hour 
prime  time  rate,  a  price  that's  pretty 
well  fixed  today  in  contrast  with  other 
years.  Production  costs  can  be  fig- 
ured as  about  equal  to  time  costs. 
Rights  take  up  the  remaining  third 
of  the  cost  pie.  They're  up  again 
slightly;  but  here,  too,  there's  an  un- 


mistakable  leveling   off  in   demands. 

•  Sponsors  are  pairing  up.  More 
and  more,  advertisers  are  able  to  pin- 
point coverage  and  find  relief  by 
working  out  their  cost  and  coverage 
problems  jointly.  Atlantic  Refining, 
which  owns  the  rights  to  the  Phillies 
and  Pirates  games,  is  a  case  in  point : 
The  agency,  N.  W.  Ayer,  works  out 
elaborate  swaps  with  its  other  adver- 
tisers so  that  its  radio  commercials 
go  into  the  desired  areas  of  distribu- 
tion only.  Additionally,  Atlantic 
widens  its  coverage  by  subcontract- 
ing from  other  stations  and  sponsors 
for  rights.  From  Ballantine,  Atlantic 
gets  the  50-station  Yankee  network 
for  that  portion  of  the  Yankee  games 
R.  J.  Reynolds  wants  in  New  York 
City  only. 

Most  recent  advertiser  to  work  out 
a  similar  coverage  pattern  on  a  large 
scale  is  Bayuk  for  its  Phillies  Cigars. 
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Ba\uk  has  just  finalized  deals  for 
lour  tv  and  three  radio  tie-ups  plus 
one-half  of  •")()  network  games  on 
NBC  TV's  weekend  schedule. 

•  Network  coverage  is  on  the  in- 
cease.  This  year  NBC  TV  has 
doubled  its  baseball  coverage,  adding 
2.~>  Sunday  Major  League  Baseball 
pickups  to  its  Saturday  schedule  of 
25  i  last  year.  20  I .  CBS  TV  has  re- 
duced its  Saturday  Game  of  the  II  eel 
from  26  to  25  games,  but  has  in- 
creased last  year's  17  Saturday  games 
to  21.  Rights  for  network  games  still 
are  rising  at  the  rate  of  about  5%  a 
year  I  the  Baltimore  Orioles,  for  ex- 
ample, get  S25.(KK)  in  rights  for  a 
single  network  game).  Radio  rights 
have  remained  relatively  the  >ame. 
says  Kenyon  &  Eckhardt,  which  nego- 
tiates the  Mutual  Game  of  the  Day 
for  Quaker  State. 

Sharing  regionally  the  NBC  TV 
Saturday  games  with  Bayuk  are  three 
breweries:  Anheuser-Busch,  National 
Brewing,  and  Genesee.  Bayuk's  part- 
ner on  Sunday,  however,  for  one- 
quarter  of  each  game  is  General  Mills 
for  Wheaties  I  through  Knox  Beeves). 
Wheaties  and  Colgate  i  through  Bates) 
alternate  quarter  hours  in  ( IBS  TV's 
Sunday  games.  Falstaff.  which  owns 
the  rights,  sponsors  one-half  both 
days.  Alternate  Saturday  quarter 
hours  are  subcontracted  b)  State 
Farm  Insurance  (through  Needham, 
Louis  &  Brorby).  Remaining  quarter 
and  half  on  alternate  Saturdays  and 
remaining  quarter  each  Sunday  are 
open  for  the  local  stations  to  sell. 

The  General  Mills'  buy  highlights 
another  interesting  point  in  baseball's 
air  media  growth: 

•  Its  audience  is  widening.  Mam 
agency  men  will  tell  you  that  today's 
pilch  in  a  baseball  commercial  I  un- 
like that  of  a  few  years  ago  i  should 
be  angled  to  women  as  well  as  men. 
Tom  Villante,  BBDO  sports  director, 
sees  a  55-45.  male-female  audience 
breakdown  I  first  recognized,  he  sa\s. 
when  sponsors  started  picking  up  the 
tab  for  road  games  at  odd  viewing 
times  I .  To  capitalize  on  this.  Schaefer 
emphasized  food  I  what-to-serve-with) 
aspects  of  beer,  and  Luck)  Strike 
Colored  its  commercials  with  explana- 
tions of  baseball  terminology  and 
background.  Meantime  interest  in  the 
non-adult  groups  seems  to  be  growing 
proportionately,  too.  Nielsen  shows 
these  breakdowns  over  the  last  three 
years    for    a    Game    of    the    Week — 


over  a  month-long  period : 

Men     Women    Teens 

• . 

32  1 1 

32  It) 

32  1 1 

General  Mills  has  recognized  these 
changing  audience  composition  pat- 
terns. In  addition  to  the  network 
schedule,  the  compam  ha*  a  quartet 
of   the    Washington    Senators    games 
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and  is  participating  in  the  St  Louis 
<  .ii dinal   games, 

I  he  I  oni  Co.  M  'illette  I  is  anothei 
spoils  convert.  \t  least  two  [oni 
commercials  are  inserted  in  ever) 
Frida)  night  fight  telecast  and  this 
year  m-  last  i  will  |>c  spread  though- 
out    the    llnrhl    Series    and      lll-^lar 

Gamt NIU    l\      tvhii  h    Gillette 

sponsors   in  then   entiret) .     I  he  I  i  i- 

i  Irticle  continued  <m  pag< 


RESEARCHERS  Dr.   Max 

Sheaiiin  (I)  and  Frank 
Bates,  principals  of  PAIR, 
Inc.  have  been  doing  spe- 
cialized probing  into  listen- 
er and  consumer  motivation 
on  the  West  Coast.  Vmong 
their  interesting  chores  in 
the  broadcast  field  has  been 
a  recent  I..  \.  assignment  to 
determine  ami  describe  .  .  . 


PROFILE  OF  BASEBALL  LISTENERS 

//  hat  sort  of  person  {emotionally  and  economically  \  listens  to 
baseball?    II  hat  basically   intrigues  him  about  the  sport? 

Depth  research  foi  KMPC,  Los  ingeles,  In  the  turn  of  PAIR,  ln< . 
has  produced  some  interesting  insights.  {Foi  more  on  I'  HR,  ln<..  set 
page  84.)    k\l/'(.  and  P  II l{  describe  their  findings  thus: 


"It  would  probably  be  supposed  that  the  average  baseball  listener 
gets  a  kick  out  of  identifying  himself  with  the  successful  pitcher, 
or  the  "clutch"  hitter.  The  most  revealing  finding  from  our  study 
was  that  none  of  these  were  of  major  importance. 

"More  important  were  reasons  stemming  from  the  uniqueness  of 
baseball  itself:  The  baseball  listener  seeks  out  feelings  of  security, 
and  baseball  provides  this  security  because  the  fan  has  full 
knowledge  of  anything  that  might  happen  on  the  field.  The  unpre- 
dictable is  rare,  three  strikes  or  four  balls  decide  the  batter's  fate, 
three  outs  retire  the  side,  nine  innings  usually  end  the  game. 

"Another  finding  of  importance  is  that  baseball  gives  the  listener 
a  chance  to  engage  in  social  conversation  without  any  personal  in- 
volvement. He  can  discuss  batting  averages  and  baseball  statistics 
for  hours  without  revealing  any  of  his  personal  feelings. 

"Baseball  listeners  include  every  walk  of  life,  but  there  is  a  sig- 
nificantly greater  number  among  business  and  professional  groups 
than  average.  This  indicates  an  audience  with  purchasing  power, 
and  explains  why  the  devotee  appreciates  the  feeling  of  security. 

"About  two-thirds  of  the  audience  proved  to  be  male,  and  a  large 
percentage  between  24-34  years  of  age.  Only  half  of  them  like  to 
listen  to  other  sports  on   radio." 
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WHO  PICKS  UP  THE  TV/RADIO  TAB  IN  THE 
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Team 

TELEVISION 

Origination 

Sponsor 

RADIO 

Origination 

Baltimore 
Orioles 

WJZ-TV 

(feeds  3  sta.) 

2/3   Gunther  Brewing*    (L&N) 
'/3    Bayuk   (Wermen  &  Schorr) 

WBAL 

(feeds  12  sta.) 

Boston 

Red  Sox    _ 

WHDH-TV* 

(owns   %) 
i  feeds  5  sta. ) 

'/3    Narragansett    Brew.*    (C&W) 
'/j   Atlantic    Refining    (Ayer) 
y3   Ford  Dlrs.  N.E.  (JWT) 

WHDH* 

(feeds  47  sta.) 

Chicago 

White  Sox      

WGN-TV* 

only 

'/2    Hamm's    (Campbell-Mithun) 
l/j  Okla.  Oil   (N.L&B) 

WCFL* 

(feed-  .SO  sta. 
for  Gen.  Fin.) 

Cleveland 
Indians 

WEWS 

(feeds  5  sta.) 

'/3   Carling*    ( L.F&Stashower) 
'/3   Standard  Oil,  Ohio   (Mc-E) 

WERE* 

(feeds  47   *ta.l 

Detroit 

Tigers 

WJBK-TV 

(feeds  6  sta. ) 

'/3  Goebel*    (Campbell-Ewald) 
'/3    Speedway   Petrol.*    (Doner) 
!/3    Bayuk*   (Wermen  &  Schorr) 

WKMH 

(feeds  40  sta.) 

Kansas  City 
Athletics 

WDAF-TV 

only 

l/2   Schlitz*    (Majestic,  Mil.) 
1/2   Skelly  Oil    (Brewer  &  Co.) 

WDAF 

1  feeds  f>  sta.) 

New  York 
Yankees 

WPIX 

(feeds  3  sta.  1 

V2    Ballantine*    (Esty) 
!/2   R-  J-  Reynolds   (Esty) 

WMGM 

(feeds  10  sta.) 

Washington 
Senators 

WTOP-TV* 

only 

'/4   Gen.  Mills:  Wheaties   (DFS) 
'/4   Gen.   Cig.:   Robt.   Burns    (Y&R) 
»/4   Ford  Dlrs.  Wash.  (JWT) 

WTOP* 

(feeds  12  sta.) 

Chicago 

Cubs 

WGN-TV* 

only 

'/2    Hamm's   (Campbell-Mithun) 
1/2  Okla.  Oil  (NL&B) 

WGN* 

only 

Cincinnati 
Redlegs 

WLW-T 

( feeds  5  sta. ) 

1/2   Hudepohl  Brew.*   (SWB) 
!/2   Standard  Oil,  Ohio  (Mc-E) 

WKRC 

feeds   50   sta.) 

Los  Angeles 
Dodgers _ 

KTTV 

only 

1/2  Amer.  Tob.*   (Gumb.,  BBDO) 
1/2   Pabst*  for  Eastside  (Y&R) 

KMPC 

1  feeds    10    sta.) 

Milwaukee 
Braves 

( No  television) 

WE  MP 

(feeds  40  sta.) 

Philadelphia 
Phillies 

WFIL-TV 

(feeds  1  sta.) 

'/3   Atlantic    Refining''    (Ayer) 
'/3    Ballantine   (Esty) 
'/(,    Bayuk   (Wermen  01  Schorr) 
Vi   Tasty   Baking    ( Aitkin-Kynett) 

WIP 

1  feeds     19    Sta.) 

Pittsburgh 
Pirates 

KDKA-TV 

(feeds  3  sta.) 

%   Atlantic   Refining*    (Ayer) 
'/3    Bayuk    (Wermen    &   Schorr) 
!/3    Iron  City  Beer  (K.MacL&G) 

KDKA 

(feeds  21  sta.) 

St.  Louis 
Cardinals       

KPLR-TV 

only 

9    15   Anheuser-Busch*    (Gardner) 

(owns  the  Cardinals) 
6    15   Gen.   Mills   (K.   Reeves),   etc. 

KMOX 

(feeds  71  sta.) 

San  Francisco 
Giants. 

(No  television) 

KSFO 

(feeds  8   sta.) 

•Indicates  owner  of  rights. 

Sources:  Sports  Network    (Dick  Bailey).   Sporting   News,   sponsors,   agencies,   stations,  clubs. 


MAJOR  LEAGUE  MARKETS 

RADIO 

Sponsor                                                              Combined   rights 

'/2    Gunther    Brewing"    (L&N) 
l/2   Corkran   Hill   Meat,  etc. 

$425,000 

Same  as  tv* 

$475,000 

'/j    Gen.   Finance    (Best) 
1/4   White  Owl   (Y&R) 
'/4    Budweiser   (D'Arcy) 

$400,000 

1/3    Carling    (LF&S) 

1/3  Cntrl.  Natl.  Bank  (F&S&R) 

$500,000 

Same  as  tv* 

$500,000 

Same  as  tv* 

$320,000 

Same  as  tv  in  NYC* — plus 
Ballantine*/Atl.   Ref.   (40  Sta.) 

$875,000 

'/2   Gunther  Brew.   (L&N) 

$150,000 

'/3    Oak   Park  Savings    (Connor) 
'/3    Bayuk   (Wermen  &  Schorr) 
'/j   Goebel    (Campbell-Ewald) 
Vt    Phillips  Petrol.    (L&F) 

$400,000 

Burger   Brewing*    (Midland) 

$390,000 

Same  as  tv* 

$300,000 

'/j    Miller  Brew.*    (Mathisson) 
1/3   Clark  Oil    (Mathisson) 
I/3    Lorillard    (L&N) 

$200,000 

Same  as  tv* 

$600,000 

Same  as  tv* 

$325,000 

*/l   Anheuser-Busch*    (Gardner) 
1/4  Chev.  Dlrs.  St.  L.   (C-E) 
74    Gen.   Finance   (Best) 

$350,000 

1/2   Falstaff*  (DFS) 

'/l    Folger's   (Raymond  Morgan) 

Va   Amer.  Tob.   (Gumb..  BBDO) 

$125,000 

da)  n i g lii  sports  package  ia  .1  11,250, 
000  deal,  and  the  size  of  the  baseball 
commitmenl  ma)  be  judged  from  the 

li^lil-    alone: 

iUStai  Game:  h  rights,  $200,000; 
radio  rights,  $50,000.  /'  orld  Series: 
$2,700,000  t\  rights;  $300,000  radio 
rights.  The  present  contracl  covers 
the  pei  iod  from  1957  through  l'"»l . 

Gillette  has  held  on  to  it-  baseball 
coverage  while  cutting  hark  othei 
sports  as  costs  have  1  i><n. 

•  Satisfied  sponsors.  In  addition 
to  tin-  growing  audience,  advertisers 
have  learned  as  sports  have  become 
a  i\  staple  that  the)  offer  the  cheap- 
est cost-per-1,000  for  reaching  the 
male    audience    (SPONSOR-Sl  0P1 

1  I   March  59). 

Meantime  tli«'  lisl  of  success  stories 
is  growing  local,  regional,  national. 
Bayuk  is  a  case  in  point.  Increased 
retail  distribution  for  it-  Phillies 
Cigars  lias  paralleled  it-  radio  and  t\ 
sports   spread. 

Regional  examples:  I  lie  \\  .  B. 
Doner  agenc)  in  Detroit  lias  parlayed 
a  $15,000  per-year  advertising  budge) 
of  lu  years  ago  for  Narragansetl 
Brewing  to  a  figure  well  over  a  million 
today — larjieh  on  the  basis  of  success 
with  sports  on  radio  and  l\.  Narra- 
gansetl owns  one-third  rights  to  the 
Boston  Bed  Sox  games,  with  \\  111)11 
and  WHDH-TV  owning  the  other 
two-thirds. 

In  the  Baltimore  area.  Corkran, 
Hill  &  Co.,  meat  packing  firm,  i-  said 
to  have  moved  from  fifth  to  second 
place  in  thai  market  through  it-  ro- 
tating participation  in  the  Oriole 
names  on  \\  BAL  radio. 

•  Surrounding  opportunities.  \d- 
ditional  revenue  is  coming  to  stations 
and  networks  from  pre-and-posl  game 
-hows,  slotted  immediatel)  ahead  or 
following  the  televised  or  broadcast 
game.     I  nited     \ir    Line-    1  through 

Vyei  1    lia-  such  schedule-  on  radio  in 

Washington,  D.  ('..  Los  bigeles,  and 
San  Francisco,  where  it  -hare-  both 
pre-and-posl  game  -how-  on  kSFO 
with  Blue  Seal  Bread,  anothei  idver- 
riser  recognizing  the  female  com- 
ponent of  the  baseball  audience.  In 
the  same  sponsor  category,  Braun 
Bread  buys  announcements  before 
and  after  a  quarter-houi  feature  slated 
between  double-headers  on  KDK  \. 

•  Clubs  arc  loosening  restrictions. 
This   year,   onl)    two   clubs   are  still 
holding  back  on  t\  rights.   Due  i-  the 
1  Please  turn  to  />i/,^<'  (>- ' 
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WORLD'S 

^    The  tv  networks  seem  to  have  hit  a 
checkmate    by    ABC's     "gamesmanship" 

^    Here  is  how  the  "third  net"  made  the 
grade  and  its  tv  strategy  for  the  future 


STRATEGISTS:  AB-PT  President  Leonard  Goldenson  (I)  and  ABC  TV 
President  Oliver  Treyz  (r)  pose  beside  promotional  ladders  symbolizing 
the  network's  climb  in  ratings  and  audiences.  In  tv,  which  Treyz  likens 
to  a  game  of  chess,  these  two  have  masterminded  some  astonishing 
moves.  Now  advertising  industry  asks:  "What  will  their  next  move  be?" 
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BIGGEST  CHESS  GAME 


K3,  late  November,  they  suspected 
the\  had  it  made.  A  few  days  ago 
they  knew  for  sure.  The  February 
Nielsen  National  showed  five  of  the 
Top  10  shows  to  be  ABC.  T\  product. 

That  this  beachhead  was  gained 
under  the  big  guns  of  the  hitherto 
impregnable  twin  bastions,  CBS  TV 
and  NBC  TV  leach  formidable 
spenders  in  talent  and  programing  I . 
came  as  something  of  a  jolt  to  mam 
in  the  advertising  industry. 

But  of  those  who  were  jolted,  some 
bad  never  known  and  others  had  for- 
gotten that  when  Leonard  Goldenson 
and  his  Paramount  Theatres  took 
over  control  of  ABC  in  1953.  he  had 
told  the  board  of  directors  that  the 
job  of  whipping  the  network  into  a 
challenging  position  would  take  five 
years. 

Now  they  are  asking  sucb  ques- 
tions as:  "Can  ABC  consolidate  its 
gain  and  go  on  from  here?"  "With 
ratings  notoriously  mercurial,  could 
the  net  stand  a  sudden  setback?" 
"Okay,  so  they  deliver  an  audience; 
when  do  they  start  making  money?" 
"When  do  they  build  prestige  through 
public  service  programing?" 

SPONSOR  set  out  to  learn  the  strat- 
egy' from  the  two  men  who  made  it 
all  happen — AB-PT  corporation  pres- 
ident Leonard  Goldenson  and  ABC 
TV  president  Oliver  Tre\z.  The  for- 
mer is  a  cool,  case-hardened  veteran 
of  show  business  with  a  genius  for 
surrounding  himself  with  just  the 
right  allies.  The  latter  is  a  cyclonic, 
adrenalin-charged,  idea-action  man 
who.  at  41.  has  become  something  of 
a  legend  in  broadcasting.  Each  spent 
a  good  two  hours  the  other  afternoon 
telling  sponsor  their  plans  and  prob- 
lems, revealing  the  strategy  that  made 
the  first  "five-year  plan"  succeed. 

Before  the  interviews  with  the 
ABC  TV  heads,  sponsor  had  checked 
a  number  of  top-level  admen  from 
agencies  and  clients  competitors  and 
affiliates  to  learn  what  the\  most 
wanted  to  know  regarding  the  net- 
work beyond  what  they  may  have 
heard  at  the  11  March  presentation 
held  in  New  York's  Waldorf-Astoria. 
Loaded  with  these  questions.  SPONSOR 
went    to    the    interview,    came    awav 


with  some  unexpected  answers  as 
well  as  a  realization  of  what  can  be 
accomplished  if  you're  willing  l" 
throw  the  old  rule-books  out  the 
window  and  back  sour  own  bunches 
with  big  stakes. 

O/.    How  does  ABC  plan,  get  things 

done?  Exactly  who  in  the  organiza- 
tion consult  on  a  new  more/ 

A.  Although  some  on  the  outside  arc 
willing  to  believe  that  Goldenson 
and  Treyz  call  just  about  all  the 
shots,  the  fact  is  that  the  network  i- 
a  team  operation.  These  are  the  men 
who  discuss  and  decide:  Goldenson. 
Treyz.  Thomas  Moore,  v.p.  in  charge 
of  t\  net  programing  and  talent:  Wil- 
liam Mullen,  v.p.  and  general  sales 
manager:  Donald  Coyle,  v.p.  in 
charge  of  research  and  sales  develop- 
ment; Simon  Siegel.  financial  \.p.  of 
AB-PT  and  v.p.  and  treasurer  for 
ABC:  Julius  Barnalhan.  director  of 
research.  In  addition,  an  executive 
board  comprising  heads  of  each  di- 
vision meets  every  Tuesda\  morn- 
ing. But  this  does  not  mean  that  de- 
cisions ride  from  Tuesday  to  Tues- 
day. "We  can  assemble  a  board  meet- 
ing within  two  minutes,  and  fre- 
quently do,"  explains  fast-moving 
Tre\/. 

The  real  secret  of  ABC's  speed  and 
Sexihilit]  is  that  even  move  has  a 
master  plan,  and  everyone  involved 
knows  what  it  is.  No  one  ever  works 
in  the  dark.  Each  knows  what  the 
other  is  doing  and  what  be  himself 
must  do  to  fit  into  the  plan.  Inter- 
coms between  the  top  execs'  offices  at 
ABC  are  kept  busy.  To  hear  Golden- 
son and  Treyz  explain  their  strategy 
is  like  listening  in  on  a  couple  of 
chess  experts. 

Indeed,  chess  is  exactl)  the  anal- 
og} that  Treyz  applies  to  tv  and  t\ 
advertising  today.  "Network  tele- 
vision." he  sa\s.  "is  a  big  chess  game 
with  three  boards  (the  three  nets). 
Programs  are  the  chess-pieces.  It  has 
changed  the  old  concept  of  selling  to 
advertisers,  because  selling,  as  sucb. 
doesn't  enter  into  the  game.  Sales 
follow  automatically  a>  the  chess- 
pieces  move  forward.  Now  the  broad- 
caster works  along  with   advertisers 


to  'plaj  tli--  t\  game,1  and  he  has  to 
rememhei  thai  evei  j  one  at  the  table 

are   pros." 

'  >n   the    \l!*     i  hess   board,    I  reyz' 
principal  job  is  evaluating,  planning 

and  executing  the  plan-.  I  earned  h  illi 
Goldenson 's  -kill  in  organization,  un- 
cann)  judgment  of  good  show  mate. 
rial  and  close  friendships  in  the  en- 
tertainment world,  the  two  make  a 
formidable  pair,  of  "t\  chess19  experts. 
Q.  Nou  that  iBC  Tl  has  come  this 
fur.  when  do  the)  start  making 
money? 

A.  I'lie\  remaking  mone)  righl  nou. 
says  <- oldenson;  1958  saw  net  in- 
come ri>e  about  $28  million  ovei 
1957    foi     \I!C   division    of    Mil' I. 


WYATT  EARP 


77  SUNSET  ST. 


SHOW-TOPPERS:  Highlight  from  new  ABC 
presentation  lists  these  14  programs  reaching 
10   million    homes.     Sponsored    hours   doubled 


I  he  corporations  annual  statement 
will  shortl)  go  out  to  stockholders. 
Among  the  things  it  will  show  is  that 
ABC  division's  net  income  la>t  yeai 
was  about  $137  million  against  SlOO 
million  in  1957;  that  1958  net  in- 
come for  entire  VB-PT  was  some 
$245  million.  AB-TP  includes,  be- 
side its  broadcasting  operations,  sucb 
activities  as  theaters,  records,  elec- 
tronics manufacturing  interests,  \l!< 
Film,  and  an  interest  in  Disneyland 
Park.    In    1957,    UJ-PT  net    income 

was  almost  $216  million.  SO  it   would 

appear  that   tlii-   year's   move-up  to 
$2  1 5  million  was  almost  entirelj  due 

to  the  $28  million  rise  at    \l!< 
(  Please  turn  to  page   ">'  I 
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Hamilton  pinpoints  the  right  time 


^    Watch  company  returns  to  radio,  uses  spot  to  expand 
its  share  of  the  market  for  expensive  quality  product 

^    Choice  of  morning  slots  in  50  cities  automatically 
selects  adult  audience  needed  for  limited-appeal  items 


oped  a  year  ago,  returned  in  1958  to 
radio  as  a  sales  vehicle  for  its  line  of 
electric  watches,  priced  from  $89.50 
to  $200,  and  for  its  diamond  models, 
tagged  from  $89.50  to  $500. 

As  final  measure  of  the  success  of 
the  new  advertising  plan  and  the  ra- 
dio method,  some  local  jewelers  re- 
ported sales  gains  as  high  as  500% 
as  a  direct  result  of  the  spot  radio 
advertising;  the  company  itself  cor- 
relates sales  gains  with  radio  adver- 
tising in  those  areas  where  radio  was 


larketing  an  expensive,  limited- 
appeal  product — watches  retailing  at 
a  minimum  of  $89.50 — with  a  mass 
advertising  medium  —  radio  —  is  a 
tactic  which  continues  to  pay  off  for 
the  Hamilton  Watch  Co.  of  Lancas- 
ter. Pa. 

Most  marketers  associate  the  reach 
and  impact  of  radio  with  a  frequent- 
ly-turned-over, high-impulse,  run- 
down -  to  -  the  -  corner  -  drugstore  item. 
But  Hamilton,  in  line  with  new  adver- 
tising and  marketing  strategy  devel- 


used.  That's  why  this  year  radio  is 
again  the  bolstering  local-level  me 
dium — only  this  time  Hamilton  will 
continue  its  experimentation  and  take 
a  new  tack  in  programing  and  in  au 
dience  segmentation.  Its  over-all  radio 
goal,  however,  remains  the  same:  to 
claim  a  bigger  market  share  for  its 
watch  line. 

Hamilton  and  its  agency,  N.  W. 
Ayer  &  Son,  Philadelphia,  launched 
a  flight  of  spot  announcements  in  the 
spring  of  1957  after  selecting  radio 
as  the  best  means  to  reach  people  in 
25  selected  markets.  Radio,  omitted 
from  plans  schedules  for  three  years, 
was  designed  to  promote  the  com- 
pany's revolutionary  new  electric 
watch — a  development  which  it  terms 
"the  first  really  new  watch  in  nearly 
500  years." 

Ten  years  of  research  had  led  to 
the  development  of  this  new  watch 
which  requires  no  winding,  no  wrist 
motion  of  any  kind  to  keep  it  going. 
It  is  powered  by  a  miniature,  replace- 
able energy  cell.  A  year  of  print 
promotion  throughout  1957  still  left 
many  soft  spots  in  consumer  aware- 
ness of  the  electric  watch,  which  is 
why  Hamilton  transposed  its  modern- 
istic, pace-setting  electric  theme  to 
the  aural  medium.  The  pattern 
emerged  from  Hamilton  staff  confer- 
ences with  Ayer  personnel  and  Ayer 
account  executive  John  P.  Hurley. 

Their  pattern:  One-minute  an- 
nouncements during  early-morning 
traffic  periods  in  25  markets  for  an 
eight-week  cycle.  These  times  ruled 
out  unmoneyed  teens,  concentrated  on 
adults  with  control  of  family  budget. 
From  17  March  through  10  May, 
1958,  Hamilton  slotted  an  average  of 
10  announcements  per  week,  two 
every  Monday-through-Friday  morn- 
ing between  the  hours  of  7  and  9  a.m. 

Audience  potential  as  well  as  actu- 
ality was  important,  says  E.  L.  Jones, 
manager  of  consumer  advertising  for 
Hamilton.  "Early  spots  were  con- 
sidered more  desirable  because  of  ra- 
dio's morning  preoccupation  with 
news,  weather  and  time  signals.    Lis- 

STRATEGISTS  IN  TIMING  Hamilton  Watch's 
quality,  cost  concepts  with  radio  audiences:  E.  L. 
Jones,  (r),  Hamilton  cons.  adv.  mgr.;  John  P. 
Hurley,     (I),     acct.    exec,     N.    W.    Ayer,     Phila. 
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teners  are  extremely  time-conscious 
in  the  morning — meeting  commuter 
schedules,  getting  youngsters  on 
school  buses  and  doing  several  things 
with  their  eyes  on  their  watches  and 
ears  low  ard  the  radio." 

But  audience  alone  was  not  enough. 
Mr.  Jones  and  his  compan)  view  "the 
quality  and  character  of  hoth  the 
station  and  its  early-morning  per- 
sonality as  more  important  than  audi- 
ence ratings.  Inasmuch  as  Hamil- 
ton is  a  prestige  compan)  with  a 
quality  product,  it  couldn't  sacrifice 
audience  selectivity  for  high  ratings." 

To  maximize  the  quality  concept, 
Hamilton  used  New  York  newsman 
Kenneth  Banghart  to  deliver  the  com- 
mercial copy  on  the  transcribed  an- 
nouncements. He  was  backed  with 
specially  composed  music  which 
blended  high  and  low  register  sounds 
to  translate  a  pattern  of  modernistic 
whirls  and  swirls — a  heliograph  used 
1>\  Hamilton  in  its  electric  watch 
print  advertising — to  broadcast  mu- 
sic. Announcer  Banghart.  in  the 
consumer  ad  manager's  opinion,  was 
"the  ideal  spokesman  for  our  electric 
watch  because  of  his  long  association 
with  newscasting  plus  his  genteel  yet 
crisp  delivery."  His  e.t.'s  were  also 
available  in  shorter  versions  with 
open  ends  for  use  by  local  retail 
jewelers. 

This  spring  season  was  the  launch- 
ing point  of  the  broadcast  campaign 
because  this  is  one  of  tw  o  annual  peak 
sales  period  for  watches.  At  this  time 
of  year  parents  and  friends  of  high 
school  and  college  graduates  and 
members  of  wedding  parties  are  pro- 
watch-giving  minded. 

The  biggest  selling  season,  of 
course,  is  Christmas  because  the 
watch  has  long  been  a  favorite  gift 
of  many  people.  October,  November 
and  December — as  shown  in  the  fol- 
lowing monthly  sales  analysis — ac- 
count for  about  40r^  of  the  annual 
watch  sales.  Here  is  the  month-by- 
month  sales  average  as  percentage  of 
total  annual  sales: 


Jan. 
Feb. 
Mar. 
Apr. 
May 
June 


.6% 

.6 

.6 

.7 

.9 

.9 


July 

Aug. 

Sept. 

Oct. 

Nov. 

Dec. 


•  6% 
.6 
.6 
9 
.10 
.20 


This   traditional  consumer   buying 
pattern — with  slow  summer  months — 
(Please  turn  to  page  63) 
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RUSS  WIDEO,  WBAY-TV,  Green  Bay,  personality,  demonstrates  Parti-Day  with  aid   of  Barbara 
Haslow,  who  is  "Alice  in  Dairyland,"  promotional  character  of  Wisconsin  Agriculture  Department 


PARTI-DAY  GOAL  REACHED 


W 


ith  the  Parti-Day  tv  test  half- 
wax  through  its  second  13-week  cycle, 
shipments  have  reached  the  goal  set 
for  the  entire  26  weeks. 

A  sales  target  of  10,000  cases  was 
set  original!)  by  the  Otto  L.  Kuehn 
Co.,  food  brokers  handling  distribu- 
tion of  the  dessert  topping  in  the 
Green  Bay  area,  scene  of  the  test. 
Shipments  through  February  totaled 
9,925  cases. 

The  10,000-case  target  was  set  on 
the  assumption  the  advertising  cost 
for  introducing  a  new  product  would 
run  about  $1  a  case.  Budgeted  for 
the  campaign  of  live,  daytime  min- 
utes was  $9,980. 

If  shipments  continue  at  the  same 
level  sparked  bv  the  tv  test  so  far. 
the  26-week  total  will  hit  13,230  cases 
or  75c1  a  case. 

Dramatizing  the  effect  i\eness  of  the 


campaign  is  a  comparison  of  Bhip- 
ments  to  Green  l>av  with  three  other 
markets  where  shipment  data  are 
available  but  where  no  advertising 
is  being  used. 

The  three  markets  arc  Milwaukee 
Louisville  and  Phoenix,  The  first  two 
are  considerably  larger  than  Green 
Baj  w  hile  Phoenix  is  smaller. 

Vverage  semi-monthl)  shipments 
in  Green  Ba\  during  the  l\  test  have 
been  running  at  1.103  cases.  In  the 
same  period,  the  Milwaukee  average 
has  been  531  cases,  the  Louisville 
average  I0.'>  cases  and  the  Phoenix 
average   132  cases. 

If  the  fact  that  an  estimated  20'  I 
of    Milwaukee    shipments    go    to    the 
Green  Baj    area  i~  taken  into  account, 
the    Green     Ba\     average     would     be 
1.200      and      the      Milwaukee      figure 

would  then  average    124.  f^ 
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SALES  BOX  SCORE 


16-31  Ocl 580  cases 

1-15  Nov 1,450  cases 

L5-30  Nox 370  cases 

1-15  Dec 1,090  cases 

16-31  Doc 350  cases 

1-15  Jan 1,595  cases 

16-31  Jan 1,865  cases 

l-lo  Fob 1,380  cases 

l(>-2«  Feb 1,245  cases 
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1958  SPOT  TV  EXPENDITURES  BY  INDUSTRY 


AGRICULTURE 
ALE,  BEER,  &  WINE 
AMUSEMENTS 
AUTOMOTIVE 
BUILDING  MATERIAL  .. 
CLOTHING 
CANDY,  SOFT  DRINKS 
CONSUMER  SERVICES .... 
COSMETICS,  TOILETRIES 
DENTAL  PRODUCTS 
DRUG  PRODUCTS 
FOOD,  GROCERIES  __ 
GARDEN  SUPPLIES 
GASOLINE,  LUBRICANTS 
HOTELS,  RESORTS,  ETC. 
CLEANERS,  WAXES,  ETC. 

Source:  TvB- Rorabaugh,  gross  time 


I     1,350.000  HOUSEHOLD  EQUIPMENT 

11.214.000  HOME  FURNISHINGS- 

559,000  LAUNDRY  PRODUCTS ... 

7.376,000  PAPER  PRODUCTS.. 

2.789,000  HOUSEHOLD,  GENERAL 

13,241,000  NOTIONS 

28,237,000  PET  PRODUCTS .... 

14.605.000  PUBLICATIONS 

46,749,000  SPORTING  GOODS,  TOYS 

14,467,000  OFFICE  SUPPLIES.. 

44.626,000  TV,  RADIO,  PHONOGRAPH 

135,687,000  TOBACCO  PRODUCTS 

661,000  TRANSPORTATION  &  TRAVEL. 

24,479,000  WATCHES,  JEWELRY,  CAMERAS 

423,000  MISCELLANEOUS 

29.650,000  TOTAL $51 


4.621.000 

2.926,000 

29,940,000 

5,163,000 

4,101,000 

384,000 

4,411,000 

757,000 

3,045,000 

149,000 

1,501,000 

31,119,000 

2,937,000 

4,459,000 

7,144,000 

,770,000 
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Spot  tv's  million  dollar  brands 


^    There  are  39  of  them  among  the  10  top  clients,  says 
TvB;  Lestoil's  $12.3  million  was  ahead  by  wide  margin 

^    Food-grocery   products   are  the   medium's   leading 
category,  almost  thrice  the  size  of  cosmetics,  toiletries 


I  he  upward  zoom  in  spot  tv  bil- 
lings last  year  has  brought  with  it 
an  increase  in  the  medium's  million 
dollar  brands. 

So  far  as  the  top  10  advertisers 
are  concerned,  there  were  39  million 
dollar  brands  in  1958  compared  with 
31  the  previous  year. 

Details  on  brand  spending  by  the 
top  10  have  been  issued  by  TvB, 
along  with  total  expenditures  of  the 
top  100  companies  plus  a  breakdown 
of  spot  tv  spending  by  industry. 

TvB  previously  had  published  the 
names  of  the  top  10  companies  plus 
the  1958  spot  tv  dollar  total.  The 
latter  came  to  $511.7  million  last 
year,  a  W/i  jump  over  1957.  (See 
"More  day  spot  tv  buys,"  SPONSOR, 
7  March  1959. 1 


TvB  figures,  gathered  by  N.  C. 
Rorabaugh,  show  time  .  expenditures 
at  the  one-time  rate  and  do  not  in- 
clude program,  production  or  com- 
mercial spending. 

Here  are  the  leading  brands  among 
the  top  10  companies,  ranked  by  ex- 
penditures: Lestoil,  Maxwell  House 
coffee,  Alka  Seltzer,  Anahist  cold 
remedies.  Zest  Beauty  Bar,  Viceroy, 
Colgate  dental  cream,  Jif  peanut 
butter,  Ivory  Liquid  and  Wonder 
bread. 

P&G  has  three  brands  in  this  list. 
None  of  the  other  companies  had 
more  than  one. 

The  No.  1  spot  tv  brand  was  far 
ahead  of  the  others.  Lestoil's  $12.3 
million  expenditures  was  more  than 
twice    as    great    as    Maxwell    House 


coffee,    the    brand    in    second    place.. 

The  top  10  spot  tv  advertisers, 
who  account  for  about  25%  of  all 
spending  in  the  medium,  boasted  the 
following  number  of  million  dollar 
brands  among  the  total  each  adver- 
tises in  the  medium: 

P&G,  10  out  of  42;  Lever  Bros.,, 
six  out  of  24;  Adell  Chemical  ( Les- 
toil j,  one  out  of  one;  General  Foods, 
two  out  of  27;  Colgate-Palmolive,, 
five  out  of  23;  Continental  Baking,, 
three  out  of  15;  Brown  &  William- 
son, three  out  of  four;  Warner-Lam- 
bert, three  out  of  14;  Miles  Labora- 
tories, three  out  of  five;  American. 
Home  Products,  three  out  of  22. 

Food  and  grocery  products  were 
far  in  advance  as  the  leading  cate- 
gory in  spot  tv.  Spending  here  was 
almost  triple  that  of  the  second 
ranking  category  (cosmetics  and 
toiletries ) .  The  drug,  beer-wine,  and 
tobacco  categories  follow.  ^ 


For  list  of  100  biggest  spot  tv 
spenders  and  brand  spending  of 
top    10,    see    pages    54   and    56.. 


42 


SPONSOR 


21    MARCH    1959' 


TV   BASICS/MAR. -APR 


Day,  night  network  tv  gain  equally 


^    TvB's  1958  net  tv  wrapup  shows  daytime  billings  in- 
crease 9.9%.  nighttime,  9.7%.    Top  180  clients  listed 


l^a\time  and  nighttime  network  tv 
ran  neck  and  neck  in  showing  in- 
creases over  1957.  according  to  final 
1958  LNA-BAR  figures  released  b) 
Tvli. 

These  figures,  based  on  gross  time 
costs,  show  da\time  tv  in  1958  gained 
9.9' i  over  the  previous  year,  and 
nighttime  came  out  9.7' <    ahead. 


Billings  for  December.  1958.  how- 
ever, showed  daytime  running  appre- 
ciably ahead  of  (he  corresponding 
L957  month  (18.69?  gain  compared 
to  a  ■'>..">',  nighttime  billing  gain),  a 
reflection,  in  part,  ol  VBC's  "Opera- 
tion Daybreak." 

Food  and  food  products  recouped 
their    No.    1     position    as    the    lead- 


in-  producl  classification  in  1958*8 
LNA-BAR  figures.  The  1957  I'll! 
figures,  although  nol  completely  com- 
parable, showed  toiletries  and  toilet 
goods  i  in  second  place  in  1958  >  in 
the   leading    position. 

I  he  complete  T\  I!  1958  network  t\ 
w  rap-up  includes: 

•  Spending  b)   industry  categories 

•  Billings  !>\  daj  pat  i- 

•  A  list  oi  238  advertisers  spend- 
ing $25,000  or  more  in  nel  i\  last 
\ ear.  i  See  below  for  li~l  of  top  l>'!<> 
network  spenders. »  ^ 


TOP  180  NET  TV  CLIENTS  AND  ESTIMATED  EXPENDITURES,   1958 


Rank 


Client 


Expend. 


Rank 


Client 


Expend. 


Rank 


Client 


Expend. 


167. 

Acad.  Mot.  Pict.    \  &  S 

$      212,616 

82. 

Associated    Products 

$    1,377,336 

58. 

Carter  Products 

$  2,340,095 

80. 

Alberto  ( lulver  

Uuminum,  Ltd.     .  

1,434,882 
478,638 

86. 
1  18. 

\ t lant i~   Sale-  (  mi]). 
liawik   Cigars 

1,322,987 
743,001 

79. 
41. 

( ihemstrand 

1,506,984 

137. 

3  098  078 

77. 

Alcoa   

1,531,362 

54. 

Beech-Nut  Life  Savers 

2,476,177 

10. 

( hrysler 

14,341,471 

157. 

\mana    Refrigeration 

249,264 

120. 

Bell  &  Howell 

730,733 

153. 

<  liiinh  &  Dwighl 

266,575 

159. 

AB-PT 

American   Can   - 

237,387 
1,253,570 

61. 
85. 

Bishop,  Hazel 

lllock     1*11112 

2,112,594 
1,357,243 

149. 
2. 

Clairol 

294,795 

88. 

22  857  497 

43. 

American   Chicle  

2,969,625 

62. 

Borden 

1,860,634 

1  19. 

Continental  Baking 

740  26! 

97. 

American  Dairy    Wn. 

996,376 

95. 

Pick.  John  H. 

1,025,460 

29. 

Corn    Products 

4,927,240 

76. 

American  Gas  Ass'n. 

1,549,530 

103. 

Brillo  Manufacturing 

925,190 

169. 

<  iracker  .lack 

207,372 

6. 

American  Home  Prod. ... 

20,507,683 

8. 

Bristol    Myers 

16,072,802 

106. 

Distillers'  <  oi  p. 

876.022 

121. 

AMF 

720,590 

19. 

Brown  &  Williamson 

8,250,471 

127. 

1  iim    ( Ihemical 

598  592 

90. 

American  Tel.  &  Tel. 

1 , 1 90, 1 76 

70. 
33. 

Bulova  Watch 
»  lampbell  Soup 

1,667,057 
4,233,743 

68. 
51. 

1  Iracketl 

1  699  539 

12. 

American  Tobacco 

11,252,180 

DuPont 

2,671,026 

37. 

Armour              

3,532,737 

151. 

Canadian   Breweries 

268,749 

155. 

Eastco 

257  996 

49. 

Armstrong  Cork 

2,764,452 

52. 

( 'ai  nation 

2,661,252 

24. 

Eastman  Kodak 

Please  turn 

5,937361 
to  page  61 

1.  THIS   MONTH    IN    NETWORK   TV 


Network  Sales  Status  Week  Ending  14  March 

Daytime 


|iiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiii!iniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiHiiiiii!i^      

SPONSORED  HOURS 


ABCf 
CBSf 
NBC 


123:05 
■27:1 5 


126:45 


^ilPIIIIII!lll!IIIIHIIl[l!llllli||illllM 

t  Excluding  participation   shows 


Nighttime 

3NSORED  HOURS 


For  comparagraph  of  network  tv  shows,  turn  page 
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I  I 


2.  NIGHTTIME 


C  O 


P  A 


SUNDAY 

ABC  CBS  NBC 


MONDAY 

ABC  CBS  NBC 


TUESDAY 

ABC  CBS  NBC 


Al 


Small  World 

O.    Mathieson 

(D'Arcy) 

Sp-L  $28,000 


Meet  The  Press 

sust 

'Unchained 

Goddess 

AT&T    (Ayer) 

(6-7:    3/22) 

D-F  $300,000 


Twentieth 
Century 

Prudential 
(R-McC) 


Chet   Huntley 
Reporting 


No  net  service 


D    Edwards 

Amer  Home 

(Bates) 

N-L  $9.500tt 


News 

Carter    (L    3/30) 

alt    sust 
N-L  $6.500t1 


D   Edwards 

B&H  (DDB) 

DuPont    (BBDO) 

NT-T.         sq  -.nntt 


News 

Kemper    (L    4/4) 
N-L  $6.500t1 


|  You  Asked  for  It 

Skippy  Peanut 
Butter  (GBB) 
|M-F  $24,000 


Lassie 

Campbell   Soup 

(BBDO) 

A-F  $37,000 


Mark  Saber 
Sterling    (DFS) 
\-F  $50,000 

Jazz  Age 

(7-8;    3/29) 
Sterling    (DFS) 
D-F         $140,000 


No  net  service 


No  net  service 


ABC    News 

sust 


O  Edwards 
Amer  Home 
(repeat  feed) 


News 

Carter   alt  sust 

(repeat  feed) 


ABC  News 

sust 


D    Edwards 

Benson  &  Hedges 

DuPont 

rapiat  feed) 


News 

Kemper 

(repeat  feed) 


ABC 


Maverick 

(7:30-8:30) 
I  Kaiser  Co  (Y&R) 
iDrackett  (Y&R.) 
|W-F  $70,000 


Bachelor   Father 

Am  Tob  (Gumb.) 
Sc-F  $42,000 

alt  wks 
Jack  Benny 
Am  Tob   (BBDO) 
C-L  $65,000 


''Steve  Allen 

(7:30-9;    3/15    & 

3/22) 

RCA    (K&E) 

Polaroid     (DDB) 

DuPont    (BBDO) 

H.  Curtis 

(Weiss) 

r-T.  lie-  nnn 


Tales  of  The 
Texas  Rangers 

(7:30-8:30) 

Sweets  Co. 

(H.  Eisen) 

W-F  $11,000 


Name  Tune 
Am  Home  (Bates) 
Q-L  $23,000 

America    Pauses 
for    Springtime 
Coca-CWa(Mc-E) 
(3/30:    7:30- 
8:30) 
Mn-T.      s.t's  nno 


Buckskin 

P&G  (B&B) 

W-F  $24,000 


Cheyenne 

(alt  wks 

7:30-8:30) 

Harold  Ritchie 

(Atherton    &    C) 

-Tohnson  &  Johnson 

(Y&R) 
Armour    (FC&B) 
W-F  178  nnn 


Stars   in   Action 

sust 


Dragnet 

Mermen    (N&L) 

alt 

P&G    (B&B) 

My-F         $35,000 


The  Ply 

Sho 

Starr 

Lawrence 

Plymouth 
(7:30- 
Mu-L 


Maverick 


Ed  Sullivan 

(8-9) 
Mercury  (K&E) 
alt  Kodak  (JWT) 
V-L  $79,500 


'Music  with 
Mary    Martin 

(8-9;    3/29) 

Times    (Peck) 

alt    sust 

Mu-L       $400,000 


Shirley  Temple's 
Storybook 

(7:30-8:30  every 

third  week) 

J.    H.    Breck 

(Ayer) 

Dr-F         $65,000 


The   Texan 

Brown  &  Wmsn 

(Bates) 

W-F  $37,000 


Restless   Cun 

Sterling  Drug 

(DFS)    alt 

P&G  (Compton) 

W-F  $37,500 


Sugarfoot 

(alt  wks 

7:30-8:30) 

Am  Chicle 

(Bates) 

Luden's 

(Mathes) 

W-F  $78,000 


Playhouse    of 
Mystery 

sust 


Law  Man 

It    J.   Reynolds 

(Bsty) 

General  Mills 

(DFS) 

I  W-F  $41,000 


Ed  Sullivan 


Lawless  Years 

iust    (4/5    start) 
A-F 


Bold  journey 

Ralston-Purina 

(GBB) 

A-F  $9,500 


Father  Knows 

Best 

Lever    (JWT)    alt 

Scott   (JWT) 
Sc-F  $38,000 


Wells  Fargo 

Amer  Tobacco 

(SSC&B) 

alt  Buick 

(Mc-E) 

W-F  $43,800 


Wyatt  Earp 

Gen  Mills   (DFS) 

alt  P&G 

(Compton) 

W-F  $38,000 


'Eddie  Fisher 

(8-9;    L    3/17) 

L&M  (Mc-E) 

V-L  $98,000 

Pete    Kelly's 

Blues 

(8-8:30;  3/31   S) 

L&M      (Mc-E) 


Plymouth 

Lawre 

We 


■Mi  I, Mill 


To  Tell  the 
Truth 

Carter    (Bates) 
Marlboro 
(Burnett) 

3-L  $22,000 


Perry   Como 
Pontiac    (MJ&A) 

(8-9;   3/24) 

Mu-L        $275,000 

Jimmy   Rogers 

(8:30-9;  3/31    S) 

L&M    (DFS) 
V  L  800.000 


Ozzie  & 

Kodak 
Quaker 
(WB1 

Sc-F 


Colt  .45 

P&G    (Comp) 

Boyle-Midway 

(JWT) 

Beech-Nut 

(Y&R) 

|  W-F  $13,800 


C.   E.  Theatre 

Gen  Electric 

(BBDO) 

Dr-F  $51,000 


'Dinah    Shore 
Chevy  Show 

(9-10) 

Chevrolet 

(Camp-E) 

V-L  $150,000 


Voice   of 
Firestone 

Firestone 

( Sweeney   & 

James) 

Mu-L         $32,000 


Danny  Thomas 

Gen  Foods 

(B&B) 

Sc-F  $47,500 


Peter  Cunn 
B-M    (DCS&S) 
My-F         $38,000 

'Creen  Pastures 

Hallmark 

(FC&B) 

(9:30-11;  3/23) 

D>  L         $000,000 


The  Rifleman 

Miles   Lab 

(Wade) 

P&G   (B&B) 

Ralston 

(Gardner) 

W-F  $36,000 


Arthur    Godfrey 

Pharmaceuticals 

(Parkson) 
V-L  $31,000 


George   Burns 
Show 

Colgate    (Bates) 
Sc-F  $40,000 


Donna 
Show 

Campbell 

(BBD( 

Shulton  (W 

Sc-F        $5 


Deadline  For 

Action 

(9:30-10:30) 

sust 


Hitchcock 
Theatre 

Bristol-Myers 

(Y&R) 

My-F         $39,000 


Dinah  Shore 
Chevy  Show 


This    Is    Music 

sust 


Ann  Sothern 

Gen  Foods 

(B&B) 

Sc-F  $40,000 


Alcoa-Goodyear 
Theater 

Alcoa    (FSR) 
Goodyear    (Y&R) 
Dr-F  $39,000 


It 


Naked  City 

Whitehall 

(Bates) 

Brown  &  Wmsn 

(Bates) 
My-F         $37,000 


''Red  Skelton 

Pet  Milk 

(Gardner) 

S.  C.  Johnson 

(NL&B) 

2-F  $52,000 


Bob  Cummings 

Reynolds    (Esty) 
Sc  F  $36,000 


Accuse, 

sust 


Deadline  For 
Action 


Richard 

Diamond 

P.    Lorillard 

(L&N) 

A-F  $36,000 


Loretta    Young 

P&G  (B&B) 
Dr-F  $42,500 


Patti  Page 
Show 

Oldsmoblle 

(Brother) 

V-L  $40,000 


Desilu 
Playhouse 

(10-11) 

Westinghouse 

(Mc-E) 

Dr-F  $82,000 

(average) 


Arthur   Murray 

Party 

P.    Lorillard 

(L&N)   alt 

Pharmaceutical 

(Parkson) 

V-L  $30,000 


Alcoa  Presents 

Alcoa  (FSR) 
Dr-F  $35,000 


Garry  Moore 

(10-11) 
Revlon  (LaRoche) 
V-L  $59,000 

(Vz  hr.) 


Californians 

(Last    3/31) 

Singer    (Y&R) 

W-F  $37,500 

David   Niven 

Singer    (Y&R) 

alt   sust    (4/7    S) 

■»i-r> Mn.OMI 


Wed  Nif 
Fights 

Brown   &  fl 

(Bates  i 

Miles    (Wi 

(10-conci 

Sd-L         SM 


Meet    McGraw 

Alberto  Culver 

(Wade) 

I  A-F  $9,500 


What's  My  Line 

Kellogg 

(Burnett) 

alt   Sunbeam 

(Perrin-Paus) 

Q-L  $32,000 


'Frances 
Langford 

Rexall    (BBDO) 

(10-11;  3/15) 
V-F  $250,000 


|ohn  Daly  News 
Lorillard  (L&N) 
N-L  $6,000 


Desilu 
Playhouse 


No  net  service 


Oscar  Awards 
Academy  of  Mo- 
tion Pic.  Arts  & 
Sciences,  Motion 
Pic.  Assn  (10:30- 

12:15;    4/6) 
Production    costs: 
$125,000 


John   Daly  News 

Lorillard     (L&N) 
N-L  $6,000 


No  net  service 


Carry    Moore 

Kellogg 

(Burnett) 

alt 

Pittsburg    Plate 

(Maxon) 


No  net  service 


*Color  show,  ttCost  is  per  segment.  Prices  do  not  include  sustaining,  par- 
ticipating or  co-op  programs.  Costs  refer  to  average  show  costs  including 
talent  and  production.    They  are  gross  (include  15%  agency  commission). 


They  do  not  include  commercials  or  time  charges.  This  chart  covers  period 
14  Mar. -10  Apr.  Program  types  are  indicated  as  follows:  (A)  Adventure, 
(Au)     Audience    Participation,     (C)     Comedy,     (D)     Documentary,     (Dr) 
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\  G  R  A  P 


14   MAR.  ■  lO   APR. 


DNESDAY 

BS  NBC 


THURSDAY 

ABC  CBS  NBC 


ABC 


FRIDAY 

CBS  NBC 


SATURDAY 

ABC  CBS  NBC 


News 

sust 


D  Edwards 

Whitehall 

(Bates) 

N-L         $9,5O0tt 


News 
R.   .1     Bayni  Ida 

I    I 

Sterling  (I)  F  S) 

S'-L  $6,500tt 


D    Edwards 

Equitable    Life 

(FC&B) 

Fla.   Citrus 

N-L  $9.500tt 


News 
sust 


No  net  service 


No  net  service 


No  net  service 


News 

sust 

(repeat  feed) 


ABC  News 
sust 


D  Edwards 

Whitehall 


wagon    I  rain 

(7:30-8:30) 

Ford    (var.   hour) 

(JWT) 

National  Biscuit 

(Tar.   hi  hr. ) 

(Mc-E> 

W-F  $35,500 

(%  hr.) 


News 
Reynolds 

alt    Sterling 
(repeat  feed) 


ABC  News 

sust 


D  Edwards 
Equitable  Life 

Fla.  Citrus 
(repeat  feed) 


News 
(repeat  feed) 


Leave   It   To 
Beaver 

Miles    Lab 

(Wade) 

Ralston 

(Gardner) 

Sc-F  $36,000 


I   Love  Lucy 

Plllsbury 

(Burnett) 

alt 

Clalrol    (FC&B) 

Sc-F  $25,000 


lefferson     Drum 

Sweets  Co. 

(Henry  Eisen) 

alt   sust 
W-F  $18,500 


Rin  Tin  Tin 
Nabisco  (K&E) 
A-F  $36.00( 


Your  Hit  Parade 

Amer    Tobacco 

(BBDO) 

Mu-L        $l'2.-.nn 


Northwest 
Passage 


Dick  Clark 

Show 
Beech-Nut 
Life 

Mu-L         $11.  ".no 


Perry  Mason 
(7:30-8:30) 
II     (      Mo 
B&B) 

Parliament 

I'.A  B 
If]    I  S2-..700 


People    Arc 
Funny 
N  'rth)    il 

It     I     Itcjmoldi 

<E«ty) 
\  i   f  J2I.OO0 


Wagon   Train 
R.  J.   Reynolds 

(Esty) 
(various    l&    hrs) 


Zorro 

AC    Spark 

(Brother) 

7-Up    (JWT) 

A-F  $37,000 


December 
Bride 

General    Foods 

(B&B) 

Sc-F  $32,000 


Steve    Canyon 
L&M  (Mc  E)  susl 
8.-F  $44,000 

"Dean     Martin 
Times.      (Peck) 

(8-9;    3/19) 
Mu  L       $250,000 


Walt   Disney 

Presents 

(8-9) 

Quakir  Oats 

(WBT) 

M-F  $.-.7,000 

(%  hr.) 


Rawhide 

(8-9) 

Lever   (JWT) 

Pharmaceuticals 

(Parkson) 
W-F  $90,000 

il  hour) 


Further  Advent 

of   Ellery  Queen 

(g-9) 

p&G    (8  20) 

ETeleni     I  urtli 

(Weiss)    ::  -'»    A 

I  :: 

My   F  $27,500 

Hi  hr.) 


lubilee.   U.S.A. 
(8-9) 
Wmsri   i 

I  K\an-   A 

Mill  Bros    i  iyei  I 

i  .ii  tei     Bati 
Mu-L        $12. .'.no 

(   '.-    IH      I 


Perry   Mason 

Sterllne    (DF8 

Gulf    (TAB) 

Hamm   (C  Mi 

Colgate 
Van    Heusen 


•Perry  Como 

Klmberley-  Clark 

\B) 
RCA  A  Whirlpool 

Chmslrn.t     unit 
V-L         $120.  ooa 


Wanted   Dead 

or    Alive 
Bra    a 

.  baa) 
Bristol-Myers 
(D08&S) 
W-F 


Polaroid    IDDB 
Sunbeam 

in   Pans) 
N.iir.ema 
"'•*B) 
Am    Dai' 
MajbclU 

i :  . 


Price    Is    Right 

Lever   (JWT) 
Speidel    (NC&K) 
Q-L  $21,500 


The  Real 
McCoys 

Sylvanla  (JWT) 
P&Q  (Compton) 
Sc-F  $36,000 


Derringer 

S.    C.    Johnson 

(NL&B) 

W-F  $40,000 


Dldsmobile  Thtr 

(3/211    Btart) 
Oldsmobllei  Bro  ) 

V  F  $10,000 

"Springtime 

AT&T    lAyi-r) 

(8-9;  4/9) 

Mu-L        $250,000 


Walt    Disney 

Hill  Bros    (Ayer) 

Mars 

i  Knox   Reeves) 

Reynolds  Metal 

i  Lennen   & 

Newell) 


Rawhide 
Gulf    (Y&R) 
Allied  Vans 

.     \i 

High    Adventure 

Delco   (C  B) 

(3   87;    8  9) 

A-F  $2! 


Ellery  Queen 
BOA    (K&E) 

(full     boor,      l  ::> 
luat,  ::   I"  a 


lubilee.    U.S.A. 

Masse?   Ferguson 

iNLAB) 


Milton  Berle 
Kraft  (JWT) 
C-L  $50,000 


Pat    Boone 

Chevy 

Showroom 

Chevrolet 

(Camp-E) 

V-L  $45,000 


Zane  Cray 

S.    C.    Johnson 

(NL&B)    alt 

General   Foods 

(B&B) 

W-F  $15,000 


Behind  Closed 

Doors 

L&M   (Mc  E)    alt 

Amer   Home 

(Bates) 

A-F  $38,000 


Tombstone 

Territory 

Upton      (TAR) 

Philip    Morris 

(Burnett) 

W  F  $88,501 


Phil  Silvers 
It   .1    lteyn&ds 

Schick    (BAB) 
Sc-F  $12,000 


M   Squad 

A  mer.   Tobac 

ISSCX-BI 

My-F         $31,000 


Lawrence  Welk 

:i    101 

Dodge    (Grant) 

Mu-L         $17,500 


Calc  Storm 

Nolle    i  Houston) 

alt 

Lever  (JWT) 
Sc-F 


Black  Saddle 

i-\M     Me  I 

alt 

\i     1 
w    r  $37,000 


Bat    Mastcrson 

Krart   (JWT) 
Sealtest    (JWT) 
W-F  $38,000 


Rough    Riders 

P.    Lorillard 

(L&N) 

W-F         $47,0O0t 


Playhouse   90 

(9:30-11) 

Amer  Gas 

(L&N)    alt 

Kimberly-Clark 

(FC&B) 

Dr-L&F     $45,000 

i\i    hr.) 


Ford    Show 

Ford   (JWT) 

OV-L         $38,000 


77   Sunset  Strij 

(9:30-10:30) 

Amer.   Cnlcle 

(Bates) 

My-F  $72.0(K 


Playhouse 

Lux.  (JWT)   alt 

Schlltz    (JWT) 

Dr-F  $38,000 


The  Thin   Man 

Colgate 

(Bates) 

Mr   K  $40,000 


Lawrence  Welk 


Have  Cun,   Will 
Travel 

Whitehall 
(lia: 

alt   Lever      i\\  r 
W-F  $38.00( 


Cimarron  City 

(9  30   10  30) 

Menoau     ■  w  .\  i 
:;  1 1 
I'm;     BAB 
- 
H  r        $30.oo« 


This  Is  Your 

Life 

r&G  (B&B) 

D-L  $52,000 


Sammy  Kaye 
Show 

sust 


Playhouse   90 

Allstate 

(Burnett) 

alt 

Elgin  (3  19  only) 


You  Bet  Your 
Life 

Ton!    (North) 

Lever   (JWT) 

Q-L  $51,750 


77   Sunset  Stri| 

Carter  Prod. 

(Bates) 

Whitehall 

(Bates) 

Harold  Ritchie 

(A&C) 


The  Line  Up 

P&G    (Y&R) 

My-F         $31,000 


Cavalcade   of 

Sports 

Gil  U-t  io    (Maxon) 

(10-concl) 
Sp-L  $15,000 


Billy   Craham 

Crusade 

I  K>   in 

K\  angsx 

aasoc    (Walti 

Bennett  I 


Cunsmokc 
L&M      Dl 

Sperry  Rand 

■i  ,\  i; 

W-F  $40.00C 


Cimarron  City 

ine  Jr. 

l\\  l 

I  a  N 


|ohn  Daly  News 

Lorillard    (L&N) 
N-L  $6,000 


No  net  service 


Playhouse  90 

R.    J.    Reynolds 

(Esty) 

Elgin    (JWT) 


Masquerade 

Party 

uorillard     (L&N) 

alt 
Hazel    Bishop 
(SpecUx 

1  L  JlS.nnn 


|ohn  Daly  New 
Lorillard  (L&N) 
N-L  $6,000 


No  net  service 


Person    to 

Person 

P.    Lorillard 

[L&Nl 

alt   Revlon 

(War&L) 

IL  $38,000 


Phillies    lackpot 

Bowling 
Bayuk     [Wem 

a  Schorr) 
pp-L  $3,000 


Billy   Craham 
Crusade 


Show  of  the 

Month 

|.    P  BBDO 

- 
D     I 


DA  s   Man 

I  A  M 

\  r 


Drama,  (F)  Film,  (I)  Interview,  (J)  Juvenile.  (L)  Live,  (M)  Misc, 
(Mu)  Music,  (My)  Mystery,  (N)  News.  (Q)  Quiz-Panel.  (Sc)  Situation 
Comedy,   (Sp)   Sports,   (V)   Variety,   (\V)  Western.  tNo  charge  for  repeats. 


L   preceding  'lite   moans   hist   date  on   air.     S   follow  mc  date   meant  starting 
date   for  new   show   01  sponsor   in  time  slot 
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21    MARCH    1959 
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*         GOES 


WHERE  THE  FAMILY  GOES 


You  reach  people-wherever  they  are, 
at  home  or  on  vacation -with  SPOT 
RADIO. 


SPONSORED  BY  MEMBER  FIRMS  OF 


Avery-Knodel  Inc.  —  John  Blair  &  Company  —  Broadcast  Time  Sales 

Thomas  F.  Clark  Co.  Inc.  —  Harry  E.  Cummings  —  Robert  E.  Eastman  &  Co.  Inc. 

H-R  Representatives  Inc.  —  The  Katz  Agency  Inc.  —  McGavren-Quinn  Company 

The  Meeker  Company  Inc.  —  Art  Moore  Associates  Inc.  —  Richard  O'Connell  Inc. 

Peters,  Griffin,  Woodward,  Inc.  --  William  J.  Reilly.  Inc. 

Radio-TV  Representatives  Inc.  —  Weed  Radio  Corporation  —  Adam  Youn°  Inc. 


~) 


DAYTIME 


C  O 


P  A  IS 


SUNDAY 

ABC CBS NBC 


Lamp    Unto    M\ 
Feet 

BUSt 


Look  Up  &  Livt 
Bust 


MONDAY 

ABC  CBS  NBC 


Morning 

Playhouse 

sust 


Arthur  Godfrey 
Standard    Brand: 


Dough   Re   Mi 

sust 


Treasure    Hunt 

Ponds   (L  3/23) 
alt  Lever 


P&G  alt 

Lever    (3/20    S) 


TUESDAY 

ABC  CBS 


NBC 


Morning 
Playhouse 

sust 


Arthur  Codfrey 

Hover  alt 
Gen   Mills 


Libby   alt   sust 


Dough  Re  Mi 

sust 


Treasure    Hunt 

Culver    alt 
Gold  Seal 


Frigidalre    alt 
Armour 


Eye  On 
New  York 

sust 


I   Love  Lucy 

Lever  alt 

sust 
Gen  Foods 
(L  3/23) 


Price   Is   Right 

Lever 
alt  Ponds 


Love  Lucy 

Lever 


Sterling 
alt  Whitehall 


Price   Is  Right 
Lever  alt 
Sunshine 


Stand  Brands 


Johns  Hopkins 
File   7 

sust 


Camera    Three 

sust 


Peter   Lind 
Hayes 

Shulton 


Top   Dollar 
Colgate 


Concentration 

Tintex    (4/6    S) 
Lever 


Armour 
alt  Culver 


Peter   Lind 
Hayes 

Amana  Refrig. 


Top   Dollar 
Colgate 


Concentration 
Frigidaire   alt 

sust 


Lever  alt 
Alberto  Culver 


Peter 
Ha 

Reynold 

Ne 


Bishop  Pike 

sust 


The    Dollar 

Debates 

(12-1;   3/1  .v  22 


Peter   Lind 
Hayes 

Gen  Foods 
Sunshine 
alt  Lever 


Love  of  Life 

sust 

Amer  Home  Pro< 

alt  Block  Drug 


Tic  Tac  Dough 
Ponds  alt 
Goldseal 


P&G 


Peter   Lind 

Hayes 

Armour    &    Co. 

Gen  Foods 


Love    of    Life 

Toni  alt  sust 


Tic    Tac    Dough 

Stand  Brands 


Amer   Home 


P&G 


Peter 
Ha 

Dra< 

Gen 


search    tor 

Tomorrow 

P&G 


College   News 
Conference 

sust 


Play  Your 
Hunch 

Minn.    Mining 

Johnson  & 

Johnson 


Search  for 

Tomorrow 

P&G 


Guiding  Light 
P&G 


Could  Be  You 

Whitehall  alt 
Menthol  (L  3/16) 

Ponds   alt  P&G 


Play  Your 
Hunch 

Beech-Nut 
Lever 


Guiding  Light 
P&G 


It   Could    Be 
You 

Al.  Culver  alt 

sust 

Armour  alt  P&G 


Play 

Hur{ 
Amer 
Gen 


Liberace 

Armour  &  Co. 

Gen  Foods 


No  net  service 


News 

(1:25-1:30) 

sust 


No  net  service 


Liberace 

Gen  Foods 
Minn.    Mining 


No  net  service 


News 

(1:25-1:30)   sust 


No  net  service 


Libe 
Drac 


Frontiers 
of    Faith 

sust 


World  Turns 
P&G 


Sterling  alt 
Carnation 


No  net  service 


World  Turns 
P&G 


Sterling    alt 
Miles 


No  net  service 


Wisdom 

sust 


Day  In  Court 
Gen  Foods 
Amer   Home 


Jimmy   Dean 
sust 


Truth    or 
Consequences 

sust 

(moves  to  4  p.m 

3/30) 


Day  In   Court 

Gen  Foods 
Bris-Myers 


Jimmy   Dean 

Libby  alt  sust 

Miles 
alt   Toni 


Truth  or 
Consequences 


Day   In 

Gen 
Drad 


The    Great 
Challenge 

sust 


NBA— Pro 
Basketball 

Bayuk  Cigars 
{Vz     sponsorship 


Music  Bingo 

Gen   Mills 
Minn.    Mining 


Art    Linkletter 

Stand  Brands 
alt    Lever 


Standard    Brand 
Van  Camp 


Haggis  Baggis 

sust 

Menthol  (L3/16) 

alt    sust 


Music  Bingo 
Beech-Nut 


Art    Linkletter 

Swift 
alt   Toni 


Haggis  Baggis 

BUSt 


Kellogg 


Music 
Bris.- 
Beech- 


Open  Hearing 

sust 


The    Last   Wore 

sust 


General  Mills 
(%     sponsorship 


Beat  The  Clock 

Gen  Foods 
Lever 


Big    Payoff 

Colgate 


Young 
Dr.   Malone 

sust 


Beat  The  Clock 

Beech-Nut 
Nestle 


Big   Payoff 

sust 


Young 

Dr.   Malone 

P&G  alt  Nabisco 


Beat  The 
Drack 

Amer 


Roller  Derby 

sust 


The   World 
of   Ideas 

sust 


Who   Do   You 

Trust? 
Bristol-Myers 

Gillette 


Verdict  Is  Your 
Stand  Brands 


Amer    Home 
alt    Lever 


From  These 
Roots 
P&G 


Who   Do   You 
Trust? 

Johnson   & 

Johnson 

Minn.    Mining 


veraicr  is  tours 

Gen  Mills 

alt  Carnation 


Swift 
alt   Toni 


From   These 
Roots 
P&G 


Who    Do 
Trust 

Campbell 


Roller  Derby 


Face  The 
Nation 

sust 


Magic    with 

Mary    Martin 

Gen  Foods  (B&B 

(4-5;    3/29) 
Mu-L       $225. 00( 


American 

Bandstand 

Lever 


Brighter  Day 
P&G 


Secret  Storm 
Amer  Home  Proc 


Queen   Day 

(to  2  p.m.   3/30) 

Ponds 

alt   Sterling 


American 
Bandstand 

Lever.    Carter 


Brighter  Day 
P&G 


P&G 


Secret   Storm 

Gen   Mills 
alt  Quaker 


Queen  for  a 
Day 

Standard    Brands 


Amerk 
Bandst 

.\ I 


Bowling  Stars 

Amer  Machine 


BulllllU  TIlU 

News    sust 
N.   Y.    Philhar 

monic+ 
Lircolri    iK&E 

(3/22:  4:30-5:30; 


American 

Bandstand 

Gaylord  Prod 


Edge  of  Night 
P&G 

S.  C.  Johnson 
alt    sust 


County   Fair 

sust 


Sterling 
alt    Lever 


Paul    Winchell 

Hartz,  Gen  Milt 

Art  Carneyt 

Minn.    Mining 

(BBDO) 

(Hi   17i1I 


Came  of 

Politics  sust 

Masters  Golf 
Tournamentt 

Travelers    Ins.. 


Omnibus 
(5-6    alt   wks) 
Aluminium  Ltd 


Amsrican 

Bandstadn 

co-op 


Lone  Ranger 

Gen   Mills 

Cracker   Jack 

Fritos  Co. 


^^ReT^nT^presT 
(4/5;    5-6) 

Amateur    Hour 

Pharmaceuticals 


NBC 
Kaleidoscope 

(5-6  alt  wks) 
sust 


Mickey    Mouse 
Club 

Sweets    Co. 
Bristol-Myers 


American 
Bandstand 

Hollywood    Candy 
Gillette 


Edge  of  Night 
P&G 

Sterling 
alt   Miles 


County   Fair 

Kleinert    alt   sust 


sust  alt 
Lever 


Americ 
Bandst 
Gen  M 
Block 


American 
Bandstand 

co-op 


Americ 
Bandsta 

co-op 


Walt  Disney's 

Adventure  Time 

co-op 


Mickey   N 

Club 

Sweets  < 

Gen  Ml 


tTalent  costs:   ..V.  Y.  Philharmonic,  $150,000;  Art  Carney,  $200,000:   Musters  Golf  Tournament,  $225,000. 


HOW  TO  USE  SPONSORS 
NETWORK  TELEVISION 

COMPARAGRAPH 


The  network  schedule  on  this  and  preceding  pages  (44,  45) 
includes  regularly  scheduled  programing  14  Mar.  to 
10  Apr.,  inclusive  (with  possible  exception  of  changes 
made  by  the  networks  after  presstime) .    Irregularly  sched- 


G  R  A  P 


14   MAR.  -  lO  APR, 


DNESDAY 

j&  NBC 


ting 
ouse 

it 


Jodfrey 
'  tit 
irlne 

it 


Lucy 
It  sust 

r  alt 
Drug 


Dough   Re   Mi 

sust 


Treasure    Hunt 

Heinz    <L  S/25) 

alt    Brlllo 


Com  Prod 
alt  P&G 


Price   Is   Right 

Frigidaire 

Sterling 

Menthol  (L8/25) 

alt     1'illstnirv 


THURSDAY 

ABC  CBS  NE 


Morning 

Playhouse 

sust 


Arthur  Codtrcy 

sust 

Gen    Poods 

I.  :i   19) 

Standard    Brandi 


I    Love   Lucy 
Lever 


Dough   Re 

sust 


Mi 


Menthol  I  L  3  26) 

'i  n,i,  ,    i.:   23 
onlj 


Treasure    Hunt 

Pillsbj    (L  3  261 

all    Piigldaire 

P&G~ 

alt    Heinz 


Price    Is   Right 

Al.    Culver 

alt  Lever  Bros 

Miles  all 

B.E.I, 


ABC 


FRIDAY 

CBS 


Morning 
Playhouse 


Arthur  Godfrey 

a i 

alt   sust 


I    Love   Lucy 
Level    alt 

S    C.   -in) in  -I 


NBC 


Dough    Re    Mi 

•u    I 

Armour 

.ill    \ 


Treasure    Hunt 

<;,.,     Mi 

1.    I  3) 

Whitehall  alt 
Sterling 


Price    Is    Right 
Lever  alt 
Com    Prod 

-—  i  - 1  r  i  ■  I     I  '.i    .in! 


Uncle    Al    Show 

(11    12) 
National     Biscuit 


SATURDAY 

ABC  CBS  NBC 


Captain 
Kangaroo 

and 


Mighty    Mouse 
Colgate 


eckle  &  |cckle 
Swift  all  suit 


Howdy    Doody 

Continental 

Baking 


Ruff  &  Rcddy 

■ 

alt  Man 


Fury 


lollar 
-ate 


Concentration 

Heinz  alt  Miles 

Nabisco  alt 

Armour 


Peter   Lind 
Hayes 

Nestle 


Top   Dollar 

Colgate 


Concentration 
Pillsbj     (L  3/2 

alt    Level 


Heinz  alt 

Whitehall 


Peter  Lind 

Hayes 

Minn.    Mining 

Gillette 


Top    Dollar 
Colgate 


Concentration 
Ponds    alt 

Bauer  &  Black 
Lever  alt 

Gold     Seal 


Uncle    Al    Show 


Adventures    of 

Robin    Hood 

suit 

Colgate  alt  suit 


Circus    Boy 
Mart   all 


f   Life 

Iter 

3ow 

me  Prod 

ever 


Tic  Tac  Dough 

Heinz  alt 
I'illshv    (L  8/18) 


Peter   Lind 

Hayes 
Gen  Foods 


Love  of  Life 
Scott  alt  sust 


Amer  Home 


Tic  Tac  Dough 

Al.    Culver 

ait    Heinz 

P&G- 


Peter  Lind 

Hayes 
Gen    Mills 
Beeeh-IS'ut 


Love  of  Life 
Allantls 
alt   sust 


Lever  alt 
Gen  Mills 


Tic    Tac    Dough 

Gen    Mills    alt 

Sunshine 

p&cT 


True    Story 
sust 


Sterling    Drug 


For 
rrow 
fcQ 

Light 

G 


Could  Be  You 

Whitehall  alt 

Tinlex    (4/8) 

Corn    Prod 

alt    Brillo 


Play   Your 
Hunch 

Armour 
Reynolds  Metals 


Search  for 

Tomorrow 

P&G 


Cuiding  Light 
P&G 


It  Could   Be 

You 

Miles    alt 

Plllsby    IL  3/28) 

P&G 


Play  Your 

Hunch 

Bristol   Myers 

Beech-Nut 


Search    for 

Tomorrow 

P&G 

Cuiding  Light 
P&G 


Could  Be  You 

stand   Brands 

all    Ponds 

im;    alt 

Coin    Prod 


Young  People's 
Concert 


Detective    Diary 
Sterling    Iimg 


ws 

10)  sust 


No  net  service 


Liberace 

Reynolds  Metals 
Gen  Poods 


No    net    service 


No  net  service 


News 
(1:25-1:30)  sust 


Liberace 
Beech-Nut 


No  net  service 


News 

(1:25-1:30)   sust 


No  net  service 


No  net  service 


Turns 

:G 

ig  alt 
Oats 


No  net  service 


As  the  World 
Turns 
P&G 


No  net  service 


World  Turns 
P&O 


No  net  service 


No  net  service 


Pillsbury 


Truth   or 
Consequences 


Dean 
r  alt 

Hose 
>ng  alt 


Truth   or 
Consequences 

sust 


Kleinert    alt    sust 


Day   In   Court 

Minn.    Mining 

Johnson  & 

Johnson 


jimmy   Dean 

Lever  alt 

Van   Camp 

Brn  &  Wmsn 

ait    Lever 


Culver    1 1.    I 

ill    Miles    11    2 


Day  In  Court 
Gen  Foods 


)immy   Dean 
Level     ah    sust 

Gerber 
alt    Gen    Mills 


Truth  or 
Consequences 

sust 

Nabisco    alt    mis! 


Pro   Hockey 
Contest 

i  ,,i  ti  ' 


No  net  service 


iklctter 
Bros 
lands 


Haggis  Baggis 

sust 


Music  Bingo 
Johnson   & 

Johnson 
Amer    Home 


Art  Linkletter 
Kellogg 

Pillsbury 


Haggis  Baggis 

sust 


Music  Bingo 

Gen  Foods 

Armour 


Art  Linkletter 
Ivcver  Bros 

s«  ift   alt 
Staley 


Haggis  Baggis 


Pro  Hockey 

OflSOT 

i  2   t"  ■ 


rVhcatics  Sports 
Page 

Gen    Mills 


ayoff 

ate 


Young 

Dr.   Malone 

P&G 


Beat  The  Clock 

Gen  Foods 


Big    Payoff 

sust 


Young 

Dr.    Malone 

P&G     all      susl 


Beat  The  Clock 

Gen  Foods 

Lever 


Big    Payoff 
Colgate 


Young 

Dr.    Malone 

P&G 


Is  Yours 
ker 
hnson 
aTT 
ling 


From  These 

Roots 
P&G  alt  sust 


Who    Do    You 
Trust? 

Amana  Refrig. 


Verdict  Is  Yours 

sterling  alt  Scott 

~Libby 

alt  Scott 


From  These 
Roots 
P&G 


Who  Do  You 

Trust? 

Gen  Foods 

Beech-Nut 


Verdict  Is  Yours 
Gm    Mills    alt 

Atlantis 


Gen    Mills 
alt  Lever 


From  These 
Roots 
P&G 

alt   sust 


ir  Day 
cG 


Storm 
me  Prod 


Queen   for  a 

Day 

Corn  Prod  alt 

Plllsby   (L  3/18) 

P&O 


American 

Bandstand 

5th   Ave  Candy 

Welch 


Brighter  Day 
P&G 

Secret   Storm 

Scott   alt 

Amer   Home 


Queen    Day 

I '11  h  el      iL    3    2'1  > 

nil  MiIes(L  3    19) 
P&G   ait 


American 
Bandstand 


Brighter  Day 
PAG 

Secret  Storm 

Amer  Homo  Prod 

alt  Gen  Mills 


Queen  for  a 
Day 

Whitehall   alt 

i    ii     Prod 
r.vi; 


Night 
-G 

llk~alt 
ntis 


County    Fair 

Frigidaire 
all   Gen    Mills 


Heinz    alt 
Sterling 


American 

Bandstand 

Gillette 

Elgin 


Edge  of   Night 
P&G 

Pillsbury 


I'lllll  I     H    .'ll 

County    Fair 

Heinz    alt 

E.E.I. 

Nabisco  alt  Lever 

I.   3   26) 


American 
Bandstand 
Gen    Mills 


Edge   of   Night 

Amer     Home 

all 

sailing 


County   Fair 

l>i\i S 

all    nisi 


Level       alt 

Gold    S<  .ii 


American 

Bandstand 

co-op 


American 

Bandstand 

co  op 


All-Star   Coif 

Miller   Brew 

Reynolds     Metal 


Masters    Coif 
Tournament 

Amer     I 

I  i   i 


Walt  Disney's 
Adventure  Time 

Miles 
nternat.    Shoe 


Mickey    Mouse 

Club 

Gen   Mills 

Bweeta.  P&G 


All-Star   Coif 


Lone  Ranger 
la   alt 

<;..,    Mill, 


programs  appear  during  this  period  are  listed 
well,  with  air  dates.  The  only  regularly  scheduled  pro- 
.nis  not  listed  are:  Tonight.  NBC,  11:15  p.m.-l:00 
l.,    Monday  Friday,    participating    sponsorship:     Sunday 


Sews   Special,  CHS.  Sunday,    11-11:15   p.m.     (Carter  and 
Whitehall);   Today,  NBC,  7:00-9:00  a.m.,   Monday-Friday, 

participating:     \eu»    CHS.    7:45-8:00    a.m.    and    8:45-9:00 
a.m.,  Monday-Friday.     Ml  times  are  Eastern  Standard. 


ABC  CHESS  GAME 

(Cont'd  from  page  39) 

Q.  1  our  success  with  entertainment 
formats  is  undisputed :  but  your  crit- 
ics want  to  knoiv  why  you  aren't  do- 
ing anything  in  the  public  service 
line? 

A.  Goldenson:  "Our  struggle  up  to 
this  point  has  been  to  get  public  ac- 
ceptance. Now  we  definitely  are  on 
the  lookout  for  quality  programs  of 
the  public  service  type.  We  have 
asked  John  Daly  to  be  on  the  alert 
for  such  material,  also  our  entire 
program  department.  One  such  show 
is  coming  up  in  mid  April — an  edu- 
cational documentary  on  law  and  en- 
forcement." 

Q.  In  line  with  such  prestige  pro- 
graming, why  not  an  experimental 
theater — a  workshop  type  of  thing? 

A.  Goldenson:  "We  actually  have 
discussed  this  and  hope  to  have  one 
eventually.  Meanwhile  we  have 
brought  a  lot  of  young,  new  faces  to 
tv.  And  we  intend  to  go  on  develop- 
ing young  talent.  Next  season.  Dick 
Clark  will  do  World  of  Talent.  This 
will    by    no   means    be    an    'amateur 


i'I  UUtt  I 

Selling  the  Rochester,  New  York,  market 


show.'  But  it  will  introduce  a  lot  of 
young  pros  to  tv.  We  hope  to  find 
new  material  there  to  develop." 

Q.  Does  ABC  TV  plan  to  build  a 
program  staff  of  producers,  ivriters 
and  directors  (similar  to  other  nets) 
to  create  its  own  shows  rather  than 
rely  on  outside  sources? 
A.  '"We  feel  very  strongly,"  says 
Goldenson.  "that  you  can't  concen- 
trate all  the  brains  under  one  banner. 
But  this  doesn't  mean  either  that  we 
don't  intend  to  build   from  within." 

At  ABC,  apparently,  "the  show's 
the  thing'"  and  they'll  go  anywhere 
to  get  it.  At  present  they're  dealing 
with  such  sources  as  Warner  Bros.. 
20th-Century-Fox,  Screen  Gems,  Dis- 
ney, Four-Star.  Pincus,  Llewellyn. 
Next  season's  Where  There's  Smokey 
will  be  by  Desilu.  Meanwhile,  they're 
building  other  sources,  looking  for 
more.  With  a  showman  like  Golden- 
son at  the  helm,  it  is  unlikely  they 
would  desert  present  friendly  and 
highly-skilled   product   sources. 

On  the  other  hand.  ABC  is  creating 
at  home.  This  season's  highly  success- 
ful Peter  and  The  Wolf  was  entirely 
home  grown.    Tom  Moore,  who  was 


responsible  for  it,  is  now  working  on 
several  projects  he  himself  originated 
to  be  wholly  ABC-produced.  Art 
Carney  will  be  used  again  next  season 
in  two  or  three  specials.  Among  other 
specials  will  be  Golden  Circle;  Sinatra 
( idle  at  the  net  this  year,  but  whose 
movies  made  up  for  it  financially  I  is 
slated  for  five  or  six  specials  next 
season. 

Q.  "Counter  programing"  lias  been 
the  ABC  formula;  what  is  it? 
A.  It  is  a  lot  more  than  pitting  a 
Western  against  a  competing  net- 
work's variety  show.  ABC  thinking 
does  not  type  a  show  by  its  setting 
but  by  its  appeal.  A  "Western"  may. 
in  reality,  be  a  soap  opera — depend- 
ing on  who  watches  it  and  why. 
Again,  a  big  city  detective  series  may 
really  be  a  Western;  what  appears  to 
be  a  situation  comedy  may  be  ad- 
venture. By  ABC's  own  classification, 
nothing  is  actually  what  it  seems.  The 
key  to  the  type  is  the  audience  and 
this  is  what  counter  programing  plays 
to.  Treyz'  years  in  research  were  not 
wasted;  he  studies  his  own  and  the 
competing  shows  as  if  they  were 
laboratory    mice.     One    of   his    most 


■tot' 


delicate  stethoscopes  is  a  service 
called  TVQ.  published  in  Port  Wash- 
ington. V  ^  .  \\  lial  lie  learns  from 
ihis  and  the  other  rating  services 
about  audience  composition  (espe- 
cially by  age  since  ABC  aims  at  the 
"\  ounger  homes"  where  the  head  of 
the  house  is  under  40,  claims  a  27' ! 
higher  rating  than  in  55-year-plus 
homes)  what  show  is  needed  to  fill 
a  slot. 

ABC  programing  is  thematic  eve- 
ning by  evening.  One  incongruous 
show  can  spoil  the  line  up.  one  good 
show  in  the  wrong  slot  can  louse  up 
the  night.  This  is  why  ABC  is  con- 
cerned with  Monday.  Wednesday  and 
Saturday  I  the  three  nights  a  week 
which  they  fail  to  dominate  with  the 
highest-rated  show  i  and  win  they 
are  in  for  rebuilding. 

Also  under  the  general  head  of 
counter  programing  are  such  tactics 
as  the  hour-long  show  which  has 
proved  a  stronger  competitor  than  the 
Jialf-hour  show:  the  accepting  of 
minute  advertisers  in  top-rated  hour 
programs  which  keeps  control  of  the 
show  entirely  within  the  network  and 
enables  them  to  balance  the   nights 


line-up  for  maximum  strength.  The 
network  has  no  objection  to  an 
agency-produced  show,  but  it  will 
accept  such  onlj  if  the)  i  onsider  it 
top  qualit)  and  can  fit  it  into  I  lit- i  i 
theme  for  the  night.  ""  \I!C  I  \  has 
turned  down  business  involving  pro- 
grams which  don't  fit  our  point  <>l 
\  iew."  >a\s  Treyz. 

{).     Daytime  seems   to   have   inn   into 

trouble.  In  fact  there  have  been  trade 
rumors  that  ABC  would  cut  it  back. 

11  hat's   the   slor\  ? 

A.  Goldenson  and  Treyz  assured 
SPONSOR  of  no  cutback.  In  fact,  just 
the  reverse.  It  is  -till  regarded  strong 
from  3  to  0  p.m.,  strengthening  back 
to  2  p.m.  Beyond  that  it  is  admittedly 
weak,  but  this  is  in  for  remedying. 
\inong  the  proposed  cures:  Gale 
Storm  half-hour  show  across  the 
weekda)    board    somewhere    between 

12  noon  and  1 :30  p.m. 

Q.  Some  admen  feel  that  K)  or  SO 
more  strong  affiliates  would  solve  all 
ABCs  selling  problems.  Is  that  right? 
A.  Treyz:  "Seven  would  do  it.  Those 
seven  are:  Syracuse.  Rochester,  Grand 
Rapids  -      Kalamazoo.   Birmingham. 


Louisville,  Raleigh  Durham  and 
( rreensboro.  I  he  solution  t<>  thai 
pi  oblem  lies  in  \\  ashington." 

i}.    l\  hut  about  color  ' 

\.  <  roldenson  :  "\\  e're  prepared  to 
converl  t"  coloi  when  the  public  de- 
mand is  sufficient.  In  fact,  we  may 
be  expei  imenting  w  ith  coloi  on  film 
very    shortly.     We   spenl   aboul    $1.5 

million    iniprox  ing   OU1    •  hi(  ago   plant 

last  \<-.n  and  aboul  half  of  it  wenl 
into  coloi  preparation  ■  not  actual 
color  equipment  but  the  building 
facilities  thai  are  necessar)  for  its 
installation ' .  The  new  studios  in 
Detroit,  costing  nearl)  $5  million. 
are  being  similarly  colored-prepared. 

O.  Despite  IBC  s  proof  of  perform- 
ance, there  an'  some  admen  who 
still  regard  it  as  a  "Johnny-come- 
lately'    with  no  real  solid  plans  for 

the  future  or  insurance  against  a 
ratings  slide.  In  short,  it  has  been 
intimated  that  the  object  is  "In  male 
Inn    nh lie  the  sun   shines. 

A.    "That     is     absolute!)      untrue! 

stated  Goldenson.    "The  future  i-  oui 

chief   concern.     We've    ^ot    between 

(Please  turn  to  page  (><• ' 


GREATER  COVERAGE  in  the  thriving  13 -county  market  surrounding  Rochester,  N.  Y.,  is  just  one  important 
reason  why  more  and  more  advertisers  select  WROC-TV  for  successful  selling  campaigns  and  new-product  tests. 

In  this  rich,  up-state  New  York  area,  with  its  heavy  concentration  of  highly-skilled  industrial  and  specialized 
agricultural  workers,  more  than  a  million  people  spend  over  52  billion  annually  for  products  and  services. 

Nielsen  (NCS  #3,  Spring  1958)  shows  WROC-TV  continues  to  provide  advertisers  with  considerably  greater  coverage 
of  this  two-channel  market  than  its  competitor... 

WROC-TV  Coverage  Advantage 

Total  Homes  Reached  Monthly  -+-  26.5%     Day  time- Viewer  Homes  Daily  -...+  38.8% 

Total  Homes  Reached  Once-a-week        +  20.8%     Nighttime— Viewer  Homes  Daily  +  28.8% 

For  further  information  about  availabilities  on  WROC-TV,  Rochester's  first  and  most  powerful  station, 
call  Peters,  Griffin,  Woodward. 
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NBC-ABC  •  CHANNEL  5  •  ROCHESTER 


KIR-TV,  WfJR,  Buffalo  N.V.  .  WROO-TV,  ftoaMfttti.  N  V  .  WNl  P  TV,  8orartton<Wlll««s  Barrt.  Pa. .  WSVA-TV,  WSVA.  Harrisonburg,  Va. 


As  local  radio  sales  boom,   SPONSOR    ASKS: 


Why  the  upsurge  in  local 


With  local  advertisers  a  substan- 
tial part  of  today's  radio  billing 
and  national  spot  stagnant,  five 
radio   men   analyze   the   situation 

James  M.  Alspaugh,  vice  pres.  of 
Radio  H-R  Representatives,  Inc.,  New  York 

It  is  a  paradoxical  fact  that  while 
local  radio  is  flourishing — I  might 
even  say  booming — national  spot  is 
stagnant.  This  is  a  strange — and  on 
the  surface,  mysterious — fact.  Could 
it  be  that  radio  is  doing  a  hell  of  a 
job  for  local  advertisers  and  not  na- 
tional accounts,  whose  e.t.'s  and  tech- 
niques are  so  much  more  sophisti- 
cated ? 


Retailer 
can  see 
radio  results 
first-hand 


In  1957  local  radio  time  sales  in- 
creased by  6.3%  over  1956.  This  is 
in  contrast  to  all  advertising  volume 
which  increased  only  by  4.1% — a 
rate  of  growth  for  local  radio  over 
50%  greater  than  for  all  advertising. 
Local  advertising  in  general  only 
showed  a  2.0%  increase.  Newspapers 
locally  went  up  1.1%.  Local  outdoor 
advertising,  increased  2.4%  and  lo- 
cal tv  increased  by  2.2  '4  . 

Thus  radio  is  the  strongest  grow- 
ing local  medium — increasing  at  a 
faster  rate  than  either  newspapers, 
outdoor  or  tv. 

As  is  well  known,  the  bulk  of  local 
radio  advertisers  is  composed  of  re- 
tailers and  small  and  medium-sized 
regional  distributors,  manufacturers, 
and  chain  stores.  These  accounts 
have  limited  advertising  budgets,  and 
each  media  buy  must  count. 

Local  advertisers  closely  watch  the 
results  of  each  media  buy,  their  ears 
sharply  attuned  to  the  jingle  of  cash 
registers.     Rating  books  leave  them 


cold.  Most  of  them  buy  with  one 
criterion:  Does  the  medium  sell  my 
merchandise? 

The  answer  is  a  loud,  resounding 
"yes"  punctuated  with  the  jingle  of 
coins  and  the  rustle  of  greenbacks, 
which  to  a  local  advertiser  is  music 
far  sweeter  than  the  scraping  of  a 
slide-rule. 

If  radio  sells  ever  more  efficiently 
for  the  local  merchant  who  "fly 
specks"  for  advertising  sales  results, 
who  is  super-critical  of  value  received 
from  any  advertising  medium — then 
the  national  advertiser  would  profit 
smartly  to  follow  the  local  trend. 

There  is  no  better  test  of  radio's 
magnificent  persuasion  for  national 
— its  ability  to  create  sales  at  low 
cost — than  radio's  own  best  case  his- 
tory, its  superiority  over  all  other 
major  media  to  gather  the  largest 
percent  of  increased  revenue  every 
year  over  the  preceding  one. 

Where  results  count  the  radio  me- 
dium leads  all  other  media  in  percent 
gain.  Mr.  National  advertiser,  come 
on  in,  the  selling's  fine.  You  too, 
will  "never  have  it  so  good." 


Adam     Young     Jr.,    president,    Adam 
Young,  Inc.,  New  York 

If  anyone  takes  time  out  to  drive 
through  several  states  listening  to  ra- 
dio stations  in  market  after  market, 
and,  if  he  compares  this  with  radio 
as  it  existed  several  years  ago,  the 
reason  becomes  quickly  apparent  as 
to  why  local  radio  business  has  in- 
creased. In  the  not  too  distant  past, 
as  we  turned  the  dial  from  one  sta- 
tion to  the  other,  it  was  very  depress- 
ing indeed  to  turn  from  the  problems 
of  one  "soap-opera"  heroine  to  an- 
other. 

As  opposed  to  that,  the  sound  of 
the  average  radio  station  has  become 
more  and  more  exciting.  Newscasts 
are  frequent  and  interesting,  music  is 
lively,  commercials  are  by  and  large 
well  produced  whether  local  or  na- 
tional,   the    service    features    on    the 


whole  are  exceedingly  well  presented 
and  basically  the  production  is  very 
professional.  As  one  listens  more  and' 


Local 

programing 
has  been 
highly 
developed 


more,  it  becomes  readily  apparent  too 
that  the  major  market  stations  have 
no  monopoly  on  "know-how."  Sta- 
tions in  smaller  and  smaller  markets 
are  doing  a  fine  job  because  there  is 
no  national  source  of  programing 
whether  network  or  syndicated  that 
competes  at  the  local  level. 

As  the  new  radio  emerged,  more 
listeners  were  developed  and  more 
excitement  was  created — not  only  at 
the  listener  level,  but  at  the  advertiser 
level.  So  far  as  the  advertiser  was 
concerned,  his  excitement  became 
greater  because  of  the  results  he  ob- 
tained from  using  this  new  radio 
medium. 

If  broadcasters  can  continue  on  the 
creative  sprint  which  they  have  start- 
ed during  the  past  few  years,  there  is 
every  reason  why  radio  should  con- 
tinue to  grow  at  the  local  level. 


Robert  E.   McDowell,  Station  Mgr., 

WGBI,   Scranton-W ilkes   Bane,  Pa. 

This  is  one  of  those  loaded  ques- 
tions. First  of  all,  what  upsurge  are 
we  talking  about?  This  year?  Last 
year?  The  year  before?  An  upsurge 
indicates  ascendancy  and  local  radio 
has  been  going  up  for  better  than  a 
decade.  At  least,  that's  the  way  it 
seems  to  us. 

As  more  and  more  broadcasters 
reached  out  into  their  own  backyards 
to  pick  up  falling  network  revenue, 
they  couldn't  help  but  become  more 
intimate  with  the  people  they  found 
and   sold  there.    They  descended   on 
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radio? 


Stations 
have  become 
familiar 
with  their 
communities 


the  community,  mixed  with  every- 
body, followed  them  all  over  the 
coverage  area  in  car  radios,  portables, 
even  turned  up  at  outings  with  their 
own  mobile  cruisers  blasting  away. 
Meanwhile  back  at  the  shop  I  the 
local  retail  shop,  that  is)  an  adver- 
tiser is  drinking  this  all  in.  Better 
than  that,  he's  likely  to  be  a  partici- 
pant telling  his  own  sales  story,  or 
acting  as  broadcast  master  of  cere- 
monies at  a  gala  opening  or  contest 
award.  He's  a  part  of  local  radio. 
But  his  interest  certainly  goes  beyond 
this.  Local  radio  works  for  him.  It 
moves  merchandise  because  as  a  mo\  - 
ing  force,  it  moves  people.  Its 
"alive"  and  this  advertiser  knows  it. 


Leonard   Coe,   Manager,   KLRA.  Little 
Rock,  Ark. 

Local  radio  is  enjoying  an  upsurge 
because  our  advertisers  are  getting 
results. 

Local  advertisers  are  closer  to  the 
sale   and   know    first-hand   the   power 


Close  contact 
between 
advertiser 
and  stations 


of  local  radio.  The)  know  that  of  all 
media,  only  radio  achieves  near- 
saturation,  and  that  the  cost  of  this 
near-saturation  is  far  below  the  cost 
for  similar  coverage  in  any  other 
medium.  Local  advertisers  have  a 
{Please  turn  to  page  60) 


ADAM  YOUNG  ASKS: 


Who  suffers 
when  out-of-home 
is  kept  out-of-sight . 
.  .  .  or  out-of-focus? 


Answer:  Radio  .  .  .  cor  lain  radio  stations 
and  ultimately  the  advertiser. 


Out-of-sighl.    Sonic  surveys  don'l  measure  out-of- 
home.     How    can    radio  s   scope    be    full\    understood 
9  without  taking  into  account  35,000,000  car  radio-  .  .  . 

11,000,000-plus  portables  .  .  .   10.000.000  "public"   radio-  .   .  .   plus   Iran,,,. 
boat  and  mobile-home  radio? 

Out-of-focus.  Then  there  are  surveys  which  approach  out-of-home,  I  ml 
distort  it.  Instead  of  reporting  out-of-home  station  l>\  station  .  .  .  the)  pro- 
vide one  average  figure,  which  they  ask  you  to  appl)  to  each  station  -  in-home 
audience.    Result?    Distortion.    I  See  chart.  I 


MEASURED:    In-home    and    out-of- 
home  by  station      (PULSE) 


IN    HOME     OUT   OF    HOME 


DISTORTED:  Average  out-of-home 
applied  to  measured  in-home  for 
each  station 


IN    HOME      OUT    OF    HOME 


■IB  STATION    A  STATION    B 

Station  "A"  is  pulled  down  into  the  average;  station  ""IV"  i-  pulled  up  into 
the  average.  Invariably,  station  "A"  is  the  carefully-programmed,  audience- 
centered  modern  radio  station.  We  know  this  from  analysis  of  Pulse  figures 
for  ten  markets.*  (Pulse  is  the  only  research  organization  which  regularl) 
provides  a  station  by  station  measure  of  out-of-home  radio  listening,  i  Here  - 
what  we  discovered:  1.  At  all  hours  of  the  day,  modern  stations  reach  large) 
out-of-home  (as  well  as  in-home)  audiences  than  'old  line  stations.  2.  Modern 
radio  stations'  large  out-of-home  plus  factor  is  constant  through  the  da)  ; 
but  the  out-of-home  plus  of  'old  line'  stations  i-  large  (merel)  relativel)  ' 
only  during  some  locally-programmed  period-. 

Modern  radio  is  clearly  superior;  but  this  superiority  is  concealed  or 
minimized  when  an  audience  measurement  fails  to  give  out-of-home  listening 
b\    station  ...  or  gives  no  out-of-home  data  at   all. 

Want  statistical  documentation?  \\  rile  or  phone  an)  of  our  offices 
for  a  special  Out-of-Home  report.  It's  one  of  the  main  \dani  "i  oung  research 
publications  which  show  radio  as  it  is  today.  We  publish  them,  jn-t  a-  we 
sponsor  this  message,  out  of  our  conviction  thai  radio  must  be  made  eas) 
to  purchase  .  .  .  on  factual,  fair,  up-to-date  bases.  Otherwise  possible  dis- 
appointment experienced  by  an  advertiser  ma)  cost  him  a  good  medium  .  .  . 
and  cost  radio  a  friend. 

*Ne«    \ ork,   Chicago,    Los    Vngeles,    Minneapolis,    Miami,    Pall.!-.    New    Orleans 
Louis,  Seattle  and  Philadelphia. 

ADAM  YOUNG  INC. 

Representing  all   that's   modern   and   effective   in   radio   today 

NEW  YORK  (3  E.  54TH  ST.)  •  ATLANTA  •  CHICAGO  •  DETROIT 

LOS  ANGELES  •  ST.  LOUIS  •  SAN  FRANCISCO 

AFFILIATED    WITH:    YOUNG    TELEVISION    CORPORATION    0    Y0UNC    CANADIAN     LTD. 
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SPOT  TV   DATA  continued 


SPOT  TV'S  TOP  lOO 


i. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 
10. 
II. 
J  2. 
33. 
34. 
3  5. 
16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
37. 
38. 
39. 
40. 
41. 
42. 
43. 
44. 
45. 
46. 
47. 
48. 
49. 
50. 
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Procter  &  Gamble  $33,833,060 

Lever  Brothers  16,578,860 

Adell  Chemical _  12,339,090 

General  Foods _  11,020,780 

Colgate-Palmolive                _  10,998,490 

Brown  &  Williamson 9,413,530 

Continental  Baking  _._ 9,223,910 

Warner-Lambert    8,832,990 

Miles   Laboratories  7,895,950 

American  Home  Prods. 7,275,680 

P.   Lorillard   ..._  6,717,450 

International  Latex  5,678,510 

Carter  Products       5,202,300 

Texize   Chemical   4,704,170 

Standard  Brands  _  4,368,290 

Philip  Morris  ...               4,066,710 

National  Biscuit __ 4,022,960 

Robert  Hall  .. 3,993,850 

Coca-Cola   Bottlers 3,699,270 

Sterling  Drug  _.  3,645,220 

Shell  Oil  -  3,272,410 

Food  Mfgrs 3,259,850 

Corn  Products  Refining  .....  3,191,790 

Pepsi  Cola  Bottlers  __ 3,163,040 

Andrew   Jergens   3,153,280 

Anheuser-Busch  3,058,690 

American  Tobacco  3,018,150 

General  Mills 2,986,970 

J.  A.  Fogler  ...                _  2,975,260 

Charles  Antell  ..             .—  2,866,820 

Bristol-Myers 2,845,890 

Pabst  Brewing*  .....  2,836,100 

Avon  Products  2,770,420 

Kellogg    - 2,549,440 

R.  J.  Reynolds  ...  2,434,260 

Marathon  Corp.  ...  2,434,000 

Esso  S.  0 2,383,490 

American  Chicle  .....  2,355,040 

Falstafi  Brewing  2,288,920 

Vick  Chemical  2,216,890 

Drug  Research  Corp.  2,144,050 

Wrigley   .                         .__  2,071,990 

Salada-Shirriff-Horsey  1,991,060 

U.S.  Borax  &  Chem.  1,988,690 

S.O.  Co.  (Ind.)   .....  1,961,290 

Exquisite  Form  __ 1,946,620 

Gillette    .                          1,944,380 

Gulf  Oil 1,916,020 

Norwich  Pharmacal  _ 1,877,690 

Piel  Bros.  1,873,880 


51.  Liggett  &  Myers  _ _$ 

52.  Bulova  Watch  

53.  S.  C.  Johnson  

54.  Schlitz  Brewing  _ 

55.  Cont.  Car-Na-Var 

56.  Sun  Oil  

57.  Borden  

58.  Theo.  Hamm  Brewing 

59.  Nestle 

60.  Quaker  Oats      

61.  Nehi   Corp./Bottlers  _ 

62.  Texas  Co. 

63.  Ward  Baking _ ._ 

64.  Welch  Grape  Juice  

65.  Phillips  Petroleum  

66.  Chesebrough-Ponds     _ 

67.  Wander  Co.  

68.  Carling  Brewing  — 

69.  Maybelline     .    

70.  Block  Drug 

71.  General  Motors  

72.  M.  J.  B.  Co 


73.  Harold  F.  Ritchie    ... 

74.  Ballantine   

75.  Burgermeister  Brew. 

76.  Dumas-Milner 

77.  Max  Factor 

78.  Hills  Bros 

79.  American   Bakeries  .. 

80.  Schaefer   Brew.   

81.  National   Brewing  .... 

82.  Interstate  Bakeries  .. 

83.  Alberto-Culver   

84.  A  &  P 


85.  General  Cigar 

86.  B.  T.  Babbitt  Co _. 

87.  Swift    

88.  H.  J.  Heinz  

89.  Best  Foods  

90.  Safeway  Stores  

91.  Tidy  House  Products 

92.  Divers.  Cos.  of  Amer. 

93.  Kroger   ... 

94.  Minute  Maid  

95.  Atlantic    Refining   

96.  Ruppert    Brewery   — 

97.  Pacific  T.  &  T. 

98.  Heublein   __ _ _ 

99.  Wm.  B.  Reily  &  Co. 
100.  Taylor-Reed  Corp.  — 

•Including  Blttl 


I 


865,830 
856,220 
813,560 
778,680 
772,060 
769,580 
750,940 
690, 1 80 
681,800 
679,690 
666,200 
660,400 
660,000 
653,830 
608,1  10 
591,690 
577,460 
556,620 
553,810 
533,210 
522,070 
507,360 
470,100 
440,940 
397,930 
384,410 
309,360 
297,610 
297,190 
285,780 
278,100 
263,860 
247,830 
237,300 
234,070 
221,010 
209,590 
207,050 
193,420 
192,570 
187,080 
177,010 
170,340 
164,850 
144,300 
137,160 
134.560 
129,070 
099,090 
089,890 


TOP  lO  SPOT  TV 
CLIENTS,  BRANDS 

Procter  & 

Gamble $33,833,060 

American  Family 

Detergent  215,260 

American  Family  Soap-  77,710 

Biz  Liquid  Detergent  ....  323,080 

Big  Top  Peanut  Butter-.  153,330 

Camay   Soap   435,720 

Cascade   Detergent   3,540 

Charmin  Paper  Prod- 
ucts    171,560 

Bonus  Granulated  Soap  6,340 

Cheer    1,832,350 

Clorox  2,696,020 

Comet  991,580 

Crest  146,650 

Crisco  1,653,670 

Dash  Detergent  994,490 

Dreft    494,350 

Drene  Shampoo  155,030 

Duncan  Hines  Canned 

Foods   16,850 

Duncan  Hines  Mixes-  2,539,600 

Duz/Blue  Dot  Duz 594,670 

Fluffo    80,540 

Gleem  1,155,510 

Ivory  Flakes   269,100 

Ivory  Liquid  3,399,940 

Ivory  Snow  740,740 

Ivory  Soap  630,780 

Jif  Peanut  Butter 3,666,000 

Joy    1,231,260 

Lava  Soap  32,140 

Lilt  Home  Permanent  ..  97,900 

Mr.   Clean   421,300 

Oxydol   1,087,870 

Pace  Home  Permanent  923,300 

Prell   Shampoo   156,770 

Secret  Deodorant   197,170 

Special  Beauty  Kit  270 

Spic  &  Span  •• 850,320 

Summer-Sett    17,170 

Tide    723,170 

Velvet  Blend 

Shampoo    6,750 

White  Cloud  Toilet 

Tissue  10,800 

Winter-Set    142,540 

Zest  Beauty  Bar 4,489,920 

Lever  Bros $16,578,860 

Airwick    126,960 

All   Detergent   236,800 

Breeze    909,760 

Dove  Toilet  Soap  1,697,570 

(Please  turn  to  page  56) 
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IT 

ADDS 
UP 
TO  A  BAKERS <felo> 


a, 


DOZEN 

*r7 


s* 


ust  because  the  mailing  address  happens  to  be  Bakersfield,  don't  let  that  limit  your  thinking  market-wise.  KERO-TV 
;  the  only  single  advertising  medium  that  reaches  California's  Southern  San  Joaquin  Valley,  peopled  by  over  a  million 
ree-spenders.  It's  one  of  the  most  fertile  spots  in  all  America  to  plant  a  good  product  and  watch  it  grow.  And,  every 
ollar  you  invest  in  KERO-TV  time  brings  you  a  bonus  of  big-time  facilities  and  an  alert,  professional  staff  to  make  every 
ent  work  overtime  for  agency  and  client.  Plus,  a  marketing  and  merchandising  program  that  forms  a  bridge  between 
V  screen  and  customer  sales.  That's  a  baker's  dozen  in  any  field!  Good  thing  to  bear  in  mind  when  the  Petry  man  calls, 
etter  still  —  why  not  call  him? 

KERO-TV   CALIFORNIA'S  SUPER-market 

BAKERSFIELD  CHANNEL  10  NBC 
EPRESENTED  BY  EDWARD  PETRY  &  CO.,   INC. 


TOP  lO  SPOT  TV  CLIENTS  AND  BRAND  SPENDING  (cont'd) 


Gayla  Toilet  Soap  $       74,300 

Good  Luck  Margarine  770,090 

Handy  Andy  Detergent  740,730 

Hum  Detergent  29,180 

Imperial   Margarine   •■••  1,387,330 

Lifebuoy    Soap    34,070 

Lipton    Soup    27,840 

Lipton  Tea  1,278,850 

Lucky  Whip  1,043,950 

Lux   Liquid   805,520 

Lux  Toilet  Soap  253,640 

Pepsodent     3.104.810 

Praise  Toilet  Soap 971,310 

Rinso    546,910 

Shield  Toothpaste  3,130 

Silver    Dust    332,440 

Stripe  Toothpaste  2,049.840 

Surf   Detergent   6.330 

Swan  Liquid  Detergent  75,270 

Wisk  72,230 

3.  Adell  Chemical. ..$12,339,090 

Lestoil  Liquid 

Detergent  12,339,090 

4.  Ceneral  Foods $11,020,780 

Angel  Flake  Cake  Mix  19,380 

Angel  Flake  Cocoanut  4.680 

Baker's  Coconut  9,660 

Baker's  Inst.  Chocolate  191,130 
Birdseye  Frozen 

Foods   5,320 

Bireley's  Soft  Drinks  ••  38,370 

Bliss  Coffee  1,740 

Calumet  Baking 

Powder    25,860 

Capri   Mix  2,000 

Dream  Whip  Topping  235,710 

Gaines  Dog  Food  449,550 

Go  Ironing  Aid  6,440 

Jello  Gelatin  Dessert  -  32,830 
Jello  Pudding/Pie 

Filling    282,550 

Kool  Aid  128,030 

LaFrance    1,910 

Log  Cabin  Syrup  5,280 

Maxwell  House 

Coffee  5,301,520 

Minute   Potatoes  208,260 

Post's  Dry  Cereals  2,534,530 

Postum  25,170 

Sanka  Coffee  772,140 

SOS  Soap  Pads  57.890 

Swansdown  Cake 

Flour    10,890 

Swansdown  Cake  Mix  28.150 

Tang  Orange  Juice  304,020 

Yuban    Coffee   337,770 


5.  Colgate- 
Palmolive $10,998,490 

Ad  Detergent  1,550,270 

Ajax  Cleanser  1,082,820 

Brisk   Dentifrice   6,480 

Cashmere  Bouquet 

Soap   55,070 

Colgate  Deod.  Beauty 

Soap   •' 36,090 

Colgate  Dental  Cream  ••  3,807,950 
Colgate  Shave  Cream  ••  102,810 
Colgate  Shave  Lotion  ••  2,770 

Fab  Detergent  1,792,440 

Florient  Air 

Deodorant    291,500 

Genie   Household 

Cleanser   319,840 

Glance  Shampoo  3,560 

Halo  Shampoo  411,190 

Lustre-Creme 

Shampoo    91,380 

Merry  Detergent  160 

Palmolive   Shave 

Cream    161,700 

Palmolive  Shave 

Lotion    53,840 

Palmolive  Soap  306,410 

Rapid  Shave  Cream  ••••      646,590 

Super   Suds   102,590 

Vel  Beauty  Bar  7,470 

Vel  Liquid  Detergent  ••  148,710 
Vel  Soap  Powder  6,850 

6.  Brown  & 

Williamson $9,413,530 

DuMaurier     431,680 

Kool   2,915,250 

Raleigh     1,868,570 

Viceroy     4,198,030 

7.  Continental 

Baking $9,223,910 

Buttermilk   Bread   4,630 

Certified  Bread  38,240 

Continental  Donuts  350 

County  Fair  Bread  87,810 

County  Fair  Triplette 

Cake  5,530 

Daffodil  Farm  Bread  ••■•  88,050 

Hostess  Cakes  1,476,190 

Morton   Frozen   Foods  795,100 

Profile  Bread  2,981,750 

Staff  Bread   282,650 

Twinkies    32,940 

Wonder  Bread  3,398,430 

Wonder  Brown  & 

Serve   Rolls    4,380 


Wonder  Buns $      26,960|| 

Wonder  Rolls   900| 

8.  Warner- 
Lambert $8,832,990 

Anahist  Cold  Remedies  4,716.3401 

Bliss  Home  Permanent  109,6801 

Bromo  Seltzer  1,736,600: 

DuBarry  Cosmetics  310 

DuBarry  Light  & 

Bright  12,6301 

Fizzies    427,470| 

Listerine  Antiseptic   __  1,261,0201 

Listerine   Dentifrice   ••••  11,2301 

New  Faces  4,900 

Quick  Home 

Permanent    3,010 

Richard  Hudnut 

Cosmetics    1,350 

Sportsman  Toiletries  ••••  101,400 
3  Flowers 

Brilliantine     6,260 

Virisan  440,790 

9.  Miles 
Laboratories $7,895,950 

Alka-Seltzer   5,268,130 

Bactine  1,167,380 

Nervine    125,090 

One-A-Day  Brand 

Vitamins    1,323,010 

Tabcin    12,340 

10.  American 
Home  Products. ..$7,275,680 

Aero-Shave    24,150 

Aero-Wax    261.080 

Anacin    2,951,490 

Antrol-Snarol  Ant 

Poison    2,870 

Bisodol    3,900 

Black  Flag  197.390 

Chef-Boy-Ar-Dee 

Quality  Food  391,560 

Dennison's  Foods  60,740 

Drial  Nasal  Mist  5,090 

Drial  Tablets  1,120 

Dristan  Tablets  1,839.860 

Dristan  Nasal  Mist  55,260 

Easy-Off  Oven  Cleaner  16,990 

Emberstick  320 

Freezone    1,820 

G.  Washington  Coffee  6,630 

Griffin  Shoe  Polishes  ••  45.070 

Heet    5.400 

Preparation  H  1.087,230 

Primatene    186,500 

Soothol   Antacid   5.040 

Wizard  Deodorizers  ••••  126.170 
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NEW   WESTMINSTER 


«^ 


i    VICTORIA 


KVOS  TV  DOMINATES 
CANADA'S  3rd  MARKET 

One  Million  British  Columbians 
in  "A"  contour... 
250,000  T.V.  homes  in  B.C. 


Plus  82,000  TV  homes  in  Northwest  Washington 


First  in  all  Surveys'" 

international  Survey 
*MacDonald  Research  Ltd. 
*B.B.M. 
*Elliott-Haynes  Ltd. 
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NORTH   VANCOUVER 


o/7e  7V  station 
had  to  be 
unique 


'-■■>  5 


VANCOUVER 


f- 


VANCOUVER  OFFICES— 168Y  W.  Broadway,  REgent  8-5141 
STOVIN-BYLES  LIMITED — Montreal,  Toronto,  Winnipeg 
FORJOE  TV  INC.— New  York,  Chicago.  Los  Angeles,  San  Francisco 
ART  MOORE  and  ASSOCIATES— Seattle,  Portland 
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JANUARY- FEBRUARY 


D 


SHARE  OF 
AUDIENCE: 

I 


Proves  KONO  is  your 

BEST  BUY 

for  Radio  Coverage  in 

SAN  ANTONIO 


—  and  KONO  leads  the  field 
in  PULSE,  too.  First  in  all  360 
quarter-hour  periods,  Monday 
thru  Friday.  (Jan.  1959) 


See  Your  H-R    Representative 

or  Clarke  Brown  man 

or  write  direct  to 


JACK    ROTH,   Manager 

P.  O.  Box  2338 
San  Antonio  6,  Texas 
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National  and  regional  buys 
in  work  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

Family  Product's  Div.,  Warner-Lambert  Pharmaceutical  Co.,  Morris 
Plains,  N.  J.,  is  planning  the  spring-summer  campaign  in  110  mar- 
kets for  its  Fizzies  carbonated  drink.  The  schedules  start  in  mid-April 
for  about  18  weeks.  Minutes  in  children's  programs  are  being  used 
mostly;  frequencies  depend  upon  the  market.  The  buyer  is  Jim 
Waterson;  the  agency  is  Lambert  &  Feasley,  Inc.,  New  York. 

General  Foods  Corp.,  Jell-0  Division,  White  Plains,  N.  Y.,  is 
entering  western  and  southern  markets  for  its  Tang  orange  con- 
centrate. The  11-week  campaign  starts  13  April.  Minutes  and  chain- 
breaks  during  nighttime  periods  are  being  placed;  frequencies  vary 
from  market  to  market.  The  buyer  is  Polly  Langbort;  the  agency 
is  Young  &  Rubicam.  Inc.,  New  York. 

Block  Drug  Co.,  Jersey  City,  N.  J.,  is  initiating  a  campaign  in  27 
markets  for  its  Polident  denture  cleaner.  The  schedules  start  6  April 
for  a  six-week  run.  Minutes  during  nighttime  segments  are  being 
lined  up,  with  frequencies  varying.  The  buyer  is  Allen  Reed:  the 
agency  is  Grey  Advertising  Agency,  Inc.,  New  York. 

The  Texas  Co.,  New  York,  is  kicking  off  its  spring  campaign  in 
60  markets  for  Texaco  gasolines  and  oils.  The  schedules  start  the 
second  week  in  April,  runs  for  four  weeks.  Minutes,  chainbreaks 
and  I.D.'s  during  nighttime  periods  are  being  used.  Frequencies 
depend  upon  the  market.  The  buyer  is  Bill  Santoni;  the  agency  is 
Cunningham  &  Walsh,  Inc.,  New  York. 


RADIO  BUYS 

The  Gillette  Co.,  Boston,  is  going  into  top  markets  to  push  its 
shaving  line.  This  is  the  first  time  the  advertiser  has  been  in  spot 
radio  in  many  years.  The  campaign  starts  in  April,  runs  till  forbid. 
Minutes  during  both  daytime  and  nighttime  slots  are  being  placed. 
Average  frequency  is  30  announcements  per  week  in  each  market. 
The  buyer  is  Ray  Stone;   the  agency  is  Maxon,   Inc.,   New  York. 

United  Fruit  Co.,  New  York,  is  purchasing  announcements  in 
major  markets  for  its  Chiquita  Banana  campaign.  The  21-week 
schedules  start  the  second  week  in  April.  Minutes  during  daytime 
segments  are  being  lined  up;  frequencies  depend  upon  the  market. 
The  buyer  is  Ted  Wallower;  the  agency  is  Batten,  Barton,  Durstine 
&  Osborn,  Inc.,  New  York. 

Ford  Motor  Co.,  Dearborn,  Mich.,  is  preparing  a  short-term  cam- 
paign in  various  markets  for  its  Ford  car.  The  schedules  start  6  April 
for  two  weeks.  Minutes  during  daytime  periods  are  being  bought; 
frequencies  vary  from  market  to  market.  The  head  buyer  is  Allen 
Sacks;  the  agency  is  J.  Walter  Thompson  Co.,  New  York. 
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From  left  t<>  right:  Bob  Crux-,  Russ  Vrm  .  Bil]  Weaver  and,  ol  course,  The  Great  Godfrey. 
The)  and  a  lot  of  other  highl)  talented  people  have  three  things  in  common.  Each  is 
a  live  and  lively  specialist  in  personal  entertainment.  Each  creates  the  kind  "I  setting  in 
ivhirli  your  message  is  heard  and  heeded.  Eai  h  is  featured  on  K\\  Radio.  Indeed,  that's  the 
kind  of  setting  thai  helps  make  KNX  what  it  is     Southern  California's  leading  radio  station  ' 


Represented  by  CBS  Radio  Spot  Sales 
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there  is  a 


UOlbllJb 


.nt^iAL 


on  Radio  &  Television 

building  sales 

in  every  major  market 

for  all  kinds  of  products 


( 'Current  Broadcast  Schedules 

33,850 
average  over'^29-&6£[~per  week) 


PHIL  DAVLT 

MUSICAL   ENTERPRISES 

MUrray  Hill  8-3950 
59  East  54  Street     New  York  22 


ABC  CHESS  GAME 

{Cont'd  from  page  51) 

$35  and  $45  million  earmarked  for 
expansion  on  both  coasts."  He 
whipped  out  a  sheaf  of  architect 
sketches.  Scheduled  to  begin  this  year, 
is  a  tv  city  that  will  rise  on  the  28-acre 
tract  owned  by  ABC  on  the  West 
Coast.  In  New  York,  the  proposed 
ABC  expansion  will  entirely  change 
the  block  on  West  66th  Street,  giving 
the  net  a  brand  new  plant  facing  on 
the  city's  proposed  Lincoln  Square 
project. 

As  for  advertiser  acceptance,  tables 
have  turned  in  the  past  few  months. 
The  years  of  wheeling  and  dealing, 
of  pitches  and  presentations  have 
paid  off.  ABC  TV  has  doubled  its 
sponsored  hours  this  year  over  last. 
There  is  no  longer  time  to  go  out 
ringing  doorbells,  Treyz  explains,  be- 
cause we're  too  busy  being  called  in 
by  agencies  and  clients.  That  all  of 
this  has  been  accomplished  with  the 
by  far-smallest  total  personnel  of  all 
the  networks  is  regarded  by  many  as 
something  of  a  miracle.  ^ 


SPONSOR  ASKS 

[Cont'd  from  page  53) 

finger  on  the  pulse  of  local  sales  since 
they  have  the  advantage  of  close  su- 
pervision and  a  rapid  check  of  re- 
sults. They  know  which  station  has 
top  notch  personalities  who  sell  their 
product,  and  have  a  loyal,  buying 
audience. 

It  has  been  proven  repeatedly  to  our 
local  advertisers  that  an  honest  radio 
personality  can  create  a  demand  for 
a  product  that  will  force  distribution, 
and  sell  it  after  distribution  is  accom- 
plished. 

Local  advertisers  know  and  buy  the 
station  whose  management  recognizes 
the  problems  of  the  community  and 
renders  a  service  accordingly.  Our 
KLRA  Party  Line,  for  example,  dur- 
ing which  listeners  are  invited  to  dis- 
cuss current  issues,  etc.,  presents  an 
exceedingly  good  vehicle  for  the  ad- 
vertiser because  of  its  tremendous 
local  and  out-of-state  interest  and  sup- 
port. 

I  believe  that  the  reason  local  radio 
is  enjoying  this  upsurge  is  due  to  the 
power  of  radio  being  felt  by  any  ad- 
vertiser with  these  qualifications: 
good  product,  good  copy,  good  sched- 


ule, good  sales  follow-through  by  the 
local  distributor,  and  merchandising 
of  the  local  radio  schedule  at  the 
point  of  purchase. 


Richard    W.     Davis,    general    manager 
WELl,  New  Haven,  Connecticut 

The  national  advertising  people 
say  all  business  is  local.  But  local  ad- 
vertisers seem  to  be  the  only  ones 
who  put  this  philosophy  into  prac- 
tice! And  they  are  the  first  to  take 
advantage  of  any  change  in  the  busi- 
ness picture. 


Local 
advertiser 
has  made 
belter  use 
of  radio 


"Top  ratings"  simply  don't  im- 
press local  advertisers.  A  prestige  lo- 
cal advertiser  cannot  be  swayed  in 
his  loyalty  to  the  proven  prestige  sta- 
tion in  town,  no  matter  what  the 
ratings  of  the  other  stations  are.  He 
knows  from  his  own  experience,  and 
from  the  experience  of  his  fellow 
businessmen,  which  station  is  best  for 
him.  He  knows  his  customers  and  he 
knows  what  they  like.  And  when  he 
buys  a  local  station  he  "buys"  people 
he  knows. 

There  is  a  lot  to  be  said  for  the 
saturation  schedules  placed  to  run  at 
all  hours,  seven  days  a  week,  by  the 
local  advertisers  as  opposed  to  the 
national  spot  buys  that  come  through 
with  orders  to  schedule  7  to  9  a.m. 
or  4  to  6  p.m.  and  "at  no  other  time." 
By  the  way,  remember  the  days  when 
a  local  station  couldn't  give  away 
7  to  9  a.m.  to  a  national  advertiser, 
or  4  to  6  p.m.  either,  for  that  matter, 
while  the  local  advertiser  was  clean- 
ing up  in  those  hours  with  no  double- 
spotting  anywhere  near  him? 

The  local  advertiser  is  doing  a 
perfectly  swell  job  in  Class  B  time 
while  the  national  spot  boys  knock 
themselves  out  for  Class  A  spot  avail- 
abilities. Yet,  of  course,  if  we  station 
operators  around  the  country  don't 
stir  ourselves  up  enough  to  tell  the 
national  advertiser  and  his  agency 
about  what  we're  doing  on  the  local 
scene,  I  suppose  we  can  hardly  blame 
him  for  ignoring  us.  ^ 


6C 
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TOP  180  NET  TV  ADVERTISERS,  CONT. 


Rank          Client  Expend. 

150.    Elfiin  National   Watch  $     288,857 

69.    Factor,    Max  1,695,612 

98.    Falstafl  Brewing  969,879 

74.    Firestone   ...  1,597,171 

102.    Florida  Citrus  Comni.  944,625 

112.    Florists'  Tele.  Del.  A.  807,468 

"•    Fol"d  12,561,121 

25.    General   Electrh  5,295,996 

4.  General   Foods  20,733,1  18 
14.    General  Mills  10,790,118 

5.  General  Motors  ..  20,593,366 
66.    Gerber  Products  1,713,996 

7.    Gillette  16,132,360 

89.    Cold   Seal  1,195,315 

162.    Goodrich,  15.  F.  228,860 

64.    Goodyear  1 ,  779. 1 95 

I  15.    Graham,  Billj  778.01  I 

72.    Greyhound  1,633,818 

131.    Gulf  Oil  549QI2 

104.    Hallmark  Cards  920,650 

145.    Hamm,   Theodore    Brew.  366,480 

147.    Hartz  Mountain  Prod.  311,101 

M4.    Heinz,  H.  J.  795,518 

46.    Helene  Curtis  Tnd.  2,938,475 

130.    Hill's  Bros.  Coffee  558,338 

141.  Hoover  404.470 
173.    Insurance  Co.  of  N.  A.  ....         184,117 

176.    International    Shoe  175,858 

165.    Jackson  Brewing  216,155 

135.  Jerclaydon  495,102 
55.    Johnson  &  Johnson  ..  2,461,026 

26.    Johnson,  S.  C.    5.242,277 

39.    Kaiser  Industries 3.387.268 

15     Kel'oes:  10.290885 

134.    Kemper  Insurance  503,057 

44.    Kimberlv  Clark 2.96677| 

156.    Lehn  &  Fink  251,833 

3-    Lever  21,958  373 

129.    Lewis  Howe  5*2  503 

73.    Lihhey  Owens  Ford  1,623,869 

81.    Libby,  McNeill  &  L.  1,427,41 1 

13.    Liggett  &  Myers   10,849,983 

18.    Lorillard.   P.      9,791,226 

125.    Ludens  600,325 

124.    Manhattan  Shirt  639,070 

71  ■    Mars  1,666,141 

136.  Mattel.  Inc.  ...  492,945 
56.    Mennen    __ 2  380,733 

101.    Mentholatum  Co.  ...  957,654 

30.    Miles  Laboratories 4  785.393 

113.    Miller   Brewing   805,288 

117.    Minnesota  Min.  &  Mfg.  756,064 

140.    Mogen  David  Wine  415,331 

146.    Monsanto  Chemical  316,256 

177.    Murray  Corp.  of  Amer.  167,318 

163.    Mutual    Benefit 220,526 

154.    Natl.  Assn.  Ins.  Agnts.  258,787 

35.  National  Biscuit  3,596,818 
158.    National   Brewing  240,980 

20.    Natl.  Dairy  Prod-.  6,709,514 

144.     Natl.  Grape  _.  385,735 

166.    Natl.  Presto  Ind.  212,999 

36.  Nestle  3,537,424 
175.  Niagara  Therapy  Mfg.  179,689 
108.  North  Amer.  Philip-  840,729 
107.    Noxzema  Chemical  856,729 


Rank          Client  Exp;nd. 

143.    Olio    Mathieson  $     392,868 

138.  Outboard  Marine  470,241 
96.  Pan  Amer.  1,002,600 
60.     Pel    Milk  2,211,093 

174.    Peter   Paul  179,770 

16.    Pharmaceuticals  10,173,557 

178.    Philco  162,626 

28.    Philip    Mo m-  4,967,012 

122.    Phillip-  Van   Heusen  699,234 

27.    Pillsbury   Mill-  5,205,578 

I  I  I.    Pittsburgh    Plate  81  1,189 

94.    Polaroid  1,031,872 

164.    Polk   Miller  Prod.  217,864 

I.    Procter  &  Gamble  50,638,647 

34.    Prudential  3,826,756 

126.    Pure*  599,590 

31.    Quaker  Oats  _.  4,693,728 

21-    RCA  6,458,126 

40.    Hal-Ion   Purina  3,376,044 

139.  Renault  .  420,028 
22.    Revlon  6,309,037 

161.    Kexall    Ding  234,455 

57.    Reynolds   Metals  2,358.852 

9.    Reynolds,  R.  J.  16,002.213 

148.    Ritchie,  Harold  F.  303,350 

152.    Ronson  279,595 

99.    Royal   McBee  ...  965,724 

109.  Rubinstein,  Helena  .  822,346 
123.    Bandura  684,315 

65.    Schick  1,737,741 

50.    Schlitz  2,724,378 

38.    Scott    Paper  3,418,096 

75.    Sears  Roebuck  1,552,128 

84.    Seven  Up  1,368,282 

160.    Sheaffer,  W.  A.  _  236,340 

110.  Shulton  .  812,095 
59.  Singer  2,225,091 
67.    Socony  Mobil  Oil  ..  1,709,593 

91.  Speidel  1,133,904 
48.    Sperry  Rand  2,802,210 

132.    Staley,  A.  E.  Mfg.  513,850 

23.    Standard   Brand-  6,144,983 

128.    Standard  Oil,  Ind.  585,326 

172.    Star  Kist  Foods  .  184,596 

142.    State  Farm  Auto  Ins.  399,325 

17.    Sterling  Drug  9,919,859 

93.    Sunbeam  1,125,580 

92.  Sunshine  Hi-euits  1,130,508 
63.    Sweets  Co.  of    \mei.  1,838,374 

45.    Swift     2,953,650 

53.    Sylvania   Elec.  2,597,008 

180.    Technical  Tape  150,634 

171.    Texas   Co.  200.621 

I  16.    Time.  Inc.  774,563 

83.    U.  S.  Rubber  1,372,000 

42.    V.  S.  Steel  3,086,950 

100.    U.   S.  Time  963,377 

87.    I  nion  Carbide  1,305,373 

105.    Van  Camp  Sea  Food  920,195 

133.    Vick  Chemical  510,621 

179.    Wander  Co.  154.080 

47.    Warner   Lambert  2,892,606 

32.    Westinghouse  Elec.  4,639,231 

78.    Wildrool  1,509,171 

170.    Williamson   Dickie  202,650 

168.    Zenith    Radio  211275 


REACH 

lOOO 

RADIO     HOMES 

WITH 

ADULT    AUDIENCE 

for  an  average  cost  of  only 


OMAHA 

BASIC   NBC  50,000   WATTS 

Ask  any  Petry  man  for  details 


One  hundred 

eleven* 

national 

and 

regional 

spot 

advertisers 

know 

Terre  Haute 
is  not  covered 
effectively 
by  outside 


TV 


Basis:  1958 


WTHI-TV  «» 10 


CBS 
ABC 


TERRE  HAUTE,  INDIANA 
Represented  Nationally  bv  Bollm?  Co  , 
Los  Angeles    San  Francisco   Boston   Ne»  York    Chicago- Dallas 


SPONSOR 


21    MARCH    1959 


(.1 


da,ytim.e 

i3  tlcie  no.  1  record 

IN  SAN  FRANCISCO 

There's  a  great  new  audience  record  that's  the 
Number   1   hit  in  San  Francisco— and  it's  KOBY! 
November  -  December    Pulse   gives    KOBY   the 
highest  average  all  daytime  share 
14.5.   This  makes  KOBY  a  smart 
buy  for  you.    This  big 
audience    is    signed, 
sealed  and  delivered  for 
you,    your    clients    or    pro- 
ducts.   And  there's  no  double 
spotting,    so    your    message    makes 
full  impact! 


See  PETRY  and  get  in  on  this 
prize  record  buy.  And,  you  get 
10%  discount  when  buying 
KOBY   and   KOSI,    Denver! 

After  July  when  in  Denver,  stay  at 
the  Imperial  Motel — 1728  Sherman 
— Downtown! 


For  Greenville,  Afiss.-WGVM 

M  id  -America    Broadcasting    Comp: 


It  works  like  a  charm  to  say  PRESTO— the  first  name  in  instantaneous  recording 
discs.  Only  presto  makes  the  famous  presto  master,  the  ultimate  in  flawless, 
fleck-less  disc-recording  surfaces.  Only  presto,  alone  among  all  manufacturers, 
handles  every  intricate  step  in  the  manufacture  of  its  discs.  Why  use  a  disc  that 
isn't  PRESTO-perf ect  ? 
bogen-presto  CO.,  Paramus,  New  Jersey.  A  Division  of  The  Siegler  Corporation. 

WM  Since  1934  the  world's  most  carefully  made  recording  discs  and  equipment. 


BASEBALL 

{Cont'd  from  page  37) 

Milwaukee  Braves;  the  other,  the  San 
Francisco  Giants,  whose  unproductive 
contract  with  Skiatron  for  pay-tv  still 
has  this  season  to  run.  The  Dodgers 
are  blacked  out  in  Los  Angeles,  but 
American  Tobacco  and  Pabst  (for  its 
Eastside  Old  Tap)  have  purchased 
rights  to  11  games  played  in  San 
Francisco  which  will  be  piped  to 
KTTV,  Los  Angeles.  Last  year's 
schedule  included  only  six  such 
games.  After  an  uphill  battle,  the 
Kansas  City  Athletics  granted  Schlitz 
the  rights  to  televise  10  road  games 
(Schlitz  has  sold  half  sponsorship  of 
both  radio  and  tv  to  another  adver- 
tiser. Skelly  Oil  Co.). 

All  but  four  clubs  (Kansas  City. 
Los  Angeles,  Pittsburgh,  St.  Louis) 
now  in  tv  permit  home  telecasts.  Here 
is  a  rundown  on  the  home-away  situa- 
tion for  tv  this  season: 


American 

League 

Home 

Away 

Baltimore  Orioles 

21 

33 

Boston  Red  Sox 

26 

25 

Chicago  White  Sox 

54 

None 

Cleveland   Indians 

13 

42 

Detroit  Tigers 

12 

29 

Kansas  City  Athletics 

None 

10 

New  York  Yankees 

77 

53 

Washington  Senators 

8 

5 

National 

League 

Chicago  Cubs 

77 

None 

Cincinnati   Redlegs 

23 

31 

Los  Angeles  Dodgers 

None 

11 

Milwaukee  Braves 

None 

None 

Philadelphia  Phillies 

31 

33 

Pittsburgh  Pirates 

None 

27 

St.   Louis  Cardinals 

None 

41 

San  Francisco  Giants 

None 

None 

Working  out  mechanical  kinks  in 
the  complicated  road-game  picture  is 
Dick  Baileys  Sports  Network,  which 
buys  lines  directly  from  the  telephone 
company  at  reduced  rates.  Bailey 
feeds  the  game  to  the  originating  sta- 
tion which  inserts  commercials  and 
feeds  to  other  stations  in  its  "net- 
work" either  by  transmitter  or  lines, 
depending  on  conditions. 

In  some  cases,  Bailey  inserts  radio 
commercials  on  a  "network"  for  spon- 
sors which  differ  from  the  originating 
sponsor.  He  does  this  for  Atlantic 
Refinery  on  the  50-station  Yankee 
Network  in  the  slot  R.  J.  Reynolds 
fills  in  New  York  City  only.  "Re- 
creates" are  another  service  Bailey 
provides,  broadcasting  coverage  of 
major  league  games  picked  up  from 
Western  Union  wire,  with  appropri- 
ate sound  effects.  This  provides 
schedule  continuity  for  advertisers 
when  their  team  is  traveling.  (Some 
stations    specialize    in    "re-creates.' 
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WINS  is  providing  this  type  cover- 
age of  the  Giants  in  New  York,  i 

•  Minor  league  coverage  is  still 
extensive.  The  advent  of  the  Dodgers 
to  L.A.  may  have  caused  the  demise 
of  the  Hollywood  and  Los  Angeles 
dubs,  hut  elsewhere  there  are  a  good 
many  advertising  dollars  going  into 
radio  and  tv  coverage  of  the  minors. 

Rights,  of  course,  are  considerably 
lower,  and  many  advertisers  are  able 
to  capitalize  on  local  loyalties  to 
strengthen  their  own  local  image. 
Rights  range  from  $1,200  to  $3,000 
per  game  depending  on  the  strength 
of  the  club. 

For  a  handy  reference,  here  is  the 
minor  league  station-by-station  cover- 
age this  season: 


putting    monej     in    other    broadcast 
spotring  events  in  these  media.      ^ 


Team 


Radio 


Tv 


American  Assn. 

Charleston,   W. 

Va. 

wens 

None 

Dallas 

K  R  I.T) 

KFJZ-TV 

Denver 

KHdW 

None 

Fort  Worth 

KFJZ 

KFJZ-TV 

Houston 

KTRII 

Undecid. 

Indianapolis 

WISH 

WTTV 

Louisville 

WAVE 

None 

Minneapolis 

WLOL 

WCCO-TV 

Omaha 

KBON 

KMTV 

St.  Paul 

Undecid. 

Undecid. 

International    League 

Miami 

WGBS 

None 

Pacific 

Coast   Leag 

ue 

Phoenix 

KOOL 

None 

Portland 

KPOJ 

KGW-TV 

Sacramento 

KROY 

None 

Salt  Lake  City 

KALL 

Limited 

San    Diego 

KSDO 

KFMB 

Seattle 

KOJIO 

KT  NT-TV 

Spokane 

KGA 

KHQ 

Vancouver 

CKWX 

CBUT 

Pioneer  League 

Billings 
Boise 

Creat  Falls 
Idaho  Falls 
Missoula 
Pocatello 

Undecid. 

KBOI 

Undecid. 

KID 

KBTK 

KWIK 

None 
None 
None 
None 
None 
None 

Sou 

thern    Assn. 

Atlanta 

WQXI 

VVI.W-A 

Texas  League 

Amanita 

KGNC 

KKDA-TV 

Austin 

KVET 

None 

Corpus  Christi 

None 

None 

San  Antonio 

KCOR 

None 

Tulsa 

KRMG 

None 

Victoria 

None 

None 

One  fact  is  clear:  the  levelling  off 
of  the  cost  of  rights  in  both  majors 
and  minors  has  made  greater  varietv 
of   coverage   available   to   advertiser. 

[tern:  the  Baltimore  Orioles,  which 
televized  no  exhibition  games  last 
\  ear.  have  scheduled  one  this  season. 
The  Yankees,  which  did  two  last  sea- 
son, are  doing  four  this  time  around. 

Another  fact:  advertisers  going  the 
baseball    route   in    radio/tv   are   also 


HAMILTON    WATCH 

i  Cont'd  from  page  1 1  i 

is  the  reason  Hamilton  look  a  hiatus 
from  its  successful  spring  radio  cam- 
paign and  re-launched  it-  9po1  radio 
drive  in  October  for  another  eight- 
week  cycle  preceding  Christmas. 

Phis  time  it  added  commercial  copj 
for  its  diamond  watch  line  priced 
from  SiW.50  to  $500.  and  some  other 
gift  specials.  On  the  hasis  of  pre- 
liminar)  sales  results  from  the  surin» 


drive,  it  doubled  the  number  oi  radio 
markets  to  50. 

Because    most    "fine"    watch    pur- 
chases   i  "fine     in   the   trade   usuall) 

inian-  watches  priced  al   re  than 

S60  retail  i  made  during  the  pre- 
Christmas  Beason  are  designed  as 
gifts  and  are  usuall)  given  within 
the  family,  the  creative  assignment 
set  for  the  agenc)  b)  Mr.  Join-  "was 
iu  score  appropriate  mood  music  foi 
Hamilton's  'reward  of  love'  theme." 
The  result,  he  says,  "was  a  -<>|>hi-ti- 
cated  \ti  warm  composition  which 
could  stand  on  it-  nun  merit-  as  pop- 
ular music." 


and 


WOC-TV 


FOR  BEST 
COVERAGE 
IN  THE 

NATION'S  47th 
TV  MARKET 


(Davenport,  Iowa     —     Rock  Island     —     Moline,   Illinois) 

The  Largest  Market  between  Chicago  and 
Omaha  .  .  .  Minneapolis  and  St.  Louis  .  .  . 
the  47th  TV  market  in  the  nation. 

Population  Effective  Buying  Income 

1957  1958      1957  1958 


1,559,300 

Increase 


40,200 


$2,573,800,000 
Increase 


$2,668,806,000 
$95,006,000 


TV   Homes 


Retail    Sales 


422,800 ' 438,480 

Increase  —  15,680 


$1,855,864,000  _ 

$1,918,167,000 
Increase  -  $52,303,000 


\/v 

Col    B    J.  Palmer 
Prmdcni 

Frncii  C    Sandcn 

^ 

Retidtnt  Manager 
Pa»  Shatter 

Satci  Managrr 

Pcren.  Griffin,  Woodward. 

Inc.   ExcUimc    National 

Reprcwmamc, 

THE  Ol  INI    1  lilt-. 

DAVENPORT     , 
BFTTFNDORF    1 

ROCK  ISLAND      j 
MOLINE                        111 
EAST  MOL1NF       ' 

channel 

'Sales  Management's  "Survey  of  Buying  Power  —   1958 


WOC-TV  is  No.  1  in  the 
nation's  -i~th  TV  market — lead- 
in. i;  in  TV  homes  (438,480), 
monthly  coverage  and  weekly 
circulation  —  day  and  night  — 
as  reported  in  the  Nielson 
Coverage  Service  No.  3,  Spring. 
195X.  For  Further  t.uts  and  lat- 
est availabilities,  call  vour  PGW 
Colonel   .   .   .   NOW! 


WOC-TV  Davenport,  Iowa  is  port  of  Central 
Broadcasting  Co.,  which  also  owns  and  operates 
WHOTV    and    WHO    Rodio.    Des    Moines,    lowo 
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Both  spring  and  fall  campaigns 
were  merchandised  at  the  point  of 
sale,  with  retailers,  Hamilton  Watch 
Co..  N.  W.  Aver  and  local  stations 
cooperating.  Thousands  of  direct 
mail  pieces,  retailer  visits  and  station 
displays  added  impact  and  effective- 
ness to  the  radio  advertising,  com- 
ments Mr.  Jones. 

Hamilton  recorded  significant  sales 
gains  and  selling  impact  despite  its 
use  of  a  broad-sweep  medium  to  sell 
what  is  obviously  class  merchandise. 
It's  estimated,  for  example,  that  only 
l2Ar'(    of  all  watches   sold   at   retail 


cost  $61  or  more.  Thus  the  biggest 
share  of  the  market,  by  far,  87.6%, 
goes  to  watch  makers  selling  less  ex- 
pensive models  (the  breakdown: 
35.1%  of  all  sales,  $15  or  less; 
23.7%,  $16  to  $30;  28.8%,  $31  to 
$60). 

Tins  makes  radios  record — in  a  so- 
termed  recession  year — even  more 
impressive. 

Among  some  specific  progress  re- 
ports: Richard  Davis,  manager  of 
WELI,  New  Haven,  Conn.,  received 
a  letter  from  Robert  R.  Savitt,  a  local 
jeweler    dealing    in    more    expensive 


Budweiser1  s  Dollar  buys  More 

on  WKOW 


Thank  you,  Harry  Ren  fro  of  D 'Arcy 
for  the  opportunity  to  prove  tlmt 
WKOW  is  "First  in  selling  a  buying 
Madison  and  Southern  Wisconsin." 
Ben  Hovel 
General  Manager 


".  .  .  .  with  on-the-spot,  hard- 
hitting merchandising  that 
paid  off.  Personal  calls  and 
mailings  to  every  area  tav- 
ern, liquor  and  grocery  store 
by  WKOW's  dynamic  Mer- 
chandising Director  Jim  Mil- 
ler ..  .  more  than  double 
the  number  of  'Pick  a  Pair' 
action  displays  put  up  than 
we  hoped  for.  .  .  . 

"This  kind  of  selling  help 
from  'Wisconsin's  Most  Pow- 
erful Radio  Station'  gave  us 
the  extra  strength  we  needed 
for  real  market  penetra- 
tion. .  .  ." 

Al  Frank 

Frank  Beer  Distributors,  Inc. 

BUDWEISER  BEER 


Represented  Nationally  by  Headley-Reed 


WKOW 

MADISON,  WISCONSIN 


merchandise.  Mr.  Savitt  said  that  his 
sale  of  Hamilton  electric  watches  was 
500' (  ahead  of  the  previous  year. 
And  Ad  Manager  Jones  reports  that 
the  Hamilton  company  in  1958 
"netted  a  business  increase  over  '57, 
a  fact  all  the  more  remarkable  in  a 
'recession'  economy.  While  sales  in 
a  particular  market  are  subject  to 
many  variables,  available  evidence 
would  indicate  that  our  business  im- 
provement for  the  combined  radio 
markets  was  well  above  the  average 
for  the  country  as  a  whole." 

The  basis  of  the  "evidence"  which 
he  mentions  is  a  buyers'  performance 
index  kept  updated  by  Hamilton  field 
men.  A  record  is  tabbed  for  each 
sales  area  on  how  much  business 
Hamilton  gets  from  total  business 
available  in  any  marketing  territory. 
This  index  was  consistently  higher 
for  radio  than  non-radio  markets. 

Hamilton's  new  radio  effort  this 
spring  will  take  a  different  tack. 
Despite  the  company's  successful 
formula  in  selling  a  non-mass  item  to 
a  mass  audience,  it  will  now  venture 
into  the  area  of  specialized  radio  au- 
diences. The  reason:  there  is  a  dis- 
tinct sales  correlation  between  age, 
income  and  education  factors  and  the 
purchase  of  a  fine  watch. 

So  Hamilton  this  spring  will  reach 
more  directly  with  radio  toward 
upper-middle  and  upper-income  fami- 
lies via  "good  music"  programing  on 
both  am  and  fm  stations  in  major 
metropolitan  areas. 

Says  Mr.  Jones:  "The  audience 
characteristics  of  good  music  listen- 
ers indicate  that  their  good  tastes  and 
quality  merchandise  buying  patterns 
makes  them  ideal  prospects  for  Ham- 
ilton watches — electric,  automatic  and 
conventional  types."  (Hamilton's  re- 
tail price  range — $55  to   $3,500.) 

Most  of  the  announcements  will  be 
aired  in  the  important  gift  weeks 
from  mid-April  through  early  June 
in  what  the  consumer  ad  manager 
calls  "a  heavy  concentration  of  an- 
nouncements to  a  numerically  small- 
er but  potentially  more  productive 
group  of  consumers." 

Hamilton's  future  radio  sponsor- 
ship, in  his  opinion,  will  depend  to 
a  "great  degree  on  results  of  this  up- 
coming good  music  experiment." 

"But  it  appears  likely  that,  in  one 
form  or  another,  radio  will  continue 
to  play  a  vital  role  in  Hamilton's  bid 
for    a    bigger    share    of    the    quality 


watch  market. 


^ 
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Good  time  for  all! 


One  little  clock  radio  produces 
over  50,000  sponsor  identifications  by  listeners 
to  Atlanta's  WSB  Radio... 


During  National  Advertising  Week  the 
WSB  Radio  audience  was  invited  to  take 
part  in  a  little  game  the  staff  cooked  up. 
"Send  in  the  names  of  WSB  advertisers 
whose  messages  you  hear,  Monday  thru 
Friday,"  they  were  asked.  Clock  radio  pic- 
tured was  offered  the  one  suhmitting  the 
longest  correct  listing. 

Now  this  was  no  great  shakes  of  an 
award.  And  therein  lies  the  entire  signifi- 
cance of  the  event.  Over  50,000  advertiser 
impressions  were  recorded  in  the  mail  re- 
ceived from  participants. 


Advertiser  identification  always  has 
been  high  on  WSB  Radio.  And  this  is  one 
more  reason  why  WSB  out-produces  and 
out-sells  competitive  media  in  Georgia. 

Affiliated  with    The  Atlanta  Join  rial  and  Con 
stitution.  NBC  affiliate.  Represented  by  Petry. 
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JVPO 


Television    Films 
Inc. 


Currently  Producing 
Television  Commercials 
For: 

N.  W.  Ayer  &  Son,  Inc. 

Batten,    Barton,    Durstine   &   Osborn,    Inc. 

Benton   &   Bowles,   Inc. 

D.  P.   Brother 

Leo  Burnett  &  Co.,  Inc. 

Campbell-Mithun,  Inc. 

Compton  Advertising,  Inc. 

Cunningham  &  Walsh 

D'Arcy  Advertising  Co.,  Inc. 

Dancer-Fitzgerald-Sample 

Donahue  &  Coe,  Inc. 

Doyle  *  Dane  *  Bernbach,  Inc. 

William  Esty  &  Co. 

Clinton  E.  Frank,  Inc. 

Foote,  Cone  &  Belding,  Inc. 

Grey  Advertising  Agency,  Inc. 

Kenyon  &  Eckhardt,  Inc. 

Ketchum,  MacLeod  &  Grove,  Inc. 

Lennen  &  Newell,  Inc. 

Richard  K.  Manoff,  Inc. 

Maxon,  Inc. 

McCann,  Erickson,  Inc. 

McKim  Advertising  Ltd. 

Emit  Mogul  Co. 

Ogilvy,   Benson  and  Mather 

E.  W.  Reynolds  &  Co. 
Reach,  McClinton  &  Co. 

Sullivan,   Stauffer,  Colwell   &   Bayles,   Inc. 

Tatham-Laird,  Inc. 

J.  Walter  Thompson  Co. 

Young  &  Rubicam,  Inc. 

Offices — 

New  York  City 

15   EAST  53rd      STREET 

MUrrayhill    8-7830 

Hollywood 

4110   RADFORD  AVENUE 
POplar  6-9579 


IIBIIMI 
Ufe)BODUCERS 
ufgissacmwoMj 

OF  NEW  YORK 


COMMERCIALS  MAKERS 

(Cont'd  from  page  33  I 
out  of  the  question.  The  alternatives 
were  either  growth  or  atrophy.  Some 
pinned  their  hopes  on  sales  aggressive- 
ness, while  others  hoped  that  crea- 
tivity would  tell.  In  the  end,  it  was  a 
simple  matter  of  money.  Today  there 
appear  to  be  two  large  groups  of  pro- 
ducers— those  who  have  found  the 
financial  resources  to  get  into  video 
tape,  and  those  who  have  not. 

Probably  inevitable  in  any  growing 
industry  is  this  shift  that's  now  taking 
place  in  the  role  of  producers:  they're 
giving  up  creativity  to  become  man- 
agerial. As  long  as  film  production 
was  small-scale,  it  was  possible  for 
the  same  core  of  commercials  men  to 
sell  commercials  one  day  and  then  go 
out  on  the  set  and  make  them  the 
next.  Hereafter,  life  just  won't  be 
that  simple. 

On  the  periphery,  other  movements 
are  afoot  in  the  commercials  field 
that  cannot  be  tied  to  video  tape  in 
any  way,  yet  are  instigating  new 
mergers.  Transfilm,  for  example,  is 
now  reportedly  being  acquired  by  the 
Buckeye  Corp.  as  part  of  its  portfolio 
of  investments  in  tv.  In  recent  years 
Transfilm  has  relied  more  and  more 
on  its  industrials  sales,  and  there  are 
no  indications  that  it  intends  to  go 
into  tape  at  present.  In  other  words, 
this  sort  of  sheer  diversification,  too, 
is  a  basic  force. 

As  the  first  quarter  of  1959  closes, 
two  networks — NBC  and  CBS — still 
dominate  tape  commercials  produc- 
tion. At  first,  it  was  only  natural  for 
network  program  clients  to  turn  to 
their  network  to  make  the  commer- 
cials; but  in  most  cases  the  commer- 
cials that  were  formerly  done  live 
anyway,  so  they  did  not  represent  a 
transfer  of  business  from  independ- 
ent to  network  producer.  It  was  busi- 
ness the  independent  never  had  to 
begin  with. 

But  now  things  are  changing.  The 
networks  will  likely  be  giving  up  their 
leadership  in  tape  commercials  short- 
ly. First,  the  networks  are  especially 
sensitive  to  the  stigma  of  monopoly 
that  the  independents  have  hurled  at 
them.  Second,  their  prime  business  is 
programs  and  time.  Third — and  most 
important  of  all — the  rise  of  tape  as 
a  vehicle  for  spot  commercials  prob- 
ably will  represent  business  only  for 
the  independents.  Right  now,  station 
handling  charges  on  tape  are  variable 
and    in   many    cases    so    high    as   to 


prohibit  spot  campaigns.  Further,  the 
coverage  possible  with  tape-equipped 
stations  is  still  so  limited  that  it's  ex- 
pected to  take  several  years  before  it 
will  be  comparable  to  film. 

Other  hurdles  lie  in  the  path  of 
tape.  One  is  the  problem  of  making 
copies  for  spot  use.  Raw  tape  still 
costs  several  times  as  much  as  proc- 
essed film,  and  the  tapes  copying 
process  is  costly.  For  example,  it's 
possible  to  make  only  as  many  tape 
copies  simultaneously  as  you  have 
extra  recorders  available,  and  each 
one  requires  an  operator,  plus  one 
operator  for  the  tape  master — where- 
as the  film  printer  is  much  like  a 
printing  press. 

Naturally,  there's  high  hope  in 
video  tape  circles  that  these  difficul- 
ties are  only  technical  and  will  be 
eased  or  solved  once  tape  becomes 
a  widespread  reality  in  a  few  seasons. 

Another  bottleneck  facing  video 
tape  prospects  is  the  fact  that  right 
now  there's  no  way  of  getting  Amer- 
ican-made tapes  on  the  air  in  foreign 
markets — because  the  lines  per  screen 
systems  are  different  in  a  number  of 
countries.  However,  there's  talk  of 
research  being  done  on  a  device  that 
would  translate  tape  from  one  system 
to  another,  but  even  that  still  would 
involve  an  extra  step  beyond  what's 
needed  in  film.  Today  the  only  solu- 
tion is  to  make  kinescopes  for  foreign 
markets,  which  is  the  same  method 
the  tape  men  are  using  at  home  to 
get  tape-produced  commercials  into 
non-tape  markets. 

The  real  potential  for  video  tape 
income  in  the  commercials  produc- 
tion field  will  have  to  wait  of  course 
for  tape  to  become  acceptable  to 
stations  on  spot  announcement  sched- 
ules. Stations  with  only  one  recorder 
would  have  to  put  programs  and 
commercials  on  the  same  reel — a 
practice  frowned  down  upon  in  film 
operations — or  would  be  forced  to 
make  investments  into  additional 
video  tape  machines. 

By  the  end  of  the  1958-59  season 
the  actual  business  done  by  the  com- 
mercial producers  using  tape  is  ex- 
pected to  be  only  a  small  fraction 
of  film  volume. 

But  projections  call  for  a  steady 
increase  in  tape  oroduction  in  the 
1959-60    season. 

Tape  plans  and  tape  realities  will 
continue  to  be  linked  together — 
what's  practical  to  do  may  largely  de- 
termine what  producers  will  do.    ^ 
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more 


NBC-ABC 


SHREVEPORT 

LOUISIANA 


Folks  just  naturally  take  cover  during 
Shreveport's  long  hot  summers.. You'll 
find  them  enjoying  TV  in  their 
air-conditioned  homes. 


And  Nielsen  #3  Survey  says  more  of  them 
—1,292,550— stay  tuned  to  Channel  3 
-KTBS-TV-in  this  four-state  market 
that  now  ranks  71st  in  America. 


Get  the  complete  Coverage  and  Ratings  story  from 
your  PETRY  MAN. 

E.  Newton  Wray,  President  and  General  Manager 
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local  advertisers 
know  how 
to  pick 
a  winner 
in  Washington 


$m  ft*., 

Drititlt.  ?4tt». 
'ChtttMMt  P  It    ,.. 
'Athutu.  Ttt)  Sptmt  Sb, 


5»  I>     ** 


They  pick  WRC-TV,  Washington 
Number  One  television  station! 
They  know,  from  experience, 
WRC-TV  brings  them  results  bj 
delivering  the  largest  audience 
in  Washington.*  And  WRC-TV 
reaches  90%  of  all  Washington 
TV  homes  each  week!* 

National  advertisers  with  the 
same  objective  — more  sales— can 
take  a  profitable  cue  from 
these  local  advertisers  who  do 
big  business  with  WRC-TV: 


H 

Safeway  Stores 

Bs" 

Peoples  Drug  Stores 

R>«oiN,e 

Woodward  &  Lothrop 

K  - 

Sears,  Roebuck  &  Company 
Drug  Fair  Drug  Stores 
Mann's  Potato  Chips 
The  Md.  &  Va.  Milk  Producers  Ai 

HEr'  v" 

Embassy  Dairy 
Bergmann's  Laundry 
National  Bohemian  Beer 

Washington  Gas  Light  Company 

****** 

Wilkins  Coffee 

it***" 

»»?s|J 

Esskay  Meats 

* 

Blue  Cross -Blue  Shield 

lfl|| 

Arcade- Sunshine  Rug  Cleaners 

y>    —    „ 

The  Ford  Dealers  of  Metropolitan 

a! 

1  £* 

Washington,  D.C. 

WRC-TV-4 

NBC  Leadership  Station 

in  Washington,  D.C. 

Sold  by  NBC  SPOT  SALES 

*ARB,  June  1958 -January  1959 
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IFhat's  happening  in  U.  S.  Government 
that  affects   sponsors,  agencies,   station* 


WASHINGTON  WEEK 


21  MARCH  1959  The  final  report  of  the  Television   Allocations  Study  Organization  virtually  con* 

copyright  1950  cedes  that  2]/>   years  were  lost  in  the  effort  to  gain  more  tv  service  lor  the    \nieri- 

sponsor  ean  publie. 

This  final  report,  after  the  long  study  of  a  complex  subject,  strongly  hints  there  isn't 
anything  worth  saving  about  uhf. 

Measurements  of  uhf  coverage  indicate  nol  only  that  it  can't  compete  with  vhf.  hut  also 
that  those  in  the  few  ulif  ''islands"  have  a  strong  case  when  the)  complain  they  have  heen 
given  an  inferior  service. 

Immediate  effeet  will  likely  be  wails  of  anguish  from  those  who  operate  uhf  sta- 
tions. They  will  argue  that  tin;  report  will  make  il  even  more  difficult  for  them  to  secure  ad 
dollars. 

More  important  long-range  effects  of  the  report  are  nol  so  ca-\  t<>  predict  \  large 
majority  of  the  FCC  commissioners  refused  to  give  up  the  ghost  on  uhf.  It  i-  presumed  that 
the  findings  of  uhf  limitations  will  push  them  into  chairman  Doerfer's  camp.  Doerfer  has 
been  plumping  for  other  solutions  to  the  shortage  of  channels. 

(NAB  Convention  note:  Members  of  the  Association  of  Maximum  Service  Telecasters 
were  urged  to  adopt  a  positive  plan  of  action  for  insuring  continued  full  tv  service  and  to  off- 
set the  dangers  of  any  precipitous  change  in  allocation  setup. 


Should  FM  stations  be  permitted  to  split  their  channels  so  as  to  provide  both 
parts  of  stereo  broadcasts  on  single  stations? 

This  is  the  question  the  FCC  asks  the  industry  to  answer.    Or  rather,  one  of  many. 

FM  stations  alreadv  earn  money  by  using  sub-carrier  frequencies  to  supply  such  as  insti- 
tutional music,  storecasting.  etc..  For  a  fee.  The  FCC  last  year  started  proceedings  aimed  at 
discovering  new  ways  for  FM  outlets  to  earn  money.  Stereo  attracted  so  much  interest,  that  the 
Commission  is  now  making  a  separate  inquiry  on  that  topic. 

Among  other  questions,  if  stereo  is  approved,  should  it  be  a  pay-to-hear  deal,  or 
should  the  FCC  require  that  it  he  a  broadcast  service?  This  is  the  question  which,  of 
course,  fascinates  sponsors. 


The  FCC  must  now  hear  complaints  by  an  existing  station  that  a  new  station 
in  a  nearby  town  will  hurt  its  business. 

The  FCC  had  decided  it  should  not  consider  protests  against  new  stations  on  so-called 
"economic  grounds."  But  the  D.  C.  Appeals  Court  has  been  remanding  cases  to  hear  this  issue. 

Now  the  same  court  has  issued  a  remand  on  the  same  grounds,  involving  two  «itie~  40 
miles  apart.  Frontier  Broadcasting  (channel  10.  Scottsbluff,  Nebr.)  protested  a  grant  of  tv 
channel  13  to  Western  Nebraska  Television  in  Alliance.  Neb.  Frontier  had  applied  for  the 
Alliance  channel,  but  dropped  out  when  it  was  allowed  to  increase  it-  signal  into  Uliance. 
Then  it  sought  to  stop  the  Alliance  grant  on  grounds  it-  business  would  be  hurt  by  a  new 
station. 

The  FCC  said  it  was  not  "a  party  at  interest."  but  the  Appeals  Court  decided  Froniter  is, 
in  fact,  such  a  party.  The  ruling  could  add  considerably  to  the  length,  complexity  and  red 
tape  of  FCC  deliberations  on   new  tv  stations. 


SPONSOR      •      21    MARCH    1959 


69 


Marketing  tools,  trends,  news, 
in  syndication  and  commercials 


FILM-SCOPE 


21  MARCH  1959  You  can  expect  the  two  big  programing  trends  for  fall  to  be  detective  series 

copyright  1959  and  science-fiction  shows,  with  probably  not  a  single  new  western  going  before  the 

sponsor  cameras. 

publications  inc.  Some  film  buyers  regard  science-fiction  as  relatively  new  and  untried  as  a  programing 

type  and  it's  still  too  early  to  know  how  well  it  will  do  either  with  sponsors  or  audiences. 

Regarding  detective  shows,  it  looks  like  the  pendulum  is  swinging  back  with  shows  like 
Screen  Gems'  The  Fat  Man,  CNP's  Philip  Marlowe,  CBS  Films'  The  Man  on  K  Street  and 
Ziv's  Lock-up. 

These  will  all  be  on  film — not  tape. 

A  new  wrinkle  has  developed  with  buyers  who  want  spots  that  will  reach  a  chil- 
dren's audience. 

Advertisers  like  Keds.  Venus  pencils,  Good  'n'  Plenty,  and  Bosco  have  been  following 
new  children's  shows  like  Screen  Gems'  Three  Stooges,  and  putting  money  into  it  wherever 
it  goes  in  some  cases. 

This  is  a  whollv  different  concept  in  spot  buying  compared  to  the  strategy  usually 
used  of  buying  on  a  cost-per-thousand  basis  or  into  a  proven  time  period. 


American  Tobacco  has  come  up  with  an  obvious  solution  to  major  market 
clearance  obstacles  that  confronted  two   of  its  brands  in  MCA's  Secret  Agent  7. 

Whenever  time  could  not  be  cleared  in  any  big  market,  each  brand  was  able  to  get 
equivalent  circulation  by  taking  several  smaller  markets  instead. 

Luckv  Strike's  original  budget  for  34  markets  via  BBDO  now  gets  them  into  44  regions 
of  smaller  size,  while  Herbert  Tareyton  similarly  went  from  six  cities  to  16,  through  Lawrence 
C.  Gumbiner. 

Since  the  two  brands  are  competitive,  different  markets  are  involved  in  all  cases. 


You  can  expect  some  shaking  up  of  old  ties  between  Hollywood  motion  pic- 
ture producers  and  the  syndicators  that  distribute  for  them — with  new  alliances 
likely  to  be  shaping  up  shortly. 

A  roundup  of  activity  in  this  area  last  week  uncovered  the  following: 

•  20th  Century-Fox  is  expected  to  get  $250,000  from  NT  A  in  a  buy-out  of  its  share  of  the 
NTA  Film  Network. 

•  Universal  Films  has  gotten  into  the  Screen  Gems-Elliot,  Unger  &  Elliot  combination  and 
may  shutter  its  old  operation. 

It  looks  as  though  stations  are  starting  to  channel  the  big  advertising  spending 
by  department  stores  into  program  sponsorship. 

KRON-TV,  San  Francisco,  for  example,  has  brought  in  Macy's  to  sponsor  a  feature  film 
show  to  be  aired  Sunday  afternoons  from  5:30-7:00  p.m. 
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FILM-SCOPE  continued 


One  of  the  strongest  arguments  still  favoring  any  film  serins  is  a  stable  ami 
dependable  rating  track-record. 

TTC's  Fury,  for  example,  renewed  for  a  fifili  year  1>\  General  Foods  via  Benton  S 
Bowles,  went  through  four  network  years  on  NBC  with  a  lifetime  Nielsen  average  of  17.;: 
that  fluctuated  not  even  one  point  in  any  season. 


The  most  ambitious  programing  conception  involving  tape  for  syndication  yet 
to  be  unveiled  i9  the  bloek  plan  being  developed  by  NTA. 

The  new  idea  calls  for  an  extensive  schedule  of  shows  wherever  there's  little  network 
service:    daytime,  early  evening  and  late  night. 

Strategy  of  the  hlueprint:  come  up  with  hlock  programing  that  mip:ht  appeal  to  cillicr  in- 
dependents or  network  affiliates. 

NTA's  Telestudios  would  have  the  joh  of  taping  the  programs. 


COMMERCIALS 


Tv  programing  mav  well  take  the  place  of  film  industrials  husiness  for  com- 
mercials producers  in  a  few  seasons  when  video  tape  becomes  more  standardized. 

Film  producers  always  had  to  hrinsi  in  husiness  from  a  variety  of  sources  in  order  to 
cope  with  overhead. 

But  commercials  men  who  don't  have  a  tie  with  programing  sales  and  financinc  units 
are  expected  to  have  tremendous  obstacles  to  overcome  if  they  hope  to  get  into 
tape  programs. 

Incidentally,  there's  not  much  of  a  market  foreseen  for  tape  industrials  for  closed  circuit 
use  in  the  immediate  future. 


The  Warner  Brothers-Filmways  affiliation  looks  like  it  will  he  strictly  a  trial 
marriage  for  around  a  year. 

Warners  is  understood  to  hold  a  minoritv  interest  in  Filmwavs  stock  which  pre«umahlv 
could  grow  into  a  higger  investment  if  the  tie  proves  successful. 

This  new  comhination  easily  represents  the  single  greatest  marshalling  of  forces  in 
the  commercials  field,  with  killings  last  year  in  the  neighborhood  of  $6  million — which  i« 
$2  million  ahead  of  the  next  largest  producers. 


It  looks  like  tape  commercials  will  settle  on  a  talent  formula  that  involves  costs 
running  approximately  one-fourth  higher  than  film. 

Note  that  these  increases  and  the  higher  cost  of  making  tape  copies — it's  still  several 
times  more  than  film — are  being  offset  by  over-all  production  savings,  such  a«  trimmimr  as 
much  as  one-third  off  the  master  production  tally  sheet. 


Video  tape  prospects  have  touched  off  a  chain  reaction  of  mergers  in   bring- 
ing the  commercials  producers  together  with  new  financing  sources. 

There've  been  bigger  mergers  in  the  last  six  months  than  possibly  in  the  entire  decade 
before. 

(For  details,  see  p.  31,  this  issue.) 
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Harry  Sedgwick,  pioneer  Canadian  broadcaster,  who  died  7  March  in  Toronto,  will 
likely  be  memorialized  via  a  U.S.  scholarship  or  something  along  that  line. 

Discussions  about  a  memorial  are  taking  place  on  this  side  of  the  border. 


Add  this  one  to  the  vocabulary  employed  by  marketing  specialists: 
Definition   by  example:    "The  way  to  achieve   more    precise   'targeting'   of    mar- 
keting and  media  objectives  is  by  .  .  ." 


Timebuyers  run  into  the  strangest  ratecards,  but  a  New  York  radio  station  offers  one 
that  beats  everything. 

Included  is  a  retail  rate  that  is  so  couched  in  conditions  and  provisos  that  it 
can  only  apply  to  a  single  store— Macy's. 


Despite  the  dominance  of  westerns  and  other  action  types,  the  female  of  the  species 
among  tv  network  stars  has  managed  to  come  up  with  a  good  representation  in 
the  10-million-or-more-homes  class  this  season. 

Count  among  them  Loretta  Young,  Ann  Sothern,  Spring  Byington. 


Benefiting  from  past  experiences,  CBS  TV  has  a  crew  already  working  on  the  cov- 
erage of  the  national  Democratic  convention  in  L.A.  even  though  the  event  won't  take 
place  until  the  summer  of  1960. 

A  crew  will  get  rolling  in  Chicago  as  soon  as  the  Republicans  certify  that  city. 


The  complete  ban  just  imposed  by  the  NAB  code  on  all  forms  of  fortune-telling 
and  mind-  and  character-reading  will  remind  oldtimers  of  the  swarming  of  the  swamis 
in  radio  back  in  the  early  '30s. 

What  killed  them  off  with  one  fell  swoop  was  a  Radio  Commission  crackdown.  Be- 
fore that  the  swamis  wallowed  in  dollar  bills  mailed  in  by  susceptible  listeners. 


There's  a  school  of  reps  that's  inclined  to  make  timebuyers  the  whipping 
boys  for  the  present  soft  state  of  the  national  spot  radio  market. 

The  core  of  their  accusation:  (1)  Timebuyers  shackled  themselves  by  buying  numbers 
only;  (2)  big  numbers  often  represented  a  teenage  audience;  (3)  advertisers  on  the  na- 
tional level  often  found  numbers  didn't  match  up  with  sales. 
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Dick  Clark's  entourage  is  contemplating  with  dour  expression  ABC  TV's  prac- 
tice of  dropping  into  American  Bandstand  the  commercials  of  advertisers  associated 
with  the  network's  Operation  Daybreak. 

Reason :  The  device  may  provide  a  better  cost-per-thousand  for  Daybreak,  but  it  doesn't 
benefit  Bandstand  directly,  from  whose  sales  Clark  collects  a  share. 
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You  can  drive . . . 


From  Illinois  to  Florida...  ^^ 

From  Pennsylvania  to  Texas . . . 

And  listen  to  WSM  on  your  Car  Radio  All  the  Way! 

Although  WSM  rates  are  based  only  on  coverage  of  the  black  area  on  the  map  above . . . 
Nielsen  Credits  WSM  with  766  counties,  over  one-fourth  of  the  total  counties  in  the 
entire  United  States.  You  can  actually  drive  from  Illinois  to  Florida,  from  Pennsylvania 
to  Texas,  and  listen  to  WSM  all  the  way. 

More  important  still,  the  scope  and  quality  of  WSM  programming  is  such  that  literally 
millions  of  homes,  urban  and  rural,  in  the  heart  of  America  listen  to  WSM  regularly  in 
preference  to  their  local  stations. 

Want  to  hear  more  about  radio's  most  extended  single  market?  Ask  Bob  Cooper  or  any 
Blair  man. 

WSM  Radio 

Key  to  America's  13th  Radio  Market 

50,000  Watts 'Clear  Channel  •  Blair  Represented  •  Bob  Cooper   Gen.  Mgr. 
OWNED     AND     OPERATED     BY     THE     NATIONAL     LIFE     AND     ACCIDENT     INSURANCE     COMPANY 
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WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


BLUE  RIBBON  DAY:  To  celebrate  copping  first  place  in  a  70-lowa  county  survey,  KIOA  Des 
Moines  distributed  blue  ribbons  to  Chicago  timebuyers.  Here,  professional  model,  on  behalf 
of  the  station,  pins  Needham  Louis  &  Brorby  timebuyers,  Don  DeCarlo  (center)   and  Phil  Morrow 


ACTING  AS  OFFICIAL  HOST,  Hugh  Terry 
(r),  pres.  and  gen.  mgr.,  KLZ-AM-TV, 
Denver,  greets  visiting  Eric  G.  K.  Adjorlolo, 
head  of  radio  news  for  Radio  Ghana,  Africa 

3H  K 


POINT-OF-SALE  display  by  WCCO,  Minn.- 
St.  Paul  for  North  Star  Drug,  is  checked  by 
Geo.  Doerr,  Jr.  (I),  Minn,  mgr,  McKesson  & 
Robbins   and    Larry   Haeg,   station   gen.   mgr. 


WOVBUG  WINNERS  in  WOV,  N.  Y.  con- 
test are  (I  to  r)  Sam  Vitt,  DCS&S;  Chef  Slay- 
baugh,  Bates  and  Jim  Geffert,  C&W.  They 
saved    most    Wovbugs,    station    symbol    here 


THERE'S  SOMETHING  NEW  at  WTIC-TV, 
Hartford.  Station  selected  the  above  marker, 
designed  by  Richard  Decker  of  Springfield,  as 
first  prize  for  its  station  identification  contest 


NETWORKS 


Here's  NBC  TV's  tentative  show 
schedule  for  the  fall: 

Sunday:  Trace  Hunter,  western, 
7:30-8:30;  All-Star  Revue;  Dinah 
Shore,  9  p.m. 

Monday:  Bat  Masterson,  7:30- 
8:30;  Wells  Fargo;  Peter  Gunn; 
Philip  Marlow;  Steve  Allen,  10-11 
p.m. 

Tuesday:  Bonanza,  western,  7:30- 
8:30;  Wichita  Town,  western;  Black 
Cat;  Premiere  (a  la  Playhouse  90), 
9:30-11  p.m. 

Wednesday:  Wagon  Train,  7:30- 
8:30;  Price  Is  Right;  Perry  Como, 
9-10  p.m.;  This  Is  Your  Life. 

Thursday:  Laramie,  western, 
7:30-8:30;  Love  and  Marriage,  situa- 
tion comedy;  Bachelor  Father;  Ernie 
Ford;  You  Bet  Your  Life. 

Friday:  An  audience  participa- 
tion show,  7:30-8;  People  Are  Funny ; 
Fibber  McGee  &  Molly,  8:30-9;  M 
Squad;  Whispering  Smith,  western; 
Fights,  10  p.m. 

Saturday :     Riverboat,   adventure, 


THE  VICTOR:  Ellen  Dryer,  of  W.  B.  Doner 
&  Co.  guessed  December  rating  for  KFBW, 
L.A.  and  is  awarded  trip  to  Florida,  from  Den- 
nis  Roehl.of  John   Blair,  station's  Detroit  rep 
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7:30-8:30;  Barbara  Stanwyck,  an- 
thology; D.A.'s  Man;  Jeopardy,  one- 
hour  adventure;  It  Could  He  ^  ou. 

(See  SPONSOR-SCOPE,  page  IT. 
for  commentary  on  new  NBC  1  \ 
lineu|). ) 

Frank  Stanton,  CBS,  Inc.  presi- 
dent, hit  hard  on  the  need  for 
fighting  the  FCC  ruling  of  equal 
time  for  candidates  on  regular 
newscasts  before  the  fifth  general 
conference  of  CBS  TV  network  affili- 
ates in  Chicago  last  week. 

Stanton,  referring  to  the  Dal)  de- 
cision for  Section  315,  considered 
these  mathematics  of  telecasting  dur- 
ing a  presidential  campaign: 

"CBS  TV  alone  devoted  about  20'  I 
of  our  network  tv  newscast  time  dur- 
ing the  1956  campaign  period  to  the 
presidential  and  v. p.  candidates  of 
the  two  major  parties.  Some  time  on 
virtually  every  newscast  was  devoted 
to  the  campaign. 

"Under  the  Daly  decision  we 
would  have  been  required  to  give 
equivalent  time,  on  these  regular 
newscasts,  to   all   candidates   of   all 


parties.  There  were  2  1  presidential 
and  \.p.  candidates  "I  12  parties.  To 
furnish  them  with  equivalent 
time  would  have  taken  some  38 

hours,  or  ahout  2<K,  more  than 
all  the  time  spent  bj  all  our  l\ 
network     newscasts     on     all     the 

news. 

"Ibis  projection  leaves  no  doubl 
of  where  the  Dal)  decision  puts  us," 
added  Stanton.  "It  simply  deprives 
us  of  the  right  i<>  use  the  distinctive 
capabilities  of  tv  and  radio  to  reporl 
directh  and  vividl)  the  new-  of  po- 
litical campaigns  to  the  people." 

ABC  Radio  will  begin,  in  \pril.  an 
expanded  news,  special  events  and 
public  affairs  service  for  ils  affiliates. 
Included  in  ibis  expansion:  extra 
new-  leeds  for  local  programs,  plus 
a  new  series  of  confidential  reports  to 
affiliate  editors  from  the  network's 
worldwide  correspondents. 

Some  positive  evidence  of  PCP: 

Analyzing  the  second  Januai  \  Niel- 
sen Radio  Index.  CBS  Radio's  Arthur 
Hull  Ha\es  pointed  to  the  network's 


3095  increase  in  share-of-audi> 
ence,  and  tin-  2()f ,  average  in- 
crease  in  the  web's  program  audi- 
ence ,i-  | ii  of  l'i  I'-  success. 

I  l.i\  es    compared    thesi     in<  r< 
with    the    latesl    audience    measure- 
ments  before    PCP's   implementation 
.")  January. 

Network    t\     Bales    and    renewal-: 

Hazel  l!i~bo|p  i  Spectoi  I .  foi  alternate 
weeks  on  \l!i  I  \  -  Masquerade 
Part)  .  .  .  Dodge  I  <  rranl  I  renewed 
its  \l!<  l\  Lawrence  W elk  Shou  foi 
another  ~>2  weeks  .  .  .  L&M  '  Mc- 
Cann),  for  Pete  Kelly's  Blues,  \<-  ail 
on   NBC  T\    Tuesday,  31    Man  I,.  8 

p.m.    followed    l>\    the   Jimin\    /.' 

Shou  for  L&M  (DFS).  (See  l\ 
BASICS,  page  13,  foi  details  on  pro- 
grams and  sponsors,  i 

Network  radio  sale*:  Foi  VBC, 
Chas.  Pfizei  &  <  o.  for  the  Frankie 
Avalon  Shou .  to  bow  II  Vpril  .  .  . 
For  'Mutual,  the  Sterling  Drug  Co. 
for  Gabriel  Heatter's  I"  five-minute 
newscasts  per  week  through  I  s 
tember,    plus    five   additional    clients 


'BOAT"  STUDIO  is  set  up  at  Pa.'s  Motor 
Boat  Show  by  WIP,  Phi  la.  sportscaster,  Jim 
Learning  to  interview  Marine  Sgt.  Wm.  Elie; 
Jean    Salvatore,    women's    fly-casting    champ 


SURROUNDED   BY   AQUABELLES:   Feriin  Husky,  singing  star  of  Grand  Old  Opty  on  WSM. 
Nashville,     takes     part     in     WSM     water     carnival     promotion     for     its     tv    radio     personalities 
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home  of  great  '59's ... 

set  for  a  record  '59 

Two  great  cars  for  '59,  BTJICK 
and  CHEVROLET,  mean  great 
things  right  now  for  this  World's 
largest  General  Motors  plant  city. 
They're  made  in  Flint  .  .  .  and 
backed-up  by  AC  Spark  Plug, 
Fisher  Body,  and  Ternstedt  .  .  . 
all  going  full  speed.  Sell  this  big, 
rich  market  .  .  .  and  all  of 
Northeast  Michigan,  too  ...  on 
W  F  D  F. 

N5C  affiliate  ...  9/0  on  the  dial 
Represented  nationally   by 

the  KATZ  AGENCY 


during  the  past  two  weeks:  Carter, 
General  Foods,  Quaker  State,  Sea 
Breeze  Labs  and  Syntex  ...  On 
NBC,  a  52-week  order  by  Lever  for 
Good  Luck  Margarine  set  new  busi- 
ness during  the  first  week  of  March 
at  $467,720.  Other  orders:  General 
Insurance  Co.,  making  its  first  use 
of  net  radio,  for  a  26-week  campaign 
on  segments  of  Monitor. 

Network    tv    programing    notes: 

Janet  Blair  and  John  Raitt  will  again 
appear  as  the  summer  stand-ins  for 
Dinah  Shore  on  her  Chevy  Show, 
NBC  TV  ...  CBS  TV  will  launch  the 
first  in  its  new  series  of  one-hour 
daytime  specials  sometime  in  May. 
Dubbed  Women!,  the  series  will  be 
aimed  at  the  distaff  audience  .  .  . 
Bob  Sweeney  and  Cathy  Lewis  will 
be  the  new  Fibber  McGee  and  Molly 
on  NBC  TV  this  Fall. 

Thisa  'n'  data:  ABC  TV'c  Ollie 
Treyz  has  been  named  chairman  of 
the  third  annual  theater  party  com- 
mittee of  RTES  .  .  .  The  Teacher 
Awards  Committee  of  ABC  TV's 
Bold  Journey  series,  sponsored  by 
Ralston,  met  in  New  York  last  week 
to  select  380  teachers  from  among 
2,500  finalists  to  receive  awards  this 
year  .  .  .  For  the  fifth  consecutive 
season,  NBC  TV  will  carry  the  Na- 
tional Collegiate  Athletic  Asso- 
ciation football  games  during  1959 
.  .  .  Watch  Mr.  Wizard  celebrates  its 
eighth  consecutive  year  on  NBC  TV 
this  month. 

Network  personnel :  David  Fuchs, 

appointed  manager  of  sales  presenta- 
tions for  CBS  TV  .  .  .  Charles  Cor- 
coran, to  manager,  video  tape,  film 
and  kinescope  operations  for  NBC  TV. 


ADVERTISERS 


The  cigaret  people  are  apparent- 
ly among  the  first  to  square 
away  their  network  buys  for  the 
fall. 

Marlboro  has  locked  up  half  of  the 
Many  Loves  of  Dobie  Gillis  for  the 
Tuesday  8:30-9  spot  on  CBS  TV, 
while  Chesterfield  has  taken  options 
from  ABC  TV  for  half  of  the  Alaskan 
and  Broncho. 

Campaigns: 

•  This  summer  Max  Factor  will 


introduce  its  new  Hi-Society  oval- 
mirror  lipstick  cases  in  four  colors. 
Beginning  in  June  and  running 
through  August,  the  cosmetics  firm 
will  use  a  heavy  tv  spot  campaign 
for  its  new  product. 

•  Broadcast  Canned  Meats  has 
launched  a  radio  campaign  for  its 
Corned  Beef  Hash,  and  is  introduc- 
ing a  new  personality  to  sell  it — Effie. 
The  spot,  personality  campaign  will 
be  based  on  the  theme,  "What  Will  I 
Fix  For  Dinner?" 

•  Melnor  Industries  is  now 
readying  a  nation-wide  spot  tv  cam- 
paign for  its  newly  designed  lawn 
sprinklers.  The  campaign,  aimed  at 
65%  of  the  detached  dwelling  units 
in  the  U.S.,  will  run  during  the  height 
of  the  prime  selling  season  for  lawn 
sprinklers  —  beginning  in  March  in 
the  South  and  ending  in  July  in  the 
Northern  U.S.  Agency:  Smith/Green- 
land. 

Ideas  at  work: 

•  Regimen  Tablets  finishes  dem- 
onstrating its  effectiveness  via  the 
Dave  Garroway  Show  (NBC  TV)  this 
week.  The  demonstration:  A  house- 
wife weighed  in  on  the  Today  show 
once  a  week  to  indicate  the  pounds 
she's  lost.  Agency:  Kastor,  H,C,C 
&  A. 

•  La  Rosa  is  holding  a  "Name 
the  Rigoletti  Boy"  contest,  to  be  pro- 
moted via  its  children's  radio  and  tv 
shows.   Agency:    Hicks  &  Greist. 

Kimberley-Clark,  the  big  paper 
products  maker,  has  expanded  its 
consumer  research  department  op- 
erating out  of  Neenah,  Wis.,  to  in- 
clude probing  of  tv  advertising. 

The  two  main  directions:  (1) 
measuring  a  commercial's  effective- 
ness, and  (2)  how  to  pick  a  show  for 
the  audience  you  want. 

Financial  report  from  Lever:  An 

all-time  record  sales  volume  for  the 
second  consecutive  year  and  a  71% 
increase  in  net  earnings.  Sales 
were  $382.6  million,  an  11%  increase 
over  1957's  $345  million  while  net 
profits  rose  to  $10.1  million  com- 
pared to  $5.9  million  for  1957. 

Expanding  note :  As  a  further  step 
in  its  program  for  diversifying  its 
products,  B.  T.  Babbitt  purchased, 
last  week,  Savoy  Car  Shampoo  from 
Seeman   Brothers,  Inc. 
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Strictly  personnel:  W.  George 
GreeS,  promoted  to  director  of  pur- 
chasing for  the  Gillette  Safety  Razor 
Co.  .  .  .  Gerard  Fochttnan  and 
Frank'  Forscliner,  to  assistant  gen- 
eral sajes  managers  of  the  Borden 
Foods  Co.  .  .  .  William  Gaines,  to 
general  sales  manager  of  the  Charles 
Antell  Division  of  B.  T.  Babbitt  .  .  . 
Retirement:  William  Stedman, 
from  American  Home  Products  Corp. 
where  he  was  advertising  manager. 
He  will  continue  as  a  consultant. 


AGENCIES 


"A  simplified  rateeard  isn't 
enough,"  declared  Jayne  Shan- 
non, broadcast  media  buyer  for 
JWT,  before  the  RTES  Seminar 
luncheon  in  New  York  last  week. 

"Although  desirable,"  she  contin- 
ued, "ratecards  must  provide  maxi- 
mum incentives  for  advertisers.  They 
should  allow  for  (  1  I  discount  struc- 
tures, with  a  clear  definition  on  eligi- 
bility for  such,  (2)  flexibility  and 
(3)  more  ease  in  handling." 

Richard  O'Connell,  president 
of  Richard  O'Connell,  Inc.  and 
prominent  exponent  of  the  simplified 
rateeard,  answered  Miss  Shannon's 
request  for  "incentive"  discount  this 
way: 

"If  a  station  feels  they  must  reward 
long-term  advertisers,  then  we  sug- 
gest he  be  given  extra  spots  gratis — 
not  paper  work  discounts." 

Merger:  Paris  &  Peart,  billing  $10 
million,  into  St.  Louis-based  Gard- 
ner Advertising,  bringing  Gard- 
ner's billings  to  $35  million  .  .  .  Ar- 
rangement: Meldrum  &  Few- 
smith,  Cleveland  billing  $12  million 
and  Barnes  Chase  Co.,  San  Diego 
(with  $3  million),  have  formed  an 
affiliation,  which  neither  considers  a 
merger. 

The  set-up:  Each  company  has  pur- 
chased a  stock  interest  in  the  other 
and  will  have  representation  on  the 
other's  board  of  directors,  while  the 
management  of  each  retains  full  auto- 
nomy. 

New  agency  notes:  Ed  Sherwood  of 
JWT,  Chicago  and  Bill  Butcher  of 
Schlitz,  opened  their  own  Milwaukee 
office  this  week  —  Butcher-Sher- 
wood, Inc.  To  date,  no  client  an- 
nouncements, but  talk  on  Michigan 
Avenue  seems  to  be  that  the  agency 


might  take  over  part  of  Schlitz  .  .  . 
Clay  Stephenson    issociatee,  new 

agencj  in  Houston  to  open  it-  doors 
1  April  » itli  an  estimated  $6  million 
billing.  The  agencj  lakes  over  a-  suc- 
cessor to  the  Houston  office  of  Tracy- 
Cocke  Co.  of  Dallas. 

Agency  appointments:  The  Indus- 
trial Chemicals  division  of  American 
Cyanamid  Co..  to  EWR&R,  which 
already  handles  Cyanamid  adver- 
tising for  Lederle  Labs,  line  Chemi- 
cals Department  and  Surgical  Prod- 
ucts division   .   .   .   Banner  Specials 


Co.,  Philadelphia  ami  Pittsburgh  to 
Wermen  <X  Schorr  oi  Philadelphia 
.  .  .  Rovei  Motoi  <  ".  oi  North 
\mi-ii.  an  Ltd.,  to  Sadler  A  Ben* 
nessey,  Now  ^  ork. 

Thisa  "n"  data!  Humphrey,  Alley 
&  Richards  has  closed  it-  New  'i  ork 
office  ami  all  personnel  have  moved 
to  Reach,  McClinton's  505  Park  \w 
nue  office  .  .  .  D'Arcy,  in  St.  Louis 
played  hosl  t<>  •'*'>  I  ni\cr>it\  of  llli- 
mo-  students  for  three  days  la-t  week, 
to  ^iw-  them  an  insight  into  tin-  role 

ol   an   agencj    in   a  client-  total   mar- 


3000 

years  in  the 

hotel  business 

makes  a  difference 


^ 


3000  years  is  the  collective  service  of 
the  staff  members  at  the  King  Edward 
Sheraton  keen  students  of  the  fine 
art  of  hostelry,  every  one.  We  are 
gratified  when  our  visitors  tell  us  that 
our  complete  facilities  and  our  friendly 
service  satisfied  their  every  need.  We 
think  there  is  cause  for  us  to  think  that 
3000  years  in  the  hotel  business  makes  a 
difference.  If  you're  planning  a  trip  to 
Toronto,  or  a  sales  meeting,  let  us  place 
our  3000  years  of  experience  at  your 
service. 

For  4-second  electronic  Reservatron  or 
direct-line  teletype  reservations,  call 
your  nearest  Sheraton  Hotel. 

I 


THE    KING   EDWARD 


TORONTO,   CANADA 
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keting  operation  .  .  .  The  late  Walter 
A.  Wade,  president  of  Wade  Adver- 
tising. Chicago,  for  19  years,  has 
heen  elected  to  the  Broadcast  Pio- 
neers Hall  of  Fame  .  .  .  Hameroff 
Advertising,  Columbus,  0.,  cele- 
brating its  fourth  anniversary  this 
month. 


Agency  people  on  the  move:  Ed- 
ward Comstock,  senior  v.p.  at  Cun- 
ningham &  Walsh,  appointed  to  the 
executive  committee  .  .  .  Willard 
Mackey,  Jr.,  and  Donald  Gill, 
named  v.p.'s  at  SSC&B  .  .  .  Harold 
Grainger,  to  v.p.  in  the  San  Francis- 
co office  and  Emile  Frisard,  v.p. 
and  assistant  creative  director  in  New 
York  office  of  Compton  .  .  .  Earle 
Dugan,  Fred  Rhode,  Daniel  Sul- 
livan and  Shirley  Halperin,  elected 
v.p.'s  of  FC&B  .  .  .  Thomas  Gil- 
hooley,  elected  secretary  and  mem- 
ber of  the  board  and  David  How- 
lett,  to  v.p.  in  charge  of  publicity  and 
public  relations  for  Western  Adver- 
tising, Chicago  .  .  .  Joseph  Wasser 
joins  Rutledge  &  Lilienfeld  in  an  ex- 
ecutive capacity  .  .  .  John  Hughes, 
appointed  broadcast  buyer  in  the 
media  department  of  K&E. 


FILM 


Expansion  moves  hy  film  com- 
panies set  up  administrative 
problems  that  most  organiza- 
tions are  not  set  to  handle — 
hence  the  need  for  putting  top- 
level  executives  in  charge  of 
growth. 

Last  week,  Screen  Gems  named 
Norman  E.  Gluck,  formerly  tv  v.p. 
of  Universal  Pictures,  to  direct  cor- 
porate operations  as  part  of  an  ex- 
pansion program. 

Sales:  Ziv's  Sea  Hunt  reportedly  is 
renewed  for  a  second  year  in  143  of 
its  186  markets  .  .  .  ABC  Films'  first 
Australian  sales  are  on  Wire  Sercice 
to  BTQ  in  Brisbane  and  ADS  in 
Adelaide  .  .  .  WIIC  signed  for  Screen 
Gems'  Powerhouse  Package  of  fea- 
ture films  .  .  .  Best  Foods  renewed 
ABC  Films'  The  People's  Choice  in 
New  York,  Los  Angeles  and  San 
Francisco  for  Nucoa  through  Guild, 
Bascom  and  Bonfigli  .  .  .  Latest  sta- 
tions buying  MCA's  Paramount  fea- 
tures package  are  WNEP-TV,  Scran- 
ton;  WAST-TV,  Albany;  WTVJ. 
Miami,  and  KBTV,  Denver. 


HFH    PRODUCTIONS,  INC. 
11111  38  W.  48th  ST.,  N.  Y.  36,  N.  Y. 

ANIMATION,  \in  AcTw  commercial  inpusfriai? 


Merchandising:  NTA's  U.  S.  Mar- 
shall  licensed  to  Leslie-Henry  Co.  for 
manufacture  of  toy  gun  and  holster 
sets. 

Programs:  Flamingo  will  syndicate 
Juvenile  Hearing  starring  Art 
Baker;  the  series  will  be  on  film  al- 
though based  on  a  program  origin- 
ally a  local  tape  show  in  Los  Angeles 
.  .  .  WPIX,  New  York,  has  acquired 
U.  S.  rights  to  additional  Hitler  films 
for  local  showing  with  syndication  to 
follow. 

Commercials:  Fred  Niles  produc- 
tion of  Chicago  has  formed  a  sepa- 
rate Industry  Program  Division  to  be 
headed  by  v.p.  Herschell  G.  Lewis 
.  .  .  Russell  Arnett  joins  Bert  L. 
Coleman  Associates  as  v.p.  in  charge 
of  production. 

Strictly  personnel:  Joining  ITC 
are  Lawrence  Wynn  in  the  national 
sales  department,  Herbert  L.  Miller 
as  midwest  district  manager,  Henry 
Profenius  as  southeast  manager, 
Ralph  Baron  in  the  eastern  division 
and  Charles  F.  (Chuck)  Whipple 
in  the  widwest;  other  ITC  syndica- 
tion appointments  include  the  fol- 
lowing new  account  executives: 
Thomas  Gallagher,  Detroit;  Tony 
Wysocki,  Memphis;  Peter  Harkin, 
New  Orleans;  Kenneth  Johnson, 
Indianapolis;  Ray  Barnett,  Los 
Angeles,  and  Z.  E.  Marvin,  Texas 
.  .  .  New  CNP  sales  representatives 
in  NBC  Television  Films  division  are 
Robert  Brenner  in  east-central  ter- 
ritory and  Jay  Berkson  in  the  wid- 
west .  .  .  John  P.  Rohrs  is  new  sales 
manager  of  Walter  Schwimmer,  Inc. 
.  .  .  Irving  Feld  elected  president  of 
Inter-World  Films;  he  is  also  Guild 
Films  v.p.  .  .  .  Girard  (Jerry) 
Jacobi  appointed  assistant  to  ITC 
.  general  counsel  Milton  Kayle. 


RADIO  STATIONS 


"The  tremendous  sameness  in 
programing  which  now  char- 
acterizes the  majority  of  radio 
stations  is  not  only  jeopardizing 
the  future  of  radio  as  a  medium, 
but  there  is  also  a  serious  question  as 
to  whether  or  not  this  situation  is 
in  the  public  interest  or  necessity." 
So  spoke  Wallace  Dunlap,  gen- 
eral manager  of  WTAO  and  WXHR, 
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Boston,  before  a  student  workshop  at 
Emerson  College  last  week. 

"Every  station  can't  be  No.  1  in 
its  market,"  Dunlap  added.  "Imita- 
ting the  programing,  production  gim- 
micks, and  promotional  ideas  of 
other  stations  can  only  lead  to  a 
watering-down  of  listener  interest." 

Ideas  at  work: 

•  Hatchet  anyone?  WIBG,  Phila- 
delphia is  sending  hatchets  to  agency 
and  advertising  people  as  a  symbol 
that  it  "has  cleared  the  way  into  new 
territory  with  the  powerful  voice  of 
WIBG's  new  50,000  watt  transmitter." 

•  The  newest  craze  replacing  hula 
hoops:  So  suspects  WWDC,  Washing- 
ton, D.  C.  after  d.j.  Fred  Fiske  men- 
tioned that  station  had  on  hand  some 
miniature  harmonicas,  similar  to  the 
one  used  in  "Alvin's  Harmonica" 
record.  Demands  for  the  novelty 
item:  2,000  in  three  days. 

•  To  celebrate  its  37th  anniver- 
sary, WSB,  Atlanta  is  turning  the 
tables  by  saluting  a  different  public 
service  group  or  campaign  each  day 
this  month.  When  no  special  occasion 
presents  itself,  the  station  promotes 
that  day  as  "Smile  Day,"  "Bachelor's 
Day"  and  the  like. 

•  In  a  tie-in  promotion  with  the 
Super  Value  grocery  chain  in  Central 
Iowa,  KIOA,  Des  Moines  awarded 
two  million  Gold  Bond  stamps  to  lis- 
teners over  a  six-week  give-away.  The 
contest: 

•  Identify  10  grocery  items  aired 
each  day  with  130  stamps  as  a  prize. 
The  mail  pull:  65.000  letters. 

•  When  the  local  Pepsi-Cola  bot- 
tler took  on  the  White  Rock  franchise 
the  soft  drink  firm  put  its  advertising 
dollars  on  WTAR,  Norfolk.  A  one- 
dav  promotion  on  the  stations  Night- 
watch  show  pulled  4.267  requests  for 
the  ball  point  pens  offered. 

•  KJCK,  Junction  City .  Kans.  re- 
cently held  an  "Oldest  Radio"  con- 
test. Fifty-two  radios  were  brought 
to  the  studios  and  put  on  display, 
with  prizes  awarded  to  both  the  old- 
est radio  owners  and  the  listeners 
guessing  the  vear  it  was  manufac- 
tured. 

Station  cancellation:  The  proposed 
sale  of  WCKR,  Miami  to  the  Dade 
Broadcasting  Co.  has  been  ■"mutually 
cancelled"  with  the  station  to  con- 
tinue operation  under  its  present 
ownership — Biscayne  Tv  Corp.  .  .  . 
Station     purchase:     KPOP,     Los 


Kj 


WBNS  Radio 

Columbus,  Ohio 

John  Blair  &  Co.,  Representatives 


Vumber  One  bj   Pulse  proves  our  con- 
tinuous 1  mil i' linn  thai  qualify  and  - 
taste    him-    tuner    gone    nut    hi    style. 


Farm    Public  Service  in 

the   KWTV  Community 

makes 


OKLAHOMA    CITY 

Oklahoma's    No.  1 
Television   Station 


Traveling  to  obtain  on-the- 
air  reports  during  1958, 
KWTV's  two  farm  direc- 
tors visited  the  more  than 
100  towns  shown  on  the 
map  .  .  .  many,  several 
times.  Proof  of  KWTV's 
community  coverage! 
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Variety  k  spices 


pulls 

"First  All  Day9 
rating!* 


*  "Most  listened  to". . .  and  hottest 
of  any  as  indicated  by  recent  audi- 
ence studies! 

Top  personalities  and  best  news 
coverage  .  .  .  local,  plus  world-wide 
through  exclusive  Washington 
News  Bureau.  Every  reason  to  place 
saturation  spot  campaigns  where 
you  reach  an  even  greater  cumula- 
tive audience. 

Check  WFBM  first  — where  every 
minute  is  a  selling  minute! 

*C.  E.  Hooper,  Inc.  (7  a.m.- 6  p.m.)  June  19,  1958 


to  sell 

most  HoosMTs^oe^sure 
your  produmis  copfcin 
in  ^he/fmtest 


Represented  Nationally  by 
the  KATZ  Agency 


Angeles,  by  the  Storer  Broadcasting 
Co.  for  $900,000,  brokered  by  Sum- 
mers, Searle,  Brewer  &  Assoc.  .  .  . 
WMCP,  Columbia,  Tenn..  to  B.  C. 
Eddins  and  John  Crowder  for  $59,500 
— each  of  whom  will  buy  50%  inter- 
est in  the  licensee,  Maury  County 
Boosters  Corp.  Sale  brokered  by  Paul 
H.  Chapman  Co. 

Thisa  'n'  data:  RAB  has  prepared 
its  latest  "package  presentation"  for 
member  stations:  a  set  of  drug  store 
facts  aimed  at  telling  the  nation's  re- 
tail druggist  about  radio  .  .  .  Because 
of  further  inquiry,  the  FCC  has  en- 
larged the  scope  of  its  proceeding 
looking  into  possible  wider  use  of 
Fm  Subsidiary  Communications  Au- 
thorizations to  include  specific  data 
on  stereo  broadcasting  by  fm  stations 
.  .  .  The  Storz  Stations  group  is 
planning  its  "Second  Annual  Pop 
Music  d.j.  Convention  and  Seminar" 
29-31  May  at  the  Americana  Hotel  in 
Miami  Beach. 

Business  notes:  The  Thompson 
Construction  Co.,  developers  of  resi- 
dential projects,  for  1,000  one-minute 
spots  on  WDGY,  Minneapolis-St. 
Paul  .  .  .  Colorado  Federal  Savings 
and  Loan  Association  for  the  7:00 
a.m.  newscast,  six  days  a  week  on 
KHOW,  Denver  .  .  .'  The  Interna- 
tional Shoe  Co.,  for  Fans  in  the 
Stands  and  Chevrolet  Dealers  of 
Greater  St.  Louis  for  co-sponsorship 
of  the  Cardinal  Baseball  Games  on 
KMOX,  St.  Louis. 

Anniversary:  KI.Z.  Denver,  cele- 
brating its  37th  year  on-the-air  .  .  . 
Kudos:  The  Voice  of  St.  Louis,  on 
KMOX,  awarded  the  "Certificate  of 
Honor"  by  the  American  Red  Cross. 

Station     staffers:     James     Storer 

named  national  sales  manager  of 
WIBG,  Philadelphia  .  .  .  Daniel 
Diener,  to  vp.  and  general  manager 
of  WUST,  Washington.  D.  C  .  .  . 
Guy  Harris,  appointed  program  di- 
rector, WERE,  Cleveland  .  .  .  Joe 
O'Neill,  to  head  the  new  production 
and  recording  department  at  KVOO, 
Tulsa  .  .  .  Bernard  Pelzer  has 
joined  Radio  Press,  Inc.  (the  new 
"voiced"  news  syndicate)  as  admin- 
istrative director  .  .  .  Leon  Ridings, 
to  station  director  and  Doc  Johns- 
ton to  program  director  of  WBIR. 
Knoxville  .  .  .  Horace  Pumphrey, 
to  program  director  of  WAPI,   Bir- 


mingham .  .  .  Harker  Spensley,  to 

local  sales  manager  and  Lynn  Reed 
and  William  Freudenstein  to  sales- 
men at  KHOW,  Denver  .  .  .  Russell 
Pierson  to  WKY,  Oklahoma  as  farm 
director  .  .  .  Bob  McGonagle,  to 
head  the  news  and  special  events  de- 
partment at  WBAB,  Babylon,  N.  Y. 


REPRESENTATIVES 


Indicative  of  how  tv  spot  is 
booming: 

Katz,  this  week,  added  four  men  to 
its  tv  sales  staff.  The  men:  David 
Lambert  and  Griffith  Fulton,  to  the 
New  York  office;  Noyes  Scott  and 
Robert  Loeber,  to  the  tv  staff  in  Los 
Angeles. 

Rep  appointments:  Young  Tv 
Corp.,  for  the  tv  properties  of  the 
Martin  Theatres  of  Georgia  .  .  .  H-R 
Tv,  Inc.,  for  WKTV,  Utica-Rome 
.  .  .  Harrington,  Richter  and  Par- 
sons, for  WJAC-TV,  Johnstown,  Pa. 
.  .  .  Nona  Kirby  Co.  as  the  New 
England  reps  for  WHCT-TV,  Hart- 
ford .  .  .  Walker-Rawalt  Co.,  for 
the  New  England  area  of  WDCR,  the 


—HONEY,  WHAT  YOU  NEED  IS  TO 
HEAR  THE  EARL  McDANIEL*  SHOW, 
CHEER  YOU   UP  IN   NO  TIME! 


K-POP's  Early  Morning 
Sound  Salesman 


7-10:15    a.m. 


THE  POPULAR  STATION 

5,000  watts  Los  Angeles 

BROADCAST  TIME  SALES 
New  York  •  Chicago  •   Detroit  •  San  Francisco 

DORA-CLAYTON 

Atlanta 


80 


SPONSOR      •      21    MARCH    1959 


Dartmouth  College  station  in  Han- 
over, N.  H. 

Personnel-ly  speaking:  Ted  Gio- 
van,  named  v. p.  in  charge  of  the 
mid-West  operation  of  the  Walker- 
Rawalt  Co.  .  .  .  John  White,  for- 
merly director  of  national  network 
sales  at  ABC,  to  Blair  Tv  as  an  ac- 
count executive  on  the  New  York 
staff  .  .  .  Richard  Koenig,  to  the 
New  York  office  of  PGW  as  a  tv  ac- 
count executive  .  .  .  Ransom  Place 
Jr.,  to  the  New  York  sales  staff  of 
Young  Tv  Corp.  .  .  .  John  Hicks,  to 
manager  of  the  New  Orleans  office  of 
the  Clarke  Brown  Co. 


TV  STATIONS 


The  issue  of  who's  shaving  whose 
time  took  on  a  lot  of  momentum 
and  recrimination  this  week, 
with  Broadcast  Advertising  Re- 
ports and  TvB  the  chief  antag- 
onists. 

TvB  got  into  the  fray  after  Y&R 
had  spread  out  on  the  record  what 
it  thought  of  the  "unethical — if  not 
illegal — practice"  among  some  sta- 
tions of  leaning  over  into  network 
commercial  programs  for  sponsored 
chainbreak  time.  Y&R's  comment 
stemmed  from  some  statistical  data 
on  such  cases  circulated  by  BAR. 
Snapped  TvB:  The  Bar  report  re- 
lates to  isolated  instances,  presents  a 
distorted  picture  of  overcommerciali- 
zation  and  anyway,  tv,  unlike  other 
media,  has  through  its  code  arranged 
to  police  questionable  practices. 

Concluded  the  TvB  rebuff:  The 
BAR  report  wasn't  helpful  to  the 
industry  that  supports  it  or  to 
advertisers  and  agencies  that 
subscribe  to  it. 

Rejoined  BAR:  "We're  not  in- 
terested in  TvB's  juggling  our 
figures.  We  have  the  tapes.  We  alone 
will  define  our  relations  with  our  cus- 
tomers. TvB  protests  too  much." 

Another  industry  critic  of  the  BAR 
report  was  Westinghouse's  A.  W. 
Dannenbaum,  Jr.  He  didn't  like 
BAR's  inclusion  of  60-10-60  commer- 
cials grouping  in  the  same  category 
with  practices  not  permitted  by  WBC 
stations. 

Observed  some  reps:  If  sonic  ol 
these  same  network  agencies  weren't 
so   anxious   to   take   those   overtaxed 


chainbreaks  for  other  clients,  there'd 
be  no  complaint." 

Ideas  at  work: 

•  \  prime  time  public  Bervice 
plan:  KMTV,  Omaha  is  utilizing  ii> 
own  I.D.'s  to  promote  various  civil 
projects,  via  slides  highlighting  t In- 
particular  drive.  The  initial  cam- 
paign: United  Community-Red  Cross 
Fund  Drive.  During  a  three  week 
period,  KMTV  scheduled  a  total  of 
200  promotional  I.D.  spots   for  it. 

•  Welcoming  the  boys  home: 
WTAB-TV  &  AM,  Norfolk  rolled 
out  the  red  carpet  last  week  for  the 
return  of  12,000  sailors  from  the 
Lebanon  area.  With  the  aid  of  CBS, 
WTAR  arranged  for  Ed  Sullivan, 
M\ron  Cohen  and  Toni  Arden  to 
head  a  special  "Toast  to  the  Navy" 
show  for  the  seamen.  Also  appearing 
on  the  Norfolk  station — Galen  Drake 
with  his  entire  radio  program  taped 
there  for  network  airing. 

Thisa  'n'  data:  The  live,  syndicated 

tv  series  Top  Ten  Dance  Party,  has 
picked  up  WIS-TV,  Columbia,  S.  C. 
sponsored  by  Coca-Cola  Bottling  Co. 
and  Roddy  Meat  Packaging  Co.  The 
show  is  packaged  by  Victor  and 
Richards,  New  York  and  produced 
by  Alan  Sands  .  .  .  More  business: 
The  Ashland  Oil  Co.  for  Saturday 
Night  Jamboree  and  News  Picture. 
on  WSAZ-TV,  Huntington-Charles- 
ton .  .  .  Welcoming  the  50th 
State:  Six  hours  after  Statehood  for 
Hawaii  won  final  Congressional  ap- 
proval. KPTV,  Portland.  Ore.  aired 
an  "exclusive"  interview  with  Ha- 
waiian Governor  William  Quinn.  Sta- 
tion and  News  sponsor  Carter  Oil 
Co.  also  sent  news  director  to  the 
Islands  to  produce  a  30-minute  filmed 
program  on  it. 

Kudos:  WITN,  Washington,  N.  C. 
cited  by  the  National  Foundation  for 
its  16  hour  telethon  for  the  March  of 
Dimes,  raising  $15,086. 

People  in  the  news:  Franklin 
Snyder,  general  manager  of  W  I  \K. 
Pittsburgh,  elected  v.p.  of  Tv  City, 
Inc.  .  .  .  Lou  Torok.  named  local 
sales  manager  of  KMSO-TV,  Mis- 
soula. Mont.  .  .  .  Kitty  Broman.  of 
WW  LP.  Springfield,  Mass.,  elected  t\ 
director  for  the  New  England  chapter 
of  \\\RT  .  .  .  Judd  Choler,  to  sales 
promotion  director  For  \\(.\l  -l\. 
Philadelphia.  ^ 


My  Mommy 
Listens  to  KFWB 

More  mommies,  more  daddies, 
more  everybodies  listen  to 
KFWB  around  the  clock  in  Los 
Angeles. . .confirmed  by  Pulse 
and  Hooper. 

Buy  KFWB  .  .  .  first  in  Los  An- 
geles. It's  the  thing  to  do. 


6419  Hollywood  Blvd  .  Hollywood  28     HO  3  5151 


ROBERT  M   PUICEll.  President  jnd  Gen   Manager 
MILTON  H   KLEIN.  Sales  Manager 
Represented  nationally  by  I0NI  lUli  t  CO 


Ray  Ellingsen 


HOTOGRAPHY 


can  give 

your 

photographic  needs 

the  kind   of 

attention 

you    like 

.  .  .  backed   by 

experience 

and  artistry! 

Simply  call 
DEIaware   7-72<9 

or  write  to 

12  E.  Grand  Ave. 

Chicago 
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says  Mai  Kasanoff,  Promotion  Director 

KGBT-TV 

HARLINGEN,  TEXAS 

"The  way  sponsors  flocked  to  our 
Popeye  Theatre  was  absolutely 
fantastic/;  says  KGBT-TV's  Pro- 
motion Director.  He  writes: 

"We  started  out  with  just  one 
sponsor.  To  sell  him  on  the  value 
of  the  program  we  suggested  a 
contest  requiring  the  audience  to 
send  in  labels.  Result:  we  received 
over  2  million  labels,  and  the 
sponsor's  sales  went  up  10%!  At 
the  end  of  2  weeks  five  more 
sponsors  jumped  on  the  Popeye 
bandwagon." 

And  that's  not  all!  KGBT-TV 
rolled  up  daily  ratings  of  22  to  25 
against  competition's  4's  and  5's. 
Popeye's  cumulative  ARB  rating 
hit  40.2— the  highest  of  any  show 
in  the  market!  Now,  KGBT-TV  is 
adding  the  Warner  Bros,  cartoons 
to  keep  audience  interest  at  its 
height.  KGBT-TV  is  the  latest  in 
a  long  line  of  stations  to  cash  in  on 
U.A.A's  two  great  cartoon  pack- 
ages. Make  your  station  next! 

u.a.ci. 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  7-8553 
LOS  ANGELES,  91 10  Sunset  Blvd.,  CRestview  6-5886 
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Tv  and  radio 
NEWSMAKERS 


Arthur  M.  Tolchin  has  been  elected  a 
vice  president  of  Loew's  Theatres,  Inc.  He 
continues  in  his  present  position  as  v.p  and 

^O  &    I  gen"  mgr-  of  WMGM>  New  York-   Tolchin's 

professional  career  began  in  1935  as  a 
radio  time  salesman  at  WOR,  N.  Y.  In 
1937  he  joined  WMGM  (known  as  WHN ) 
as  a  salesman.  In  1945  he  became  asst. 
director  of  sales  and  in  1951  director  of 
sales.  Tolchin  was  one  of  the  founders  of  the  Radio  Executives 
Club,   now   known   as   the   Radio   &   Television   Executives   Society. 

David  J.  Wasko  has  been  elected  a  v.p. 
of  Geyer.  Morey,  Madden  &  Ballard.  Active 
in  the  media  field  for  many  years,  Wasko 
was  all-media  buyer  for  Donahue  and  Coe 
from  1935,  becoming  media  dir.  in  1948. 
In  1953  he  joined  Morey,  Humm  &  War- 
wick as  asst.  to  the  president  and  over-all 
administrator  of  that  agency.  Wisko  has 
twice  been  pres.  of  the  Media  Buyers'  Assn. 
of  N.Y.;  is  a  founder  of  N.Y.  Advertising  Media  Planners.  Also 
named  to  v.p.  posts  were  Lewis  H.  Happ  and  Frederick  C.  Maine. 

Max  E.  Buck  was  recently  named  station 
mgr.  for  WRCA  and  WRCA-TV,  New  York. 
Entering  the  business  world  as  a  reporter, 
Buck  soon  joined  the  food  chain  business. 
He  was  associated  for  many  years  with 
Kings'  Super  Markets  where  he  was  v.p.  in 
charge  of  sales  and  advertising.  While 
there  he  was  awarded  a  special  citation  by 
the  Super  Market  Institute.  In  1953  he 
joined  NBC  as  dir.  of  merchandising  for  the  NBC-owned  stations  and 
dir.  of  advertising-merchandising-promotion  for  WRCA.  WRCA-TV. 

Robert  S.  Hix  has  been  named  gen.  mgr. 
of  Western  Broadcasting's  o&o  station  in 
Denver,  KHOW.  Hix  came  to  Denver  in 
1953  joining  KOA  as  gen.  sales  mgr.,  later 
becoming  gen.  mgr.  Prior  to  this,  he  was 
executive  v.p.  and  gen.  mgr.  of  KRES,  St. 
Joseph.  Mo.  After  serving  with  the  Third 
Armored  Division,  he  was  affiliated  with 
KAKE  and  KFH.  Wichita,  as  sales  man- 
ager. Hix's  broadcasting  career  dates  to  his  college  days  when  he 
was   employed   by   Albuquerque   Publishing    and    Broadcasting   Co. 
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BUT. . .  You'll  Steal  The  Show  In  Kalamazoo -Battle  Creek 
And  Greater  Western  Michigan  With  WKZO  Radio! 


7-COUNTY    PULSE    REPORT 

KALAMAZOO-BATTLE    CREEK    AREA  —  MARCH    1958 
SHARE    OF    AUDIENCE  —  MONDAY-FRIDAY 


WKZO 

Station  "B" 

Station  "C" 

6  A.M.-  12   NOON 

32 

22 

10 

12   NOON  -6  P.M. 

29 

22 

10 

6  P.M.  -  12  MIDNIGHT 

30 

20 

11 

Each  day  when  the  curtain  goes  up  on  radio  listening  in 
Kalamazoo-Battle  Creek  more  families  tune  —  and  stay 
tuned  —  to  WKZO  Radio  than  to  any  other  station.' 

WKZO  alone  has  as  many  listeners  each  day  from  6  A.M. 
to  Noon  as  the  next  two  stations  combined!    Pulse  also  shows 
that  WKZO  Radio  gets  43%  more  audience  day  and  nighl 
than  the  next  station. 

Make  your  command  performance  in  Kalamazoo-Battle 
Creek  and  Greater  Western  Michigan  on  WKZO  Radio 
see  Avery-Knodel  for  more  information! 

%t"Life  With  Father" ,  with  3,213  performances,  has  been  New  York's  most 
successful  play. 


TV-. 


WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE   CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
WWTV  —  CADILLAC,  MICHIGAN 
KOIN-TV  —  LINCOLN,   NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA,   ILLINOIS 
WMBD-TV  —  PEORIA,   ILLINOIS 


WKZO 

CBS  RADIO  FOR  KALAMAZOO-BATTLE  CREEK 
AND    GREATER    WESTERN    MICHIGAN 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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Do-It- Yourself! 

Far  be  it  from  us  to  say  that  any  advertising  medium  is 
without  merit.  And  certainly  the  great  newspaper  medium 
has  proved  itself  time  and  again. 

But,  as  we  have  often  said,  why  should  a  television  or  ra- 
dio station  forget  its  own  importance  and  impact? 

Last  summer  we  reported  the  KMTV  incident,  an  Omaha 
station  that  dared  to  cancel  all  the  extra  newspaper  adver- 
tising prior  to,  and  during,  rating  week.  Instead,  it  worked 
on  ways  to  cross-promote  its  own  programs  over  its  own 
facilities.  The  results  gave  KMTV  a  substantial  increase  in 
share  of  audience  over  the  previous  rating  week. 

Now  comes  KREM-TV,  Spokane,  with  a  comparable  move. 
With  the  newspaper-owned  station  overwhelming  its  two  tv 
competitors  in  newspaper  space,  KREM-TV  decided  to  drop 
all  newspaper  advertising  more  than  a  month  prior  to  rating 
week.  The  results:  The  station's  total  share  of  audience  from 
sign  on  to  sign  off,  Sunday  through  Saturday,  increased  from 
32.9  on  the  previous  rating  to  35.5.  Said  KREM-TV's  man- 
ager: ".  .  .  the  practice  of  hypoing  newspaper  lineage  to 
increase  audience  during  rating  week  is  vastly  over-rated. 
Our  own  medium  is  its  own  best  selling  tool." 

The  Computer  and  Broadcast  Research 

On  page  34  the  1959  story  of  big  league  baseball  sponsor- 
ship is  unfolded.  From  an  advertiser's  point  of  view,  one  of 
the  most  interesting  phases  of  this  story  is  contained  in  a  box 
outlining  reasons  why  baseball  listeners  listen.  One  key  con- 
clusion is  that  the  average  listener  can  anticipate,  with  a  high 
degree  of  certainty,  the  possibility  of  any  play  on  the  field 
and  thus  gratify  his  desire  for  participation. 

This  psychological  reasoning  comes  from  PAIR,  a  new 
organization  utilizing  the  electronic  computer  in  detailed  re- 
search, which  promises  some  exceptionally  useful  findings  for 
the  man  who  foots  the  bills.  We  hope  to  report  these  frequently. 


THIS  we  fight  FOR:  More  effective  com- 
mercials for  both  radio  and  tv.  The  better  the 
sales  message,  the  greater  the  impact  of  the  air 
media  and  greater  the  value  to  the  advertiser. 


lO-SECOND  SPOTS 

Empty  couches:  Memo  circulated  at 

Ted   Bates   Agency,    dated   Feb.    12, 

1959.— 

TO:  The  Organization 

FROM:  T.  J.  Carnese 

RE:    Major   medical    insurance   plan 

Effective  April  1,  1959,  the  payment 

of   insurance   claims    for   psychiatric 

treatment  under  our  Major  Medical 

Insurance  Plan  will  be  discontinued. 

Back  to  tranquilizers! 

Just  reward:  Lalo  Campos,  a.e.  for 
KOKE,  Austin,  Tex.,  sold  a  two-day 
saturation  package  to  Carrington 
Fine  Built  Homes,  went  to  the  site 
of  the  housing  development  to  check 
results.  As  long  as  he  was  there,  the 
Carrington  agent  told  Campos  he 
would  pay  him  $100  for  every  house 
he  personally  sold.  Result:  Campos 
earned  $14.40  commission  for  radio 
time  sale  of  a  $96  package,  and  $400 
on  sale  of  four  new  homes. 

Westernese:  Sheb  Wooley,  an  actor 
on  CBS  TV's  Rawhide,  has  compiled 
this  lexicon  on  tv  Westerns: 
CHAPS:  English  fellows 
STEER:  Point  your  hoss 
SPURS:    Why   don't   you?    (As   in, 
"Spurs   you   ride   down   the   road   a 
ways  and  see  if  the  posse's  comin'.") 
CORRAL:  The  stuff  atolls  are  made 
of 

STAGECOACH:  A  theatrical  teacher 
PINTO:  A  horse  with  very  small 
hoofs 

SIX-GUN:     Weapon     that    fires    48 
times  without  reloading 
CARBINE:  Shopping  for  an  automo- 
bile 

REMUDA:  Resort  island  in  the  At- 
lantic, popular  with  cowboys  who  hit 
it  rich 

Image:  March  issue  of  Democratic 
Digest  has  cartoon  cover  kidding 
GOP,  depicts  deserted  conference 
room  at  BBDO  where  Republican 
party  has  been  trying  to  find  new 
image.  Room  is  strewn  with  posters 
bearing  such  slogans  as:  "The  Think- 
ing Man's  Party — A  Golfing  Man's 
Filter,"  "It's  What's  up  Front  That 
Counts"  (elephant  with  trunk  extend- 
ed), "Relief  is  Just  a  Swallow  Away" 
(elephant  holding  poison  bottle). 

Quote:  "It's  much  tougher  to  find  a 
shy  diplomat  than  a  shy  calendar 
girl." — Harry  Rasky  (UN  in  Action) 
in  TV  Guide. 
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HOW  tO  buy  half  a  State ...  and  more 


In  Oklahoma  it's  a  cinch!  Virtually  half  of  the  state  is  the  Tulsa  television  market.  It  includes:  47%  of  tin-  popula- 
tion; 45%>  of  the  retail  sales;  45%  of  the  food  sales;  44%  of  the  drug  sales;  46%>  of  the  effective  buying  income  ...  of  the 
entire  state  of  Oklahoma.  In  addition,  the  Tulsa  television  market  also  includes  13  counties  in  Arkansas,  Kansas 
and  Missouri  ...  a  whopping  330,780  television  homes! 

The  only  way  to  reach  the  rich,  dynamic  eastern  half  of  Oklahoma  (and  more)  is  via  Tulsa  television.  In  Tulsa, 
KOTV  has  been  the  first  station  in  every  rating  report  for  the  past  10  years.  Represented  by  Petry. 


SOURCES     NCS   "3.   ARB.   NIELSEN.   SALES  MANAGEMENT 


•  KOTV 


TULSA 


A    CORINTHIAN    STATION       Responsibility  in  Broadcasting 


KOTV  Tulsa 


KGUL-TV  Houston 


WANK  &  WANE-TV  Fort  Wayne 


WISH  &  WISH-TV  Indianapolis 


NO  NEUTRALIZATION  REQUIRED 

Tetrodes  throughout  simplify  the  tuning. 

BUILT-IN  PROVISION  FOR  REMOTE  CONTROL 

Terminal  strips  are  provided  in  the  transmitter  for  connection  of  a 
remote-control  unit. 

BI-LEVEL  MODULATION 

The  very  low  order  of  distortion  results  in  improved  soundability. 

FEWER  TUBES 

Smaller  tube  inventory  means  reduced  cost  of  operation. 

ACCESSIBILITY 

Vertical  construction  permits  easy  access  for  maintenance. 

SIMPLIFIED  TUNING 

Only  one  tuning  control— on  the  front  panel.  All  operating  controls  are 
conveniently  located  on  front,  at  both  sides  of  door. 

FUNCTIONAL  COLOR  STYLING 

Fits  into  any  surroundings  through  choice  of  color  for  doors— blue, 
green,  red  or  gray. 


NEW 

RCA 

500-  AND 
1000-WATT  AN 

TRANSMITTER! 

pace  the 
latest  trends ! 


The  design  philosophy  behind  these 
broadcast  transmitters  is  based  on  yea: 
experience  in  developing  the  most  reliab 
broadcast  transmitters,  but  the  feature; 
radically  new.  Simplified  tuning,  reduced  ii 
lation  time,  and  built-in  provision  for  re 
control  are  some  of  the  improvements, 
included  in  the  design  are  provisions  for  re 
Conelrad  switching. 


EASE  OF  ACCESS 

All  tubes  can  be  reached  from  the  front 
by  merely  opening  the  door.  Access  to 
the  rear  is  provided  through  two  inter- 
locked panels  behind  the  transmitter. 
These  panels  are  easily  removed  with 
thumbscrew  fasteners.  Typical  RCA 
vertical  construction  permits  easy  ac- 
cess and  maintenance.  Removable  base 
makes  the  transmitter  easy  to  move. 


NEW  OSCILLATOR 

Three  switchable  temperature  controlled  crystal  units,  a  spare  c' 
main  frequency,  plus  one  for  automatic  Conelrad  switching  are  < 
porated  in  the  new  crystal  oscillator  of  both  transmitters.  Six  th 
screws  hold  the  etched  oscillator-buffer  circuit  board  to  the  q 
subassembly.  All  oscillator  and  buffer  connections  are  made  thrcg 
plug  type  terminal  strip.  Frequency  stability  is  +  5  cycles  for  thjl 
RCA  crystal  units. 


SIMPLIFIED  POWER  INCREASE 

The  exciter  unit  is  the  nucleus  of  the  basic  transmitter;  all 
rf  and  audio  stages  are  built  into  a  single  unit  used  in  both  50 
1000-watt  transmitters.  Thus,  power  increase  is  made  easier. 


lo\M 
50(! 


Tmk(s)  © 


For  further  information  about  these  and  other  transmitters,  call  the  nearest  :( 
Broadcast  Representative.  In  Canada  call:  RCA  VICTOR  Company  Limited,  Monti 

RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT 
CAMDEN,  N.J. 
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USII16SS    .  .  .  via  SPOT  TV 

ells  better  for  national  advertisers  because  she's  the  local  fashion 

rity.  She  translates  Paris  fashion  and  beauty  news  into  tips  her 

rs  can  use  on  Main  Street  .  .  .  and  sells  everything  from  home 

ments  to  sewing  machines  while  she's  at  it.  She's  another  good  reason  why  so 

national  advertisers  consider  Spot  TV  the  BASIC  advertising  medium. 


Albuquerque 

KPRCTV 

WHTN-TV 

KARK-TV 

KCOP 

WPST-TV 

WISN-TV 

KSTP-TV 

Houston 

.Huntington-Charleston 
Little  Rock 

WSM-TV   

Nashville 

Atlanta 

WTAR-TV 

Norfolk 

KWTV 

KMTV   

WTVH    

WJAR-TV    

WTVD    

)n  Division 

.  Oklahoma  City 

Dallas 

Los  Angeles 

Miami 

Milwaukee 

Peoria 

' Flint-Bay  City 

.  .  Fort  Wayne 

.  .  .  .   Providence 

.  Minneapolis-St.  Paul 

Televisic 

Raleigh-Durham 

KCRA-TV Sacramento 

WOAI-TV  San  Antonio 

KFMB-TV San  Diego 

KTBS-TV   Shreveport 

WNDU-TV  .  .  .  South  Bend-Elkhart 

KREM-TV Spokane 

KOTV Tulsa 

KARDTV Wichita 


Edward  Petry  &  Co.,  Inc 


WHY  IT'S  A  BIG 
YEAR  FOR  NET 
TV  'SPECIALS' 

Big  budget  programs 
are  hottest  items  in 
net  tv.  Twice  ;t-  man) 
are  expected  next  \<;u 

Page   29 

Audience  for 
summer  radio 
is  up  40% 

Page   32 


Ad  manager  joins 
in  attack  on 
multiple  rates 

Page   35 


Esquire  switches 
tv  pitch  from 
net  to  spot 

Page   38 


The  Original  Station  Representative 


To  sell  Indiana, 

you  need  both 

the  2nd  and  3rd 

ranking  markets. 

NOW 
ONE   BUY 

delivers  both  — 


YOU   NEED   TWIN   BILLIN 

in  Indiana ! 


Now,  a  new,  two-station  TV  buy  blankets  both  the 
South  Bend-Elkhart  and  Fort  Wayne  markets,  plus 
healthy  chunks  of  Southern  Michigan  and  Western 
Ohio.  Over  1.6  million  population  — $2.8  billion  Effec- 
tive Buying  Income.  Alert  buyers  are  covering  these 
rich  markets  in  combination — and  saving  10% !  They're 
buying  them  right  along  with  Indianapolis — thus  cov- 
ering all  the  best  of  Indiana  from  within — with  just 
two  buys! 


see  your 


man   soon! 


-  - 


INDIANA 

Q_J   "A  Coverage" 
"B  Coverage' 


TO7 


SOUTH      BEND 


E  tKHART 


v^y  Da  n  (§] 

FORT       WAYNE      I-J         ^Z~>S 


Because 

Local 

Sponsors 

Buy  With  That 

"Critical  Buck," 

They  Buy 

The  Station 

That  Gets 

"Next  Day" 

Results 


You've  Got  A  Live  One 
When  You  Buy 


TOTAL  RADIO 

in  Des  Moines,  Iowa 


In  DES  MOINES, 

that  result-getting  station  is  .  .  . 
and  has  always  been  .  . 
KRNT  RADIO,  that  "know-how, 
go-now77  station  that  keeps  pace 
with  all  that's  going  on  in 
Des  Moines,  lowa7s  lively  center  of 
business  activity.  Because  KRNT 
has  news  on  the  hour,  total 
sports,  the  best  of  music, 
dramatic  shows,  complete  weather 
and  complete  service,  local 
sponsors  spend  nearly  as  much 
on  KRNT  RADIO  as  on  the 
other  5  Des  Moines 

Stations  Combined!   Better  See  Katz  Soon. 

SOURCE:  LATEST  AVAILABLE  F.  C.  C.  FIGURES 

KRNT  RADIO-CBS 

A  Cowles  Station 
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DIGEST  OF  ARTICLES 

Tv  sky  explodes  with  specials 

29    New  client  interest  in  specials  may  hypo  current  crop  from  41   to  over 
100,  jump  sponsor  investment  to  peak  level  of  $26  million  next  season 

Summer  radio's  rising  out-of-home  audience 

32    Pulse  figures  show  summer  out-of-home  audiences  have  risen  40%  during 
the    past    seven    years.    Night    auto    listening    is    particularly    important 

Ad  manager  attacks  double  rates 

35  Goetz   executive   urges   brewing    industry   to   take   strong    stand   against 
local  buying.  Joins  agency  and  reps  advocating  single-rate  for  radio/tv 

Tv  overseas  and  what  it  means 

36  In  Italy?  all  tv  commercial  time  is  digested  into  10  minutes  a  day;    in 
Portugal  you  can  buy  a  show  for  $650.  Beginning :  a  series  on  foreign  tv 

Negroes  choose  radio 

37  In-depth  study  in  Houston  asked  how  respondents  would  spend  a  $25,000 
ad  budget.   Negroes  would  put  the  lion's  share  of  the  ad  money  in  radio 

Why  Esquire  switched  to  spot  tv  pitch 

38  A   new  $2.5   million   campaign   is   directed   at   specific  markets   so   that 
upgraded  image  and  new  product  introductions  will  pinpoint  marketing 

Parti-Day  in  the  home  stretch 

40    Client,  agency  awaiting  answers  to  such  specific  questions  as:  how  much 
influence  do  kids  have  on  topping  sales?     Survey  will   soon  give  data 

Rate  the  commercials 

42    Admen,  haunted  by  the  question — "so  they  saw  the  show  but  do  they  re- 
call the  commercial?"  now  have  another  "answering  service"  in  Q.R.I. 

Sell  hard-to-sell,  hard-to-grasp  items  fast 

42    A  Philadelphia  wholesaler  sells  everything  from  plastic  steel  to  burglar 
alarms    with    radio     strategy    that     creates     off-beat     buying    impulses 

sponsor  asks:     How  are  advertisers  appraising  sum- 
mer air  media? 

46    As  campaign  planning  for  the  third  quarter  goes  into  high  gear,  three 
station    men    report    the    summer    strategy   of   national    spot    advertisers 


FEATURES 

12  Commercial   Commentary 

58  Film-Scope 

24  49th  and  Madison 

62  News  &  Idea  Wrap-Up 

6  Newsmaker  of  the  Week 

62  Picture  Wrap-Up 

48  Radio  Basics 

60  Sponsor  Hears 


17  Sponsor-Scope 
76  Sponsor  Speaks 

52  Spot  Buys 

76  Ten-Second  Spots 

8  Timebuyers  at  Work 
74  Tv  and  Radio  Newsmakers 

53  Tv  Results 

57   Washington  Week 


Editor  and    Publisher 

Norman    R.  Glenn 

Secretary-Treasurer 

Elaine    Couper   Glenn 

VP— Assistant   Publisher 

Bernard    Piatt 

EDITORIAL   DEPARTMENT 
Executive    Editor 

John  E.  McMillin 

News   Editor 

Ben    Bodec 

Special    Projects  Editor 

Alfred  J.  Jaffe 
Senior  Editors 

Jane   Pinker+on 
W.  F.  Miksch 

Midwest  Editor  (Chicago) 

Gwen  Smart 
Film    Editor 

Heyward  Ehrlich 
Associate   Editors 

Pete   Rankin 
Jack   Lindrup 
Gloria    Florowitz 
Contributing  Editor 
Joe  Csida 
Art   Editor 
Maury   Kurtz 
Production    Editor 
Florence    B.  Hamsher 
Vikki   Viskniskki,   Asst. 

Readers'  Service 

Barbara   Wiggins 

ADVERTISING   DEPARTMENT 

Sales    Manager 

James  H.   Fuller 

Dorris    Bowers,   Administrative   Mgr. 

VP-Western    Manager 

Edwin  D.  Cooper 
Southern    Manager 
Herb    Martin 
Midwest   Manager 

Roy   Meachum 
Eastern    Manager 

Robert  Brokaw 
Production    Manager 

Jane  E.  Perry 

Sandra  Lee  Oncay,  Asst. 

CIRCULATION     DEPARTMENT 

Seymour  Weber 
Harry  B.   Fleischman 

ADMINISTRATIVE   DEPT. 

Laura  Oken,  Office  Mgr. 
George   Becker;   Gilda   Gomez;   Priscilla 
•    Hoffman;  Jessie   Ritter 


Member   of   Business   Publications  lilaf'l 

Audit   of   Circulations    Inc.  r     *r** 

SPONSOR     PUBLICATIONS    INC. 

combined  with  TV.  Executive,  Editorial,  Circu- 
lation and  Advertising  Offices:  40  E.  49th  St. 
(49  &  Madison)  New  York  17,  N.  Y.  Tele- 
phone: MUrray  Hill  8-2772.  Chicago  Office: 
612  N.  Michigan  Ave.  Phone:  superior  7-9863. 
Birmingham  Office:  Town  House,  Birmingham. 
Phone:  FAirfax  4-6529.  Los  Angeles  Office:  6087 
Sunset  Boulevard.  Phone:  Hollywood  4-8089. 
Printing  Office:  3110  Elm  Ave.,  Baltimore  11, 
Md.  Subscriptions:  U.S.  $8  a  year.  Canada  & 
other  Western  Hemisphere  Countries  $9  a  year. 
Other  Foreign  Countries  $11  per  year.  Single 
copies  40c.  Printed  in  U.S.A.  Address  all  cor- 
respondence to  40  E.  49th  St.,  N.  Y.  17,  N.  Y 
MUrray  Hill  8-2772.  Published  weekly  by  SPON- 
SOR Publications  Inc.  2nd  class  postage  paid  at 
Baltimore,    Md. 

©1959  Sponsor  Publications  Inc. 


u 


Roanoke  bigger  than  London,  England?" 


Sure  it  is.  There  are  more  U.  S.  citizens  in  Roa- 
noke, Va.,  than  in  London,  England.  Further- 
more, more  of  them  watch  WSLS-TV. 

We  don't  really  need  wild  comparisons  to  sell  the 
Roanoke  market,  but  they  help  to  gain  your  in- 
terest. 

Now  that  we  have  it  (we  hope)  we  won't  keep 
you  long.  All  along  the  line  NCS  No.  3  shows 
us  No.  1  Daily  and  Weekly,  Daytime  and  Night- 


time in  Roanoke.  WSLS-TV  reaches  more  homes 
than  any  other  station  in  the  greater  Roanoke 
market  of  420,000  tv  families.  Blair  Television 
Associates  will  take  it  from  there. 


WSLS-TV 


Channel  10    •    NBC  Television 

Mail  Address:   Roanoke,  Va. 
A  broadcast  service  (with  WSLS  Radio) 
of  Shenandoah  Life  Insurance  Company 


CBS  Radio  Network  audiences  up  29%  since  PCP.*  Share  of  audience 
up  26%.  Just  as  predicted:  good  programs  plus  strong  sequencing 
plus  high  station  clearance  (already  averaging  97%)  get  results. 
And  demonstrate  the  leadership  you  will  continue  to  profit  by— 
with  the  Program  Consolidation  Plan  on  the  CBS  RADIO  NETWORK. 


SINCE 
PCP 


This  is  what  happens  when  full  network  programs  on  CBS  Radio  under 
PCP  (January  1 1 -February  7,  1959    are  compared  with  the  same  pro- 
grams pre-PCP  (September  21 -December  20,  2958;  in  NRI  reports. 
All  averages  weighted  by  full  program  duration  and  frequency. 

Average  Audience 

Personalities  cMon..Fn.j 

UP  26% 

Daytime  Serials  (Mon..™.; 

UP  36% 

Nighttime  (Mon.-Fru 

UP  25% 

Sunday 

UP   8% 

THE  VOICE  OF  LONG   ISLAND" 


the  only 

station 

that  really 
covers 


the 
independent 

Long  Island 

market! 


POPULATION 

1,789,300 


* 


RETAIL  SALES 

$2,358,018,000 


* 


H  0,000  watts  IH 

WHLI[A££  B 

HEMPSTEAD  E^^SEil      fljflH 
IONC  ISLAND.  N.  Y.  B/^W/flfl     fSJSD 

■ 

Repreienled  by  Gill  Perna    I 


NEWSMAKER 
of  the  week 


This  past  fortnight  brought  more  clearly  into  focus  two 
broadcast  trends:  the  immersion  of  individual  stations  into 
group  properties  and  the  movement  of  corporate  control 
from  operator  to  investors.  Three  moves  propelled  tv /radio 
even  further  into  the  era  of  bigness  and  fiscal  stewardship. 


The  newsmaker:  John  W.  Kluge,  who  is  actively  associ- 
ated with  a  variety  of  enterprises,  added  duties  as  president  of  Metro- 
politan Broadcasting  Corp.,  New  York,  after  a  pitched  board  battle 
(6  to  2)  which  changed  Richard  D.  Buckley's  position  in  the  hier- 
archy.   He  becomes  v.p.  for  WNEW  Radio. 

Kluge's  victory  was  predicated  on  board  approval  of  his  manage- 
ment and  fiscal  policies  which  hinge  on  his  philosophy:  the  same 
kind  of  total  marketing  know-how  makes  a  success  in  any  kind  of 
business — broadcast,  food,  realty, 
printing — in  all  of  which  he  has 
extensive  financial  interests. 

As  chief  executive  officer  (board 
chairman  and  president)  of  five 
MBC  stations  (WNEW  AM  &  TV, 
New  York;  WTTG-TV,  Washing- 
ton; WHK  AM  &  TV,  Cleveland) 
he  will  continue  a  financial  pattern 
which  he  says  has  upped  the  stock 
value  of  MBS  11%  since  he  be- 
came board  chairman  in  January. 

In  still  another  move  two  weeks  ^  •  KluSe 

ago,  Kluge  sold  KNOK,  Ft.  Worth-Dallas,  and  WKDA  Nashville,  to 
singer  Pat  Boone  and  Townsend  Investment  Co.  for  a  reported  $1 
million.  Boone  early  this  month  joined  the  Townsend  U.  S.  and 
International  Growth  Fund,  a  large  mutual  fund,  as  a  member  of 
the  advisory  board.  Resident  management  of  the  stations  will  remain 
the  same.  Mr.  Kluge  is  understood  to  have  $2.3  million  of  his  own 
money  invested  in  broadcast  properties.  His  other  stations:  WLOF- 
TV,  Orlando,  Fla.;  WINE,  Buffalo,  N.  Y.;  WEEP,  Pittsburgh- 
making  a  grand  total  of  four  tv  and  four  am  stations. 

In  line  with  the  fast  expansion  of  groups  on  the  broadcast  scene, 
Jack  Wrather  and  David  C.  Moore  have  merged  the  companies  for 
which  they  are  presidents,  respectively:  Marietta  Broadcasting 
(KFMB  AM  &  TV,  San  Diego;  KERO-TV,  Bakersfield)  and  Trans- 
continent  Tv  Corp.  (WGR  AM  &  TV,  Buffalo,  N.  Y.;  WROC-TV, 
Rochester,  N.  Y.;  60%  of  WNEP-TV,  Scranton-Wilkes  Barre;  50%, 
WSVA  AM  &  TV,  Harrisonburg,  Va.).  As  a  single  operating  com- 
pany it  will  retain  the  Transcontinent  name.  Combined  properties 
reportedly  are  worth  $30  million.  (For  more  details  see  page  78.)  ^ 
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EET  THE 


MONDAY  thru  FRIDAY 
1  to  1:30  pm  on  WBEN-TV 


Western  New  York's  hosts  to  over  a  million  families 

In  the  WBEN-TV  coverage  area,  taking  in  well  over  a  million  television  families,  Bill  and  Mildred 
Miller  are  the  authorities  on  better  cooking,  better  serving,  better  entertaining  and  better  living. 
Why?  Because,  since  1949  they  have  been  doing  this  type  of  Mr.  and  Mrs.  show  better ! 
Troupers,  turned  gentleman  and  woman  turkey  farmers,  the  Millers  bring  to  their  TV  shows  a 
warm  professionalism,  an  inherent  affability  and  the  sophistication  and  background  that  their 
years  of  travel  and  experience  have  given  them. 

In  this  interesting  atmosphere  of  entertainment  and  information  they  do  a  real  selling  job  for 
their  sponsors.    And  their  sponsors  read  like  a  "who's  who"  of  the  package  goods  field. 

We  suggest  you  MEET  THE  MILLERS  and  showcase  your  product  where  more  homemakers 
see  it  and  create  a  desire  to  buy  it. 

HARRINGTON,  RIGHTER   &   PARSONS,    our   national    representatives, 
will  be  happy  to  arrange  the  introduction. 

WBEN-TV 

CBS  IN  BUFFALO 

The   Buffalo  Evening   News  Station   Ch 
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captive  market 


National   Reps. 
Weed  &  Co. 


Timebuyers 
at  work 


Marie  Coleman,  Donahue  &  Coe,  Inc.,  New  York,  points  out  that 
buyers  can  often  determine  markets  with  new  potentials  by  care- 
fully studying  business  and  agricultural  reports,  and  by  watching 
for  business  and  government  spending  in  specific  areas.  "The  De- 
partment of  Agriculture  data,  for  example,  is  particularly  helpful," 
Marie  says.  "Latest  figures  show 
general  increases  in  farm  prices, 
and  states  such  as  Nebraska,  Kan- 
sas and  Iowa  are  showing  a 
healthy  upswing  in  their  econo- 
mies. According  to  the  latest  in- 
dexes, cattle  prices  are  also  on  the 
rise,  and  many  midwestern  and 
southwestern  communities  are  ben- 
efiting. Movement  of  plants  to  new 
cities  is  giving  impetus  to  busi- 
ness, especially  in  the  Southwest." 
Marie  notes  that  in  Omaha,  where 
the  Government  set  up  a  missile  base,  and  in  Denver,  where  the  Air 
Force  expanded  its  operations,  the  prosperity  of  these  markets  has 
increased  considerably.  "Business  and  government  indexes,"  Marie 
says,  "often  give  you  a  better  picture  of  a  market  than  do  ratings." 


Terri  Brady,  Fletcher  D.  Richards,  Inc.,  Los  Angeles,  feels  that  a 
buyer  should  analyze  all  stations  in  a  given  market  in  relation  to  the 
advertiser's  objectives.  "These  objectives  become  practically  mean- 
ingless when  the  buyer  seeks  ratings  rather  than  the  audience  that 
will  be  interested  and  will  buy  the  product  being  sold,"  Terri  says. 

"Specific  audiences,  not  indis- 
criminate mass  circulation,  is  what 
the  advertiser  needs  for  really  ef- 
fective selling  in  today's  highly 
competitive  market  nearly  every 
consumer  product  requires  a  spe- 
cific audience,  even  if  this  audi- 
ence is  as  general  as  'housewives'." 
Terri  thinks  that  the  buyer  with  a 
sensitive  eye  for  programing  and 
cost  can  often  purchase  schedules 
on  a  combination  of  lesser-rated 
stations  in  a  market  that  will  prove 
to  be  far  more  effective  than  the  schedule  on  the  top-rated  outlet. 
"The  trend  of  many  stations  today  is  toward  specialized  program- 
ing," she  points  out,  "and  this  enables  the  buyer  to  be  more  selective 
in   purchasing   programing   that   will   reach   the   desired   audience." 
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The  scholastically  famed,  completely 
endowed  Rice  Institute  ranks 
among  the  nations  leaders 
in  scientific  research. 


life 

mm 


THE  CHRONICLE  STATION 

P.O.  BOX  12.  HOUSTON  1,  TEXAS-ABC  BASIC   GENERAL  MANAGER. 
HOUSTON  CONSOLIDATED  TELEVISION  CO.   WILLARD  E.  WAL8RIDGE 
NATIONAL  REPRESENTATIVES:  GEO.  P.  HOLLINGBERY  CO..    COMMERCIAL  MANAGER. 
500  FIFTH  AVENUE.  NEW  YORK  36.  N.Y.    BILL  BENNETT 
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The  face  that  launched  a  million  sales 


it 


In  millions  of  homes,  this  smiling 
face  means  business- big  business 
for  OLYMPIA  BEER  in  47  west 
coast  markets.  It's  a  million  dollar 
smile  for  sales- minded  advertisers 
everywhere— advertisers  such 
as  BLUE  PLATE  FOODS,  HOLSUM 
BAKERIES  and  FISHER  FOODS 
SUPERMARKETS.  It's  Thomas 
Mitchell,  Academy  Award  winner, 
Tony"  Award  winner,  "Emmy" 
Award  winner,  Thomas  Mitchell  as 

GLENCANNON 

Now  he  brings  all  his  winning  ways 
into  full  play  for  you  as  he  turns 
his  brilliant  talents  towards  high 
comedy  on  the  high  seas  in  an 
hilarious  half-hour  series.  Author- 
critic  Barnaby  Conrad  described 
GLENCANNON  as  one  of  the  most 
widely  known  and  beloved  rogues  in 
fiction.  Almost  a  billion  reader 
impressions  via  67  GLENCANNON 
stories  in  the  Saturday  Evening 
Post  describe  this  great  character  as 
beloved,  indeed— more  important, 
pre-accepted.  It  adds  up  to  an  ideal 
selling  climate  for  you— a  selling 
climate  unique  to  situation  comedy, 
according  to  the  recent  Schwerin 
report  in  Television  Magazine.  And 
what's  more,  Thomas  Mitchell  is 
on  deck  to  sell  for  you  personally. 
Just  say  the  word-GLENCANNON! 
For  details,  phone,  wire  or  write 

NTA  Program  Sales 

A  Division  of  National  Telefilm  Associates,  Inc., 

Coliseum  Tower, 10  ColumbusCircle,N.Y.  19,  JUdson27300 
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JACKSON, 
MISS.,  now 
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TV  homes 

The  nation's  leader 
in  business  gain 

served  by  its  two 
television  stations... 


WLBT 

HollingberyO 

WJTV 

Katz     1 2 


by  John  E.  McMillin 


Commercial 
commentary 


.  Kraft  and  the  radio  tradition 

The  recent  announcement  that  Kraft  had 
signed  Perry  Como  for  66  full-hour  tv  shows 
produced  a  lot  of  oohs  and  ahs  among  the  rom- 
per set. 

Even  the  most  beat  and  blase  teenagers  had  to 
admit  that  a  $25  million  contract  for  a  two-year 
stint  is  an  awful  lot  of  "scratch,"  as  Bing  used 
to  put  it.  And  the  Como  deal  carried  a  $10 
million  kicker  in  addition. 

But  to  advertising  veterans  the  significance  of  the  Kraft  negotia- 
tions cut  for  deeper  than  the  mere  size  of  the  talent  tab. 

Those  of  us  whose  association  with  the  business  dates  back  20 
years  or  more  were  thrilled  to  realize  that  Como  will  be  reviving  one 
of  the  great  institutions  of  the  1930's  when  he  reopens  the  Kraft 
Music  Hall  next  October. 

Back  in  those  days,  Thursday  was  just  about  the  best  radio  listen- 
ing night  of  the  whole  week.  And  Thursdays  at  10  p.m.  (EST)  over 
the  old  NBC  Red  Network  was,  for  many  of  us,  the  pleasantest  time 
of  all. 

Bing  Crosby  and  such  regular  guests  as  Mary  Martin  and  Bob 
Burns  gave  Kraft's  Music  Hall  a  warmth  and  charm  and  relaxed 
friendliness  that  no  other  radio  show  ever  quite  approached.  And 
Ken  Carpenter,  fitting  perfectly  into  the  mood,  sold  Kraft  Velveeta 
and  Old  English  with  ingratiating  good  manners  and  good  sense. 

It  was  a  great  program,  and  Como  will  be  following  in  a  great 
tradition.     He  seems  the  perfect  choice  for  the  part,  too. 

Roots  in  a  pre-tv  age 

But  of  course,  the  value  of  the  Kraft-Como  parlay  cannot  be 
measured  in  terms  of  nostalgia,  or  by  what  a  lot  of  sentimental  old 
fogies  happen  to  think  about  it. 

Kraft's  tv  Music  Hall  will  have  to  stand  on  its  own  feet  and  the 
mere  fact  that,  for  some  of  us,  the  Como  project  reeks  with  lavender- 
scented  Auld  Lang  Syne  is  sort  of  immaterial. 

What  does  strike  me  as  important,  though,  is  that  Kraft  seems  to 
have  an  uncanny  knack  for  capitalizing  on  its  pre-tv  experience. 
More  than  any  advertiser  I  know,  it  has  put  to  work  in  tv  the  lessons 
about  programs  and  commercials  it  learned  in  the  old  radio  days. 

During  the  past  couple  of  years,  I've  been  watching  the  commer- 
cials on  the  Kraft  Theatre,  Kraft  Mystery  Theatre,  and  the  Berle  show 
with  open-mouthed  (and  frequently  mouth-watering)  enthusiasm. 

To  my  mind  they  have  been,  consistently,  the  finest  food  advertis- 
ing in  the  entire  tv  field. 

Yet  it  is  only  recently  that  I've  begun  to  realize  that  one  reason 
for  the  Kraft- J.  Walter  Thompson  magic  is  its  strong  radio  roots. 

Next  time  you  hear  Ed  Herlihy  lovingly  describe  how  to  make  that 
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At  the  service  station,  gasoline,  oil, 
tires,  and  accessories  advertised  on 
WWJ-TV  are  more  apt  to  get  atten- 
tion, more  likely  to  be  purchased. 

The  reason?  WWJ-TV  adds  an  extra 
measure  of  believability  to  your  ad- 
vertising. People  in  southeastern 
Michigan  have  faith  in  WWJ-TV, 
recognize  its  leadership,  appreciate 
its  high  standards. 

Give  your  spring  campaigns  this  big 
advantage.  Buy  WWJ-TV,  Detroit's 
Believability  Station. 


ASSOCIATE  AM-FM  STATION  WWJ 

First  in  Michigan     •     Owned  &  operated  by  The  Detroit  News 
National  Representatives:  Peters,  Griffin,  Woodward,  Inc. 
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Sacramento 


More  Unduplicated  Homes 

The  recent  Pulse  Cumulative 
Audience  Report  again  shows 
KCRA  with  the  most  unduplicated 
homes  reached  in  the  Sacramento 
Metropolitan  Area,  both  daily  and 
weekly.  That  means  more  people 
to  hear  your  sales  message 
on  KCRA. 

Low  Cost  Per  Thousand 

If  CPM  is  one  of  your  yardsticks, 
you'll  find  KCRA  consistently  de- 
livers you  a  surprisingly  low  fig- 
ure. Balanced  programming  gives 
sound  audience  composition,  too. 
We  invite  you  to  check  the  facts 
and  figures. 


-Sacramento — ; 
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Commercial  commentary    continued 


improbable  Waldorf  salad  with  Kraft  marshmallows,  or  how  to  whip 
up  a  platter  of  canapes  with  Kraft  Crackerbarrel,  see  if  you  can't 
trace  the  radio  ancestry  of  this  type  of  selling. 

Air  media  fundamentals 

One  thing,  of  course,  which  distinguishes  Kraft  announcements 
from  those  of  many  other  tv  advertisers  is  their  extreme  simplicity. 

Kraft  doesn't  waste  its  time  (and  yours)  with  all  those  elaborate 
and  frequently  self-conscious  audio-visual  tricks  designed  to  startle, 
amuse,  or  panic  the  tv  audience. 

Kraft  gets  right  into  its  sales  pitch  without  the  slightest  embarrass- 
ment. Unlike  the  average  tv  sponsor,  it  seems  wholly  unashamed  to 
find  itself  doing  a  sales  job.  It  does  not  trick  up  or  gag  up  the 
opening  of  a  commercial  in  order  to  sugarcoat  its  message. 

This,  in  itself,  takes  real  advertising  sophistication — more  sophisti- 
cation than  is  possessed  by  many  of  the  younger  creators  of  tv  an- 
nouncements.    Sophistication  that  is  the  product  of  long  experience. 

In  the  second  place,  Kraft  copy  is  written  simply  and  directly  and 
personally,  as  the  best  radio  copy  always  has  been.  Ed  Herlihy 
talks  person  to  person,  not  as  an  orator  to  a  crowd. 

Few  people  outside  the  business  realize,  I  suspect,  that  this  was  one 
of  the  great  gifts  radio  gave  to  advertising  back  in  the  early  1930's. 
At  that  time  many  print  copywriters  had  developed  a  kind  of  stilted, 
precious,  semi-literary  style,  which  looked  all  right  on  paper,  but 
sounded  perfectly  awful  when  you  tried  to  read  it  aloud. 

Radio  put  a  premium  on  simple,  natural  writing  and  talking,  and 
actually  was  responsible  for  changing  the  whole  style  of  advertising 
copy,  both  in  print  and  on  the  air. 

One  place  where  this  change  was  especially  noticeable  was  in  the 
food  field.  Food  copywriters  in  those  days  affected  a  kind  of  oogly- 
googly  prose  that  was  dripping  with  ornamented  adjectives. 

Radio  reduced  the  adjectives  to  something  like  natural  talk,  and 
placed  the  emphasis  for  feeling  and  tone  on  the  voice  and  delivery 
of  the  announcer.  Kraft's  current  tv  copy  is  a  good  example  of  this 
simpler,  more  effective  style  of  food  advertising. 

Another  rather  startling  phase  of  Kraft's  sophistication  lies  in  its 
handling  of  long  commercials.  Kraft,  in  my  opinion,  is  one  of  the 
few  advertisers  in  tv  who  knows  how  to  handle  a  commercial  of  more 
than  a  minute  in  length. 

I  get  irritable  and  nervous  with  those  ponderous  automobile  an- 
nouncements which  insist  that  you  look  at  the  dash,  the  upholstery, 
the  tail  lights,  the  windows,  the  style,  the  motor,  etc.,  etc.,  in  a  seem- 
ingly interminable  succession  of  plodding  details. 

But  I  have  sat  through  many  Kraft  commercials  running  from 
two  to  two-and-a-half  minutes  with  real  pleasure  and  appreciation. 

The  reason  of  course  is  that  Kraft  is  experienced  enough  to  plan  a 
commercial  as  a  whole — not  just  a  hodgepodge  of  odds  and  ends. 
There's  a  flow  of  sequence  to  Kraft  copy,  and  an  extraordinary  fluid 
quality  to  its  camera  work  that  leads  you  comfortably  through  the 
announcement  in  what  seems  like  half  the  time. 

All  in  all  the  Kraft  job  is  just  about  as  smooth  and  professional  as 
you'll  find  anywhere  on  the  air.  It  is  obviously  planned,  executed  and 
approved  by  mature  advertising  people,  and  not  (as  you  might  have 
expected )  by  a  bunch  of  grocery  clerks.  ^ 
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wonderful 


ARB   and   NIELSEN   agree  - 

TULSA'S    FINEST     PARTICIPATIONS    AND 
ADJACENCIES    ARE    ON    RT  111 -TV  I 

V  KTUL-TV's  prime  viewing   time,   5:00  p.m.   to   midnight  (Monday   through 

Friday),  tops  all  channels  in  first  place  quarter  hours. 

V  KTUL-TV's  MGM  Theatre  captures  the  largest  late  evening  movie  audience. 

V  KTUL-TV's   News  outrates  all  other  news  strips  —  network  or  local. 

V  KTUL-TV's  Weather  outrates  all  other  weather  strips. 

V  KTUL-TV's  Popeye  Theatre  tops  all  locally-produced  strips  for  kids. 


You'll  find  your  Avery-Knodel  representative 
and  Jim  Black,  our  national  sales  manager, 
mightily  agreeable  too  —  when  it  comes  to 
pin-pointing  the  schedule  that  works  best 
for  you! 


KITPQDtLo^W 


TULSA  -CHANNE1    8 


P.  O.  BOX  9697  •  TULSA,  OKLAHOMA 
BILL   SWANSON,   GENERAL   MANAGER 


SPONSOR      •      28    MARCH    1959 


15 


\A/C3/\L_ 


V 


CHANNEL   8    /    LANCASTER,    PENNA.    /    NBC    and    CBS 
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At  the  beginning  of  its  eleventh  year 
of  conscientious  service,  WGAL-TV 
pauses  to  express  sincere  apprecia- 
tion to  our  loyal  friends  in  the  In- 
dustry. We  will  strive  to  continue  the 
best  in  programming,  and  to  inform, 
entertain,  inspire,  educate,  and  sat- 
isfy the  many  communities  we  serve. 

STEINMAN     STATION 

CLAIR    McCOLLOUGH,    PRES. 


Mr.  Channel  8 

316,000  WATTS 

Representative: 

The    MEEKER    Company,    Inc. 


New    York 


Chicago 


Los    Angeles 


San    Francisco 
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Most  significant  tv  and  radio 

news  of  the  week  with  interpretation 

in  depth  for  busy  readers 


SPONSOR-SCOPE 
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Compton  is  introducing  a  two-platoon  spot-buying  system  to  make  that  oper- 
ation more  flexible  and  efficient. 

Timebuyers  still  will  lie  responsible  for  specific  accounts  or  brands;   but  addition- 
ally, the  media  department  will  have  a  floating  group  to: 

(1)  Take  over  the  actual  timehuying  should  a  buyer  assigned  to  a  specific  account 
or  brand  find  himself  overloaded  with  paperwork  or  planning  chores. 

(2)  Meet  with  rep  salesmen  (a)   to  listen  to  specific  presentations  on  a  station  or 
a  product,  and   (b)   to  act  quickly  on  availabilities. 

One  common  problem  that  Compton  also  hopes  to  handle  better  via  this  system: 
speeding  up  approval  of  payments  due  stations. 


National  spot  radio  had  some  encouraging  new  business  action  the  past  week. 

Among  the  accounts  that  spread  the  cheer  were  Clapp's  Baby  Food,  Ford,  Eskimo 
Pic,  and  Esso. 

The  Esso  buy  raises  its  radio  market  list  from  36  to  about  50  stations.    The 

object:    the  out-of-home  audience. 


TvB  might  as  well  get  itself  geared  for  a  sustained  period  of  rebuttal  to  this 
coming  event: 

A  barrage  of  magazine  promotion  pinpointing  a  comparison  of  the  cost-per- 
thousand  of  reader  impressions  with  the  cost-per-thousand-homes-per-commercial  minute-per- 
over-18-viewer  in  nighttime  network  tv. 


Revlon  looks  as  though  it  will  be  going  into  the  fall  with  a  clean  tv  slate.  The 
big  winner  eventually  could  be  spot. 

The  current  thinking  is  to  buy  one  network  show  for  sparkle  and  to  spread  the  rest  of 
the  millions  (between  five  and  seven)  in  saturation  tv  spot. 

It  would  be  a  radical  departure  from  Revlon's  policy  (heavy  concentration  in  network) 
of  recent  years;  but  it  would  put  the  company  in  a  powerful  competitive  position  (vis- 
a-vis)  Avon,  Max  Factor,  Helene  Curtis,  Helena  Rubenstein,  etc. 

In  other  words,  Revlon  would  overwhelm  the  competition  with  flexible  maneu- 
vers instead  of  operating  from  a  fixed  network  position. 


Network  tv  advertisers  might  as  well  anticipate  a  rate  increase. 

CBS  TV  is  taking  another  broad  look  at  upping  the  ratecard,  and  the  odds  are  now 
that  the  announcement  of  a  new  one,  with  the  usual  six-month  protection,  is  not  far  from 
reality. 

NBC  TV  also  has  been  mulling  the  question  of  a  general  hike.  Much  of  the 
nudging  has  come  from  affiliates.    But  NBC  probably  will  hold  back  until  CBS  has  acted. 

ABC  TV  meantime  is  discouraging  bargain  hunters  firmly  (see  item  on  page  19). 
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Agency  people  who  sat  in  on  the  radio  programing  discussions  during  last 
week's  NAB  convention  told  SPONSOR-SCOPE  they  came  away  with  these  impressions: 

•  The  development  of  new,  fresh,  stimulating,  and  individualistic  program  con- 
cepts  is  the  biggest  challenge  that  faces  local  radio  today — a  greater  challenge  than  creat- 
ing new  ways  to  use  and  sell  the  medium. 

•  Programers  and  talent  are  making  a  mistake  in  thinking  that  they  can  escape 
responsibility  for  the  status  quo  of  belittling  the  "formula"  and  the  "Top  40"  gimmicks. 
Many  of  these  same  people  applauded  these  devices  when  they  served  their  purposes  and  pro- 
duced ratings. 

•  What  local  radio  needs  most  is  (1)  an  awakening  to  its  full  opportunities  as  a  com- 
munity medium,  (2)  an  urge  to  experiment  instead  of  just  imitating,  and  (3)  less  ac- 
ceptance of  the  formula  thinking  of  outside  management. 


There's  no  denying  the  fact  that  the  Hollywood  producers  of  network  tv  film  series 
are  convinced  that  tv  is  back  in  a  sellers'  market:  The  prices  they're  asking  for  new 
network  fare  are  running  well  over  10%  above  last  season's  level. 

Many  of  the  new  shows  are  coming  in  at  close  to  $50,000    (for  originals), 

whereas  last  year  $40,000  to  $45,000  was  the  range.  However,  the  advertiser  should  bear  this 
in  mind:  He'll  be  paying  less  for  repeats — in  some  cases  a  $50,000  net  quotation  will 
include  the  re-run  use.    These  privileges,  of  course,  applv  to  longterm  deals. 

To  give  you  an  idea  on  how  the  prices  are  running,  here  are  a  few  asking  figures: 

The  Detectives $53,475  gross  Ivy  League  $55,200  gross 

Trouble  Shooters  57,500  The  Third  Man  ..      .....    56,000 

Blue  Man 50,500  Loves  of  Dobie  Gillis  ..     54,600 


NBC  Radio's  sudden  revamping  of  its  afternoon  schedule  engendered  a  certain 
amount  of  growling  on  the  part  of  current  advertisers  and  their  agencies. 

The  gist  of  the  peeve:  The  network  mav  have  had  the  right  to  switch  away  from 
operas  and  into  variety  entertainment  in  mid-contract,  but  it  should  have  at  least  put 
up  a  trial  balloon  for  its  customers. 

One  of  the  clients  that  was  upset  at  the  manner  in  which  the  change  was  announced — to 
affiliates  first  at  the  NAB  convention — was  Lever,  which  has  a  schedule  for  Good  Luck 
margarine. 

(For  item  on  NBC  Radio's  new  programing,  see  NEWS  WRAP-UP,  page  66.) 

Even  that  little  candy  shelf  in  the  supermarket  is  taking  on  lots  more  significance 
for  the  candy  bar  manufacturer:    half  his  dollar  volume  now  comes  from  that  source. 

It's  the  multiple  sale  that  counts  in  the  supermarket.  In  candy  stores,  merchandise 
usually  is  bought  singly;  but  in  the  supermarket  the  bars  come  in  3,  6,  12  or  24  packs. 

NBC  Radio  is  working  up  more  than  one  theme  for  its  summer  selling:  In  ad- 
dition to  repeating  the  outdoor  cooking  bit  the  network  will  have  a  highway  safety  pro- 
motion. 

Top  show  personalities  and  other  national  names  will  deliver  safety  routines 
from  tape.  Targets  for  commercial  participation  will  be  automotive,  auto  parts,  tires, 
and  gasoline  accounts. 

(See  article  on  outlook  for  radio  this  summer,  page  32.) 

With  the  outdoor  listening  audience  in  mind,  Pan  American  Coffee  Bureau  (BBDO) 
will  sponsor  an  eight-week  campaign  of  announcements  on  NBC  Radio.  It  starts 
the  beginning  of  June,  and  will  be  on  a  seven-day  swing  to  tie  in  with  the  network's  pick- 
nicking  promotion. 
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SPONSOR-SCOPE  continued 

An  off-beat  note  about  Easter  Sunday  that  will  be  interesting  to  watch,  from  the  rat- 
ing angle: 

For  the  first  time  in  the  history  of  network  tv.  NBC  will  have  six  one-hour  shows 
scheduled  in  a  row  on  that  day.  They  start  with  the:  matinee  version  of  the  Mary  Mar- 
tin Show  and  end  with  the  Chevy  Show. 

Variety  and  general  drama  still  deliver  the  highest  level  of  sponsor  identifica- 
tion among  the  various  program  categories. 

An  analysis  of  the  first  December  1958  Nielsen  and  Trendex's  sponsor  identifica- 
tion for  the  same  month  shows  these  variations  (average  AA  ratings  and  viewing  homes  vs. 
average  correct  sponsor  identification  ratings  and  homes)  : 


CORRECT 

CORRECT 

SHOW  TYPE                         i 

WG.  RATING 

AVG.  AA  HOMES 

ID  RATING 

ID  HOMES 

Variety 

21.8 

9,221,000 

66.4r; 

6.173,000 

General  Drama 

22.5 

8,106,000 

57.1 

4,629,000 

Quiz-Aud.  Partic. 

20.9 

8,715,000 

47.7 

4,051,000 

Situation  Comedy 

23.7 

9,928,000 

35.8 

3,564,000 

Suspense  Drama 

22.5 

9,473,000 

30.9 

2,927,000 

Westerns 

27.9 

11,551,000 

26.5 

3,061,000 

Adventure  Drama 

19.1 

7,812,000 

22.2 

1,734.000 

Avg.  All  Eve.  Shows 

22.6 

9,424,000 

45.1% 

4,250,000 

Number  of  shows  in 

each  tvpe 

:    General  drama. 

12:   suspense 

drama,  6;   situation 

comedy.  17;  variety,  16;  westerns,  21  adventure,  9;  quiz,  13. 

A  couple  of  agencies  with  a  lot  of  power  in  network  tv  are  finding  out  that  ABC  TV's 
Leonard  Goldenson  meant  what  he  said  about  his  network  having  no  bargain 
counter  for  the  1959-60  season. 

One  of  the  pair  this  week — after  getting  a  turndown  on  a  broad-scale  buying  propo- 
sition— suggested  to  his  client  that  he  wait  a  little  while  to  see  whether  a  buyers'  mar- 
ket might  develop  later. 

Signs  appearing  from  P&G  and  elsewhere  that  indicate  the  bonanza  in  day- 
time network  tv  may  simmer  down  some  next  season. 

The  old  question  of  relative  cost  values  is  being  raised — day  vs.  night  and  tv  spot. 
And  the  prediction  you  hear  from  knowledgeable  media  directors  is  that  much  of  the  money 
that  once  might  have  been  earmarked  for  daytime  will  shift  to  nighttime  and  spot  for 
the  coming  season. 

Some  media  directors  believe  the  efficiencv  of  davtime  has  been  definitely  affected  not 
only  because  of  the  three-network  split  up  of  the  audience  but  also  because  of  the  fail- 
ure of  the  networks  to  inject  some  new  programing  excitement  to  justify  rates. 

Meantime  the  networks  are  doing  a  landoffice  business  in  handing  out  or  tak- 
ing options  for  fall  nighttime.  The  options,  incidentally,  are  subject  to  all  sorts  of 
conditions.  Most  won't  be  acted  on  for  several  weeks:  each  network  is  waiting  to  see 
the  competitors'  program  schedule  first. 

Despite  longer-range  worries  (as  described  above),  daytime  network  tv  right  now 
continues  to  garner  a  goodly  share  of  the  money  that  household  accounts  put  into 
spring  campaigns. 

For  instance,  Congoleum.  Gold  Seal  glass  wax,  and  Tintex  each  has  just  made  day- 
time NBC  a  major  cog  in  its  springtime  promotion. 

Incidentally.  NBC's  total  of  sponsored  daytime  quarter-hours  for  the  first  quar- 
ter of  1959  is  well  ahead  of  last  year's.  The  tally:  233  quarter-hours  as  against  219  for 
the  initial  three  months  of  1958. 
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SPONSOR-SCOPE  continued 

As  happened  a  year  ago  at  Benton  &  Bowles,  Compton  is  coordinating  all  requests 
of  reps  for  information  about  competitive  brands  through  a  single  person. 

Under  the  old  arrangement  each  buyer  for  a  brand  would  do  his  own  contacting  of  reps 
when  such  information  was  needed  in  a  hurry.  Assigned  as  the  single  clearing  point  for 
this  checking  function  in  media:  William  Hughes. 

BBD&O,  which  three  years  ago  hitched  its  tv  wagon  to  the  specials  type  of 
program,  expects  to  have  twice  the  number  running  next  season  than  during  the  1958- 
59  cycle. 

The  users  of  specials  on  this  agency's  list  this  season  include  DuPont,  Rexall,  Sheaffer 
Pen,  Westclox,  and  Philco. 

(See  page  29  for  a  report  on  why  specials  are  in  demand.) 

The  snail-like  headway  being  made  with  color  in  tv  may,  in  the  view  of  some 
media  directors,  turn  out  to  be  enormously  beneficial  to  newspapers. 

A  point  emphasized  by  quite  a  number  of  newspapers  is  that  their  readers  can  get 
from  them  something  that  the  overwhelming  number  of  viewers  can't  get  from  their 
sets — a  splash  of  color. 

Though  not  all  newspaper  using  ROP  color  are  expert  with  the  technique,  advertiser 
participation,  media  people  say,  is  getting  broader  all  the  time. 

To  show  you  how  the  banks  in  New  York  have  become  customer-oriented — 

a  tactic  previously  used  mainly  by  savings  and  loans  associations — there  are  four  banking 
giants  and   one  of  the  smaller  institutions  now  on  local  tv. 

These  banks  and  their  estimated  rate  of  tv  expenditures:  Chemical  Corn  Exchange, 
$1  million;  National  City,  $800,000;  Chase  National,  $550,000;  Manufacturers  Trust, 
$500,000;  Amalgamated,  $100,000. 

New  York  banks  using  radio  regularly  add  up  to  13. 

The  bigger  ones  are  scrambling  hard  for  volume  and  all  types  of  services,  meanwhile 
expanding  their  list  of  branches.  However,  they  were  cautious  in  conceding  that  the  air 
media  create  the  best  climate  for  their  business.  Incidentally,  to  help  foster  this  climate, 
most  of  them  like  to  latch  on  to  personalities. 

If  you  want  a  current  case  showing  how  affiliated  stations  can  cash  in  big  with  local 
tie-ins  to  a  network  campaign,  note  what's  been  happening  to  Alcoa's  NBC  Radio  spring 
splurge: 

STEP  1 :  Alcoa  bought  80  five-minute  segments  of  Monitor  over  eight  weeks, 
with  the  commercial  emphasis  on  the  use  of  Alcoa  products  in  residential  building  and  re- 
furbishing. 

STEP  2:  Before  the  debut  of  the  campaign,  the  Alcoa  agency  (F&S&R)  arranged 
for  NBC  to  put  on  a  closed-circuit  show  urging  the  affiliates  to  go  after  tie-in  an- 
nouncements from  local  Alcoa   distributors  and  dealers. 

The  reaction: 

In  the  first  week  about  50  stations  reported  that  they  have  sold  an  average  of  125 
such  announcements  to  builders  and  architects.  On  the  basis  of  these  figures,  F&S&R  esti- 
mates that  the  stations  will  collectively  sell  10-11,000  announcements  tluring  the 
campaign. 

For  other  news  coverage  injthis  issue,  see  Newsmaker  of  the  Week,  page  6; 
Spot  Buys,  page  52;  News  and  Idea  Wrap-Up,  page  62;  Washington  Week,  page  57;  sponsor 
Hears,  page  60;  Tv  and  Radio  Newsmakers,  page  74;  and  Film-Scope,  page  58. 
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KLZ-TV  is  still  number  1 


...so  what's  new 


Again  the  highest  share  from  sign  on  to 

sign  off,  seven  days  a  week  in  both  the  one  and 

four  week  ARB  surveys. 

Four  week  survey  gives  KLZ-TV  53  of  the 

top  100  programs,  25  of  which  are  KLZ-TV 

non-network  shows. 

KLZ-TV  has  seven  of  the  top  10  syndicated 

shows  and  21  of  the  top  25  non-network  shows. 

KLZ-TV  continues  to  have  the  highest  rated 

news  both  day  and  night:  also  the  highest  rated 

weather  and  sports  programs. 


FLASH!  KLZ-TV's  dominance  reconfirmed 
by  Denver's  first  Nielsen,  just  received. 


TELEVISION 
MjCBS  in  DENVER 
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The  HOT  SHOWS 


MACKENZIE'S 
RAIDERS 

starring   RICHARD   CARLSON 


BOLD  VENTURE 

starring   DANE   CLARK 

introducing    JOAN    MARSHALL 


BUFFALO 

WBEN-TV 

53.7 

SHARE 

23.5   RATING 

BEATS  Groucho  Marx,  Wells 
Fargo,  "M"  Squad,  Thin 
Man,  Peter  Gunn,  Steve  Al- 
len  and    many  others. 

Jan.    '59 


PENSACOLA 

WEAR-TV 


SEA  HUNT 


starring   LLOYD   BRIDGES 


51.2 

SHARE 

35.8   RATING 


BEATS  Wyatt  Earp,  Wanted 
— Dead  or  Alive,  Ann  Soth- 
ern,  Garry  Moore,  Steve 
Allen,  Maverick  and  many 
others. 

Jan.   '59 


ST.    LOUIS 
KTVI 


HIGHWAY 
PATROL 

starring  BRODERICK  CRAWFORD 


50.0 

SHARE 

32.7    RATING 


BEATS  Perry  Como,  Ann 
Sothern.  77  Sunset  Strip, 
Wells  Fargo,  Lawman,  Play- 
house 90  and  many  others. 
Jan.  '59 


DALLAS-FT.  WORTH 

WFAA-TV 

39.8 

SHARE 

23.5   RATING 

BEATS  Alfred  Hitchcock, 
Wells  Fargo.  Texan,  Groucho 
Marx.  Playhouse  90,  Red 
Skelton   and  many  others. 

Jan.    '59 


RATINGS    SHOWN    ARE    PULSE    OR    ARB. 


come  from  ZIV! 


21.6    RATING 


BEATS  Phil  Silvers,  Perry 
Mason,  Yancy  Derringer, 
Restless'  Gun.  Bob  Hope, 
Dinah  Shore  Chevy  Show 
and   many   others. 

Jan     '59 


CLEVELAND 

KYW-TV 

40.6 

SHARE 

17.4   RATING 

BEATS  Rawhide,  Jack  Benny, 

Dragnet,  I  Love  Lucy,  Texan, 

Ed  Sullivan  and  many  others. 

Feb.   '59 


SAN    DIEGO 
KFMB-TV 

44.4X 

SHARE 

27.4   RATING 

BEATS     Red     Skelton,     Perry 
Como,     Ernie     Ford,     I     Love 
■  Lucy,    Phil    Silvers,    Wyatt 
Earp   and    many   others. 

Jan.   '59 


/IILWAUKEE 
WTMJ-TV 


48.1 

SHARE 

29.4   RATING 


BEATS  Desilu  Playhouse, 
Groucho  Marx,  "M"  Squad, 
Danny  Thomas.  Steve  Allen, 
Gunsmoke  and  many  others. 
Jan     '59 


SHARE 

23.2    RATING 

BEATS  Ann  Sothern.  Wyatt 
Earp,  Naked  City,  Lineup, 
Wanted  —  Dead  or  Alive. 
Texan    and    many    others. 

Jan     '59 


CINCINNATI 

WLW-T 


% 


38.0 

SHARE 


20.3    RATING 

BEATS  Gale  Storm,  D.  A.'s 
Man,  Yancy  Derringer,  Bob 
Cummings,  Cimarron  City. 
Ed  Sullivan  and  many 
others. 

Feb    '59 


Albany-Schenectady-Troy 

WRGB 

62.2 

SHARE 

29.1    RATING 

BEATS  Bob  Cummings.  Peo- 
ple Are  Funny,  Jack  Benny, 
Have  Gun — Will  Travel.  Law- 
man, Ed  Sullivan  and  many 
others. 

Jan.   '59 


MIAMI 
WTVJ 


% 


50.1 

SHARE 

19.4   RATING 


BEATS  Colt  .4  5,  Dinah 
Shore  Chevy  Show,  Walt  Dis- 
ney Presents,  Naked  City. 
Ozzie  &  Harriet,  Buckskin 
and   many  others. 

Feb    '59 


Greenville-Spartanburg 

WFBC-TV 


% 


63.1 

SHARE 

31.4   RATING 


BEATS  Perry  Mason,  Perry 
Como,  Loretta  Young.  Rifle- 
man, Restless  Gun,  Yancy 
Derringer  and  many  others. 
Jan     '59 


PORTLAND,  ORE. 

KGW-TV 

41.5 

SHARE 

38.9    RATING 

BEATS  Jack  Benny,  Ed  Sul- 
livan. Wanted  —  Dead  or 
Alive,  Garry  Moore,  Wells 
Fargo,  Loretta  Young  and 
many   others. 

Jan     '59 


SYRACUSE 

WSYR-TV 

58.6 

SHARE 

36.3    RATING 

BEATS  Phil  Silvers.  Groucho 
Marx.  Alfred  Hitchcock,  Wy- 
att Earp,  "M"  Squad.  Maver- 
ick and   many  others. 

Jan.   '59 


INDIANAPOLIS 

WISH-TV 


SHARE 

33.2    RATING 


TWO  NATION-WIDE 
SERVICES  COMPILE 
ZIV  SHOW  RATINGS 


DR.    SYDNEY    ROSLOW  .  Director 
Pulu,    Inc. 

Pulse,  a  pioneer  in  collecting  and 
tabulating  audience  measurement 
and  composition  data  since  1941, 
bases  its  findings  on  the  results  of 
face-to-face  interviews  held  in  the 
viewer's  home. 


JACK  GROSS.  Vice  President 
American   Research   Bureau,   Inc. 

ARB  favors  a  special  viewer  diary, 
kept  in  the  home  and  developed 
from  years  of  research.  Arbitron, 
ARB's  latest  development  in  New 
York  now  and  slated  for  other  cit 
ies  soon,  is  a  new  instantaneous 
electronic  measurement  tool. 

Each  of  these  authoritative  serv- 
ices, while  following  their  own 
methods  of  gathering  tune-in  in- 
formation, consistently  show  the 
same  results: 

Month  after  month,  in  market  after 
market,  ZIV  SHOWS  RATE  GREAT! 


The  Ziv  man  in  your  market  can  show  YOU   how  to  profit  from 
using  one  of  America's  GREAT  selling  forces   ...   a  ZIV   show! 


BEATS  Wyatt  Earp.  77  Sun- 
set Strip,  Perry  Como.  Zane 
Grey,  Dinah  Shore  Chevy 
Show.  Desilu  Playhouse  and 
many  others 

Jan.   '59 


AMERICA'S  NO.  1  TEST  MARKET* 

DOMINATED  BY  KTVH 

Because  KTVH  Programs  for  Local  Interest 


inn  torn  Mwtm  every  week 


UViMWS  MMOTK         COMPLETE 
MOBILE  NEWS  UNITS  AND  8  LOCAL  NEWS  MEN! 


iaaiHaiaiBiiRaaii^siaHKiiRiiif^si 
UV£$P£CM£V£/m 


LMBASKiTMU 


PROFESSIONAL 
^      IWEIO&U  &OLf      ANO  AMATEUR 


...Ml  THIS  PLUS  £XCIUSIV£ 


*TEST  MARKET  Population  1,064,200.  Families 
314,600.  Effective  Buying  Income  $1,520,714,000.*  Located  in 
the  heart  of  America.  Isolated  territory.  Diversified  income. 
Covered  by  all  types  of  media.  High  among  the  prosperous 
areas  in  America. 


QB1 


'1958  Sales  Management  Survey  of  Buying  Power. 


TO 
KANSAS 


BUY.. 


KANSAS 


•  STUDIOS  IN  HUTCHINSON  AND  WICHITA  •  HOWARD  0.  PETERSON,  GEN.  MGR.   • 
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49th  and 
Madison 


More  on  spot  radio 

A  thousand  kudos  to  sponsor  for  its 
strong,  effective  campaign  on  behalf 
of  Spot  Radio. 

The  goal  sponsor  has  set  is  in- 
deed a  challenge  to  broadcast  opera- 
tors and  their  representatives.  It  will 
not  happen  automatically,  but  only 
through  careful,  thoughtful  attention 
to   these  areas: 

I  1  I  Programing.  Are  we  pro- 
graming our  stations  for  our  public, 
or  according  to  our  own  personal 
tastes — projecting  our  own  likes  and 
prejudices  into  our  program  sched- 
ules. Successful  modern  radio  is 
geared  sensitively  to  changing  public 
tastes  and  fancies. 

(2)  Selling.  Are  we  selling  radio 
as  well  as  our  own  stations?  Do  we 
spend  so  much  time  damning  com- 
petitive stations  that  we  neglect  the 
important  task  of  showing  the  pro- 
spective client  why  and  how  radio  is 
for  him? 

( 3 )  Servicing.  Is  the  order  tlie 
end?  Or  do  we  try  to  keep  the  client 
sold  on  radio  and  on  our  station? 

(41  Business  Methods.  Is  it  easy  to 
do  business  with  us?  Are  our  rate 
cards  so  complicated  that  it  takes  a 
CPA  to  interpret  them? 

( 5 )  Station  Image.  Do  station  op- 
erators keep  their  representatives 
fully  informed?  Representative  sales- 
men must  know  the  sound  and  image 
of  the  stations  they  sell  in  order  to 
convey  that  impression  to  their 
clients. 

Competitive  media  are  waging  all 
out  campaigns,  sponsor  has  taken 
a  giant  step  in  "total  selling"  for 
radio.  Now  is  the  time  for  stations 
and  their  representatives  to  examine 
their  methods  to  make  sure  that  ra- 
dio, too.  is  aggressively  involved  in 
total  selling. 

John   F.    Hurlbut 

WFBM 

Indianapolis 
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^  our  series  of  articles  on  spot  ra- 
dio were  tremendously  good.  I  was 
particularly  impressed  with  the  one 
in  the  14  February  issue:  "Spot  Ra- 
dio Needs  New  Prestige  with  Spon- 
sors. 

1  am  enclosing  a  memo  to  depart- 
ment heads  of  KVOS  and  K.PQ  which 
nia>  he  of  interest.  Keep  up  the  good 
work. 

"/  think  both  KVOS  and  KPQ  have 
been  good  community  media,  but  I 
think  they  have  got  to  be  better.  Read 
the  1  1  February  issue  of  sponsor  on 
this  subject.  .  .  . 

"I  am  particularly  impressed  with 
the  fact  that  we,  at  KVCS,  are  doing 
a  better  job  than  we  are  telling  peo- 
ple about.  1  am  not  talking  about 
the  method  of  telling — /  am  talking 
about  what  we  tell.  .  .  .  What  are  we 
doing  to  tell  local,  national  and  re- 
gional advertisers  these  facts? 

"/  don't  think  we  realize  our  own 
shortcomings  in  this  respect." 
Rogan  Jones 
KVOS 
Bellingham.  Wash. 

-::■  *  *- 

.  .  .  Congratulations  to  SPONSOR  for 
the  comprehensive  series  on  the  na- 
tional spot  radio  situation.  While  I 
don't  agree  with  all  of  your  conclu- 
sions. I  compliment  you  on  recog- 
nizing an  acute  prohlem  and  putting 
the  spotlight  on  it. 

Tony  Moe 

KSO 

Des  Moines 


1  have  been  following  with  great 
interest  your  series  entitled.  "SPON- 
SOR'S Five  Hundred  Million  Dollar 
Plan  For  Spot  Radio." 

First,  let  me  say  that  I  would  like 
a  dozen  copies  of  the  complete  serie- 
when  it  is  finished.  Secondly,  I'd  like 
to  sav  that  this  is  the  most  compre- 
hensive, intelligent  approach  to  a 
situation  that  everyone  in  the  indus- 
try recognizes,  but  about  which  no 
complete  plans  have  been  made,  to 
ray  knowledge. 

You  are  to  be  congratulated  on  a 
job  well  done. 

Ben    Hoberman,  gen.   mgr. 

WABC 

New  York 


•  Reprints  are  available  for  the  complete 
series  in  a  16-page  folder.  Cost  i*  .35  ea. 
for  1-19  eopies.  Special  prices  available  for 
quantities  of  50  or  more.  Semi  inquiries  In 
$500    Million    en    SPONSOR. 


YEARS  OF 

AUDIENCE  LEADERSHIP 


For  more  than  three  continuous  years . . .  covering 
sixteen  consecutive  ARB  Rating  Periods... 
KCRA-TV  has  enjoyed  audience  leadership 
in  the  prosperous,  growing  SACRAMENTO, 
CALIFORNIA  TELEVISION  MARKET. 

This  KCRA-TV  audience  leadership  means 
more  viewers . . .  more  sales  impressions . . . 
greater  results  for  your  advertising  dollar. 


ARB  RATING  PERIODS 

KCRA-TV 

STATION  ' 

■B 

'     STATION  "C" 

Nov.  7-  Nov.  13.  1955 

32.3 

30.3 
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Feb.  8  -  Feb.  14,  1956 

34.2 

29.7 

29.7 

June  2  -June  8,  1956 

35.7 

35.6 

25.2 

Nov.  15-  Nov.  21.  1956 

43.8 

36.1 

22.1 

Feb.  8 -Feb.  14,  1957 

49.1 

32.4 

21.7 

•    March  18  -April  14,  1957 

46.5 

31.0 

24.7 

May  8-  May  14,  1957 

49.7 

34.5 

19.5 

Oct.  14 -Oct.  20,  1957 

58.7 

35.3 

6.2 

Oct.  29  -  Nov.  4,  1957 

48.8 

40.4 

11.4 

Dec.  1  -  Dec.  7,  1957 

49.0 

39.8 

13.8 

Feb.  8 -Feb.  14,  1958 

49.2 

40.9 

11.0 

May  12-  May  18.  1958 

48.0 

42.3 

16.1 

Sept.  9 -Sept.  15.  1958 

53.5 

35.8 

14.1 

•    Oct.  4 -Oct.  31,  1958 

50.7 

37.6 

12.2 

•    Nov.  8-  Dec.  5.  1958 

50.6 

35.6 

15.2 

e    Jan.  5-  Feb.  1,  1959                                     44.8 

(*)  Denotes  total  audience  share  of  stations 
"D"  went  oft  the  air  after  May  8  thru  14, 
•  Denofes  four  week  rating  periods. 

30.2                   14.9 

"C  &  D".  Station 
1957  rating  period. 

KCRA-tv 


SACRAMENTO 


Represented  by  Edward  Petry  &  Co. 


CALL  YOUR  PETRY  MAN 

for  availabilities  on 
KCRA-TV,  the  flourishing 
Sacramento  Audience 
Leadership  Station. 


SPONSOR 


28  march  1959 


25 


Go  right 


to  the  TORgO  ABC-TV 


You're  going  where  the  growing  is  when  you  go  ABC-TV.  ABC's 

nighttime  audience  has  grown  by  1,100,000  homes  over  this  time  last 
year  (another  network  gained  only  55,000  homes  -  and  the  third  lost 
590,000!).  Some  of  the  more  important  reasons  are  right  on  these  pages.* 

These  pages  are  the  picture  of  efficiency,  too.  ABC  programming  pulls 
in  audiences  more  efficiently  than  either  of  the  other  two  networks. 
Average  cost  per  minute  for  1,000  homes  on  ABC  is  $2.78.  (The  other 
two  -  $3.13  and  $3.43,  respectively.)  ** 

Which,  we  think  you'll  agree,  makes  ABC  No.  1  for  the  money. 


ABC  TELEVISION 

"National  Nielsen  Feb.  I  &•  II  Report.  Average  Audience  Per  Minute  Sun  Sit  7:rtninrto  I'M  ;ill  sponsored  eve- 
ning  programs.  Nielsen  Cost  Per  Thousand  Commercial  Minutes  Delivered  Data.  Nov  -Dec  .  '68  Evening  Once- 
A-Week  Programs,  based  on  Nielsen  average  audience  ratings  and  estimated  time  costs  and  published  talent  figures. 


THE  LAND 
OF  MILK 
ANDXONEY 

WBAY  ft  2 

GREEN  BAY 
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Why  net  tv  specials 
are  in  heavy  demand 

^    Rush  by  clients  to  sponsor  high-budget  'one-shots' 
is  biggest  program  development  of  current  tv  season 

^    1958-'59  total  of  41  'specials'  may  triple  next  year 
with  show  costs  topping  $30  million  from  blue-chips 


I  elevision's  biggest  growth  potential  is  in  its  "specials" — the  out-of-the- 
ordinary,  irregularly  scheduled  features  which  cost  sponsors  more  than  $10 
million  this  season.  On  the  basis  of  the  network  predictions  for  next  fall, 
national  advertisers  may  spend  as  much  as  $30  to  $40  million  for  these 
special  shows. 

This  is  a  whopping  big  percentage  of  network  television's  total  time  costs 
and  total  ad  revenues.  Why  the  boom?  How  special  are  specials?  And,  for 
that  matter,  what  is  a  special? 

These  are  questions  which  clients  and  agencies  are  asking  each  other,  the 
networks  and  the  packagers  who  are  putting  together  these  elaborate  special 
programs  which  cost  anywhere  from  $100,000  to  $300,000  for  a  one-shot 
effort. 

What  is  a  special?  Definitions  vary,  but  most  of  the  industry  seems  to 
agree  it's  a  one-shot  show  of  unusual  interest  scheduled  at  a  time  pre- 
empting a  regular  program  or  it's  one  in  a  series  with  all  shows  in  the  series 
different  in  format  and  scheduled  irregular!).  Thus,  b)  most  definitions. 
DuPont's  Show  of  the  Month  on  CBS  TV  is  a  special  even  though  it's  a 
series.  Why?  Because  it's  slotted  into  different  hours  on  different  nights, 
pre-empting  regular  programs  in  those  periods. 

Thus.  too.  NBC  TV  seems  to  be  alone  in  its  categorizing  kaleidoscope 
and  Omnibus  as  specials.  These  programs  are  series  telecast  at  the  same 
hour  on  the  same  night  even  though  the  content  of  each  most  certainl)  can 
be  described  as  "special."     Inherent  in  the  definition  of  a  special  is  the  as- 


34   SPONSORS   OF 
'58-59    SPECIALS 

Automotive 

Buick  I)i\.,  General  Motors 
Chrysler  l)iv.,  Chrysler  Corp. 
Ford  Motor  <>j. 
General   Motor-   (Delco  parts) 
Mel  I >i-v ..  Ford  Motor  Co. 
Oldsmohile  Div.,  (iin.    Motors 
Pontiac  Div..  Gen.  Motors 
Texaco   (gas  and  oil) 

Food   and   beverages 

Carling's   (heer  and  ale) 
Coca-Cola  Bottling  Co. 
General  Mills 
Hills  Bros,  (coffee) 
National  Dairy 

Services 

American  Express 
American  Tel.  &  Tel. 
Bell  Telephone  Co. 
Lincoln  National  Life  Ins.  Co. 
Traveler's  Insurance  Co. 

Industrial 

Du  Pont 

Minnesota  Mining  &  Ml-.  Co. 
Monsanto  Chemical  Co. 
National  Carbon  Co. 

Cosmetics 

John  H.  Breck  &  Co. 
Helene  Curtis  Inc. 
Procter  &  Gamble  (Lilt) 

Jewelry  and   watches 

Benrus  Watch  Co. 
General  Time  Corp. 
U.  S.  Time  Corp. 

Drugs 

Rexall 

Smith.  Kline  &  French 

Stationers'  supplies 

Hallmark  Card  Co. 
Sheaffer  Pen  Co. 

Radio  and  television 

Philco  Corp. 

Transportation 
Greyhound  Corp. 


sumption  that  its  length  must  be  60 
minutes  or  more. 

Why  the  boom  in  specials?  Basic- 
ally, because  of  the  law  of  supply  and 
demand  applies  here,  too.  Marketers 
are  demanding  specials  to  serve  their 
various  marketing  needs. 

Two  years  ago,  when  NBC  TV  was 
alone  in  its  development  and  exploita- 
tion of  the  big  "spectaculars,"  most 
advertisers  tended  to  plump  big  money 
into  specials  for  conceptual  selling, 
into  building  a  corporate  image  and 


toward  gaining  such  intangibles  as 
prestige,  over-all  acceptance  and  con- 
fidence. 

This  season  specials  have  come  into 
their  own  with  renewed  vigor  at  NBC 
TV  and  CBS  TV,  and  with  introduc- 
tion of  this  format  by  ABC  TV.  In 
this  season  sponsors  have  learned 
there  are  a  lot  of  different  sales  jobs 
the  specials  can  perform.  After  two 
seasons  of  trial-and-error  experience 
and  observation,  the  biggest  blue- 
chip  advertisers  have  originated  and 
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TOP  lO  TV  SPECIALS  AS  RATED 
OVER  THE  PAST  TWO  SEASONS 


•58'59  SEASON 

Show  Net 

1.  Miss  America  Pageant...  CBS 

2.  Wonderful  Town  CBS 

3.  Shirley  Temple  Storybook  NBC 

(Ali  Baba) 

4.  Shirley  Temple  Storybook  NBC 

(Rapunzel) 

5.  Jerry  Lewis  (12/10)  NBC 

6.  High  Adventure  (12/6)  CBS 

7.  Victor  Borge  CBS 

8.  Bob  Hope  Show  (1/16)  NBC 

9.  High  Adventure  (1/9)  CBS 
10.  DuPont  Show  (Harvey)  CBS 


Total  Audience 


Cost* 


50.3 

38.3 
38.2 

36.1 


$220,000** 
350,000 
170,000 

170,000 


36.9 

240,000 

35.6 

225,000 

34.8 

290,000 

34.5 

320,000 

32.4 

225,000 

32.2 

275,000 

'57-'58 

Show 

1.  Lucille  Ball-Desi  Arnaz 

2.  Academy  Awards 

3.  Annie  Get  Your  Cun 

4.  Ceneral  Motors  50'th 
Anniversary  Show 

5.  Lucille  Ball-Desi  Arnaz 

6.  75'th  Anniversary  Show 

7.  Edsel  Show 

8.  Lucille  Ball-Desi  Arnaz. 

8.  Lucille  Ball-Desi  Arnaz 

9.  Lucille  Ball-Desi  Arnaz 
10.  Mike  Todd  Party 

""Costs   refer  ti>  talent  and  production;  time  cost 
"Refers  to  time-talent  only. 
Rased  on   A.    C.   Nielsen   data. 


SEASON 


Net  Total  Audience 


Cost* 


CBS 

57.5 

$285,000 

NBC 

54.7 

225,000 

NBC 

54.0 

400,000 

NBC 

49.4 

850,000 

CBS 

48.6 

285,000 

NBC 

48.3 

750,000 

CBS 

48.2 

550,000 

CBS 

46.7 

200,000 

CBS 

46.7 

200,000 

CBS 

45.9 

285,000 

CBS 

45.2 

95,000 

are  not  included. 

mastered  techniques  of  making  spe- 
cials pay  off  all  down  the  line.  That's 
why  automotives — the  first  to  pick  up 
the  novel  idea  of  huge,  slambang  one- 
shots — have  been  joined  by  insurance 
companies,  watch  manufacturers,  cos- 
metics, food  and  drug  concerns. 

The  special  can  sell  hard  and  well 
for  fast-turnover,  low-priced  items  as 
well  as  for  slow-moving  costly  ones. 
The  approach,  of  course,  must  be  dif- 
ferent and  tailor-made  to  the  client 
need.  That's  why  specials  have  been 
adapted  to  all  types  of  accounts  and 
their  marketing  and  merchandising 
problems. 

This  current  '58-'59  season  has 
seen  35  national  advertisers  buying 
41  specials  (ABC  TV,  5;  CBS  TV. 
14;  NBC  TV,  22)— largely  on  a  sin- 
gle-sponsor basis. 

Who  are  these  heavy-money  bettors 
on  tv  specials?  Automotive,  8  com- 
panies; food  and  beverages,  services, 
5  each;  industrial,  4;  cosmetics,  jew- 
elry and  watches,  3  each;  drugs,  sta- 
tionery supplies,  2  each;  transporta- 
tion, appliances,  1  each. 

Here  are  some  of  the  rules  of  the 
game  which  investors  in  specials  have 
learned. 

If  you're  selling  institutionally  and 
building  an  image,  you  don't  need 
to  worry  about  counter  sales  right 
now. 

But  if  you  need  fast  sales,  you  can 
get  them  by  exploiting  promotion  an- 
gles— by  working  tie-ins  with  retail- 
ers, building  intra-company  sales  con- 
tests, exploiting  the  show  two  to  three 
months  in  advance  and  capitalizing 
on  word-of-mouth  and  trade  talk  for 
a  couple  of  months  after  the  event. 

There  are  other  pluses  for  the 
straight-  and  hard-sell  advertiser.  He 
instills  excitement  in  the  sales  force 
and  satisfies  their  eagerness  to  have 
something  new  to  talk  about.  He 
knows  the  name-dropping  value  and 
confidence-building  factor  with  re- 
tailers which  come  from  sponsorship 
of  a  big-name,  big-property  program. 

Obvious  sales  gains  hinge  on  the 
vast  audiences  which  can  be  delivered 
by  a  one-shot  show. 

The  top-rated  specials  this  year 
(see  adjacent  chart)  brought  in  these 
kinds  of  results:  the  Miss  America 
pageant,  tops  in  all  'special'  measure- 
ment from  September  through  Feb- 
ruary (A.  C.  Nielsen),  bagged  21.4 
million  homes.  Wonderful  Town, 
which    cost    $500,000,    reached    into 
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MARQUEE  VALUE  is  what  specials  need  vo 
get  audiences,  sponsors.  Three  sure-fire  for- 
mats this  season  were  (I  to  r):  situation 
comedy,  CBS  TV's  Lucille  Ball  series;  musical 
variety,  NBC  TV's  Jerry  Lewis  Show  (with 
Helen  Traubel);  special  event,  ABC  TV's 
Ringling    Bros.    Circus    originating    in    N.    C. 


16.4  million  homes  in  two  hours  (and 
CBS  TV  claims  a  total  audience  of 
45.3  million).  Even  the  off-beat  Ham- 
let— which  won  rave  notices  almost 
everywhere  but  New  York —  was 
seen  by  20  million  persons,  CBS  TV 
says. 

But,  some  clients  ask,  how  really 
special  is  a  special?  Network  pro- 
gram executives  say  there  very  pos- 
sibly will  be  a  time  land  not  too  far 
off)  when  there's  a  special  on  the  tv 
screen  every  day.  The  problem,  they 
agree,  is  not  one  of  multiplicity  of 
shows  dulling  audience  receptivity  to 
such  one-shots.  If  quality  holds  up 
and  entertainment  value  is  enhanced, 
the  audience  will  tune  to  all  specials 
— even  one  a  day — if  specials  con- 
tinue to  be  special. 

Quantity,  too,  in  and  of  itself  has 
no  adverse  effect  on  the  end  product, 
in  network  program  chiefs'  opinion. 
CBS  TV,  for  example,  is  trying  to  sell 
40  such  shows  to  a  single  advertiser 
— and  expects  quality  to  be  as  high 
with  40  as  with  one.  And  NBC  TV 
is  showing  advertisers  presentations 
in  behalf  of  a  weekly  special  to  be 
telecast  52  weeks  a  year — and  three 
prospects   are  seriously   interested. 

A  real  special — rather  than  a  bally- 
hooed.  blown-up  non-special — has  un- 
usually entertaining  elements  which 
makes  it  an  extraordinary  attraction. 
The  biggest  element  appears  to  be  the 
star — someone  with  what  the  trade 
calls  marquee  value — followed  in  au- 


dience-getting  importance  b\  the 
property  or  program  content  itself 
and  then  by  such  elements  as  produc- 
tion quality,  sets,  time  period  allotted. 

The  variety  in  the  star  and  the  pro- 
gram format  (or  property)  is  limit- 
less. NBC  TV  and  CBS  TV  have  more 
diversification  in  their  offerings,  be- 
cause their  quantity  is  greater  than 
ABC's.  ABC  TV  this  fall— with  fewer 
specials  than  the  other  networks — 
will  tend  to  stick  with  its  formula  of 
success  during  this  first  vear:  mu- 
sicals. 

The  range  of  talent  and  ideas  in 
specials — already  vast — will  be  even 
more  so  next  fall. 

Program  and  sales  executives  of  all 
networks  are  running  from  client  to 
agency  to  packager  office — present- 
ing ideas  and  times  and  trying  to 
nail  down  commitments.  Most  spe- 
cials, though  pre-planned  in  some- 
what tentative  manner  bv  network 
chiefs,  are  not  actuallv  put  together 
and  developed  as  a  program  until 
there  is  very  specific  sales  interest  on 
the  part  of  agencv   or  client. 

Here  s  what  the  networks  plan. 
These  shows  are  nowhere  near  the 
complete  lineup,  of  course,  as  April 
and  Mav  are  months  when  the  clienl 
fish  are  biting  hardest  for  the  specials 
lure. 

ABC  TV.  with  five  specials  in  this, 
its  first  season,  has  12  firmlv  in  the 
works  for  '59-'60  and  another  12  in 
prospect    for   a   total   of  24 — almost 


five  times  the  opening-season  sched- 
ule. 

Thomas  VIoore.  vice  president  in 
charge  of  programs  and  talent  for 
\BC  TV  plans  a  scries  of  four  shows 
with  Art  Carney  in  what  he  calls 
"bad  puppet  fantasies"  after  Ins  debut 
in  The  Sorcerer's  Apprentice  \  and 
Peter  and  the  Wolf)  tlii-  season,  with 
a  repeat  of  Peter  and  the  Wolf. 
There'll  be  three  Bing  Crosbv  show* 
and  five  with  Frank  Sinatra,  both 
stars  under  contract  to  the  network. 
The  Oster  Co.  has  signed  for  a  net- 
work-originated package  with  Kate 
Smith  on  Thanksgiving  Eve,  Golden 
Harvest. 

Mr.  Moore  is  also  planning  three 
or  four  live  ( but  taped)  tv  shows 
which  will  originate  in  Europe  with 
Mich  possible  gate-getters  as  Maurice 
Chevalier,  Rex  Harrison  and  Law 
rence  Olivier.  And  Pat  Boone  inav 
appear  in  two  one-hour  shows.  I  he 
number  of  specials  will  average  two 
to  three  each  month  for  the  nine 
month    peak   viewing   season. 

NBC  TV  has  a  Hock  of  specials  *iin 

mering,  reports  Robert  F.  Lewine 
v.p..    Its  Kaleidoscope  series  current- 

lv  is  serving  as  a  showcase  for  spon- 
sors, presenting  lesl-run-  along  three 
format  lines:  (1)  stories  of  the  Bible's 
Ten  Commandments,  i2i  a  projected 
series  on  different  kinds  of  American 

families    (with  the  test    in    Mav    a   re- 
mote on  location!,  and  (3)  "thestor) 
I  Please  turn  to  page   70  | 
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Summer  radio  lures  more  "out-of- 


^    In  the   past   six  years,   auto    and   other   non-home 
listening    have    risen    40%,    according    to    Pulse    data 

^    Radio's    summer    dip    is    no    more.      During    some 
periods    its    hot    weather    public    beats    that    of    winter 


\Jl  all  the  advertising  media,  none 
is  transformed  by  the  advent  of  warm 
weather  like  radio. 

Americans  swarm  on  the  roads, 
trudge  on  picnics,  worship  the  sun 
on  beaches.  The  less  desperate  ones 
relax  on  their  patios,  soak  in  their 
pools.  There's  a  good  chance  that 
while  all  this  is  happening  the  radio 
is  on. 

Measuring  accurately  the  extent  of 
this  listening  is  one  of  the  toughest 
problems  radio  faces.  With  the  min- 
iaturization of  radio  circuits  proceed- 
ing at  a  rapid  pace,  the  problem  will 
become  even  tougher. 

Nevertheless,  the  advertiser  has 
some  idea  of  the  dimensions  of  the 
out -of -home  radio  audience.  He 
knows — and  logic  will  tell  him — that 


out-of-home  listening  is  greater  in  the 
summer  than  during  the  winter.  He 
can  assume  that  the  lion's  share  of 
this  listening  is  in  automobiles.  He 
may  suspect — and  he  is  right — that 
over  the  long  haul  out-of-home  listen- 
ing is  growing. 

If  the  advertiser  is  particularly 
sharp  he  may  estimate  that  one  out  of 
every  two  to  one  out  of  everv  four 
radio  listeners  is  listening  out-of-home 
during  the  summer.  No  one  needs  to 
be  told  that  is  a  sizable  audience.  It 
means  that  at  any  moment  in  time 
anywhere  from  one  to  two  million 
homes  (or  two  to  three  million  peo- 
ple )   are  listening  out  of  home. 

To  be  specific,  Pulse  estimates  that 
the  out-of-home  audience  last  summer 
was    equal    to    28%    of   the    in-home 


audience  during  the  average  quarter 
hour.  In  terms  of  actual  audience 
size  this  comes  out  to  a  median  fig- 
ure of  4.6%  of  all  radio  homes.  (The 
Pulse  data  is  based  on  figures  from 
28  major  markets) .  Of  course,  on  an 
accumulated  audience  basis  the  num- 
ber of  people  an  advertiser  can  reach 
out  of  home  is  considerably  higher 
than  this  figure  suggests  because  of 
the  saturation  methods  used  in  buy- 
ing radio. 

Pulse  has  been  measuring  the  out- 
of-home  increment  in  most  of  these 
28  markets  since  1952,  thus  provid- 
ing an  excellent  bird's  eye  view  of 
what's  been  happening  to  out-of-home 
listening.  A  six-year  trend  shows  that 
the  size  of  out-of-home  audience  has 
increased  40%. 

Confirmation  of  this  general  out- 
of-home  picture  is  presented  by  Niel- 
sen auto  measurements.  Last  sum- 
mer, for  example,  auto  audiences  rep- 
resented 26%  of  the  morning  in-home 
audience,  28%  of  the  afternoon  in- 
home  audience  I  both  figures  cover 
just  weekdays  I  and  41%  of  the  night- 
time in-home  audience.     The  higher 
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percentage  of  auto  to  in-home  listen- 
ing shown  by  Nielsen  compared  to 
Pulse,  which  estimates  that  55-60% 
of  out-of-home  listening  is  done  in 
autos,  is  possibly  due  to  the  fact  that 
Nielsen  in-home  levels  generally  run 
lower. 

Latest  Nielsen  figures  disclose  a 
particularly  sizable  hike  in  summer- 
over-winter  auto  audiences  at  night. 
During  the  average  minute  last  Jul\. 


the  auto  audience  was  .'><)',  higher 
than  this  past  January.  Morning  and 
afternoon  showed  higher  audiences 
in  July  also  but  the  increases  ran  be- 
tween 7  and  '>'  ,  . 

The  potential  auto  audience  is  a 
tremendous  one.  By  this  summer 
about  10  million  passenger  cars  will 
be  equipped  with  radios.  The  amount 
of  traveling  done  by  autos  is  stagger- 
ing— about  half  a  trillion  miles  per 
year.  That's  500,000.000,000.  no 
less.  Probably  about  a  third  of  this 
-165,000,000,000— is  done  during 
the  summer.  Just  for  fishing  alone, 
autos  log  nearly  8  billion  miles  a 
year. 

One  fact  that  makes  the  radio 
broadcaster  particularly  happy  about 
summer  ( and  makes  radio  more  val- 
uable to  the  air  advertiser )  is  the  dip 
in  video  audiences.  Take  a  Nielsen 
comparison  of  homes  per  average 
minute  in  July  1958  and  January 
1959.  The  nighttime  winter  average 
comes  to  24.3  million  homes  while 
the  after-dark  summer  figures  aver- 
age 15.5  million.  In  the  afternoon 
it's  11.8  million  in  the  winter  and  8.1 
million  in  the  summer.  In  the  morn- 
ing its  4.8  million  during  the  winter 
and  3.2  million  when  it's  hot. 

While  it's  true  that  there  were  more 
tv  homes  in  January  than  the  previous 
July,  the  difference  was  relatively 
small  ( about  750.000  homes )  and 
could  not  account  for  the  higher  win- 
ter levels. 

Though  out-of-home  audiences  are 
considerable,  broadcasters  contend 
that  a  hefty  share  of  such  audience 
has  never  been  properly  measured. 
However,  cold  water  was  thrown  on 
this  assumption  at  the  NAB  conven- 


tion   this   month.     The    buckel    was 

wielded  In  John  K.  ( iliui <  hill.  Niel- 
sen vice  president,  who  finall)  pro- 
vided some  glimpses  of  an  out-of- 
home  stud)  made  during  the  summei 
of  1957  and  into  L958. 

The  study,  Churchill  said,  added 
up  to  this: 

•  "In-home  listening  i*  radio's 
solid  core  without  much  seasonal 
variation.  When  it  is  at  its  \>r-i  the 
out-of-home  is  at  its  poorest. 

•  "In-car  listening  doesn't  follow 
an  expected  pattern  of  proportionate 
increase  as  we  get  into  the  better 
driving  months.'"  Churchill  said  three 
things  seemed  to  be  responsible:  I  1  i 
more  passengers  per  car  cut  back  re- 
liance on  radio  as  a  companion:  (2) 
higher  noise  levels  in  the  car  because 
of  higher  speeds  and  open  windows; 

i  3  I  longer  average  runs  mean  "'pre- 
set tunings  are  not  the  most  effective 
station  selectors  and  we  tend  to  let 
it  go  by  default." 

•  Non-home  listening  other  than 
auto  was  "somewhat  less"  than  the 
Nielsen  auto  audience  levels,  with  the 
largest  unmeasured  portion  occuring 
at  work.  Measuring  listening  at 
work  "is  a  real  toughie"  because  of 
the  problem  of  distinguishing  be- 
tween wired  music  and  true  radio 
service,  between  am  and  fin  and  be- 
tween commercial  and  non-commer- 
cial stations.  At-work  listeners  con- 
sist of  a  "small  minorit)  almost  con- 
tinuously exposed. 

•  "All  other  out-of-home  varies 
from  restaurants,  hall  parks  and 
beaches  to  the  personal  transistor  set 
and  ear-phone  addict  'who  shall  have 
music  wherever  she  goes."  Hut  stop 
and  think:  How    main    people  do  you 
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SIX-YEAR  TREND  IN  OUT-OF-HOME  LISTENING 

Percent  total  homes  listening  out   of  home,  winter  ami   summer.    1952-58 
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Out-of-home  listening  during  summer  1958  11  as   ]()r'f   above  the  summer  19.i2  level,  these  Pulse  figures  show.    Data  rep- 
resents median  tor  28  major  markets,  shows  average  per  quarter  hour,  is  probably  representative  oj  the  I  .>'.  as  a  whole 
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HERE'S  HOW  THE  HOT  WEATHER 
AFFECTS  LISTENING,  VIEWING 

Radio  Listening,  Winter  &  Summer 


Morning 
Mon.-Fri. 


Afternoon 
Mon.-Fri. 


Night 
7    days 


July 

'58 


Jan. 

'59 

In-Home 


July 
'58 
Q   =    Auto-Plus 


July  Jan. 

•58  '59 


Tv  Viewing,  Winter  &  Summer 


Night 
7  days 


Nielsen   data   above   and   below   are   in 
terms   of  millions   of  homes   per   average 
minute  during  each  day  part.    Note 
that    radio    audiences    in    January    and 
July     remain     relatively     steady     while 
there     is    a     considerable     difference     in 
tv    winter    and    summer    audiences 
both    day    and     night 
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know  who  do  all  these  things  as  often 
as  they  could?" 

Interestingly,  the  Nielsen  break 
down  of  non-home  listening  follows 
pretty  much  the  figures  dug  up  by 
Pulse  in  studies  made  during  the 
summer  of  1953  and  the  winters  of 
1954  and  1955.  As  previously  point- 
ed out,  the  share  of  out-of-home  ac- 
counted for  by  auto  listening  ran  be- 
tween 55  and  60%. 

Second  largest  share  came  from 
listening  at  work,  which  ranged  be- 
tween 25  and  30%.  Listening  in 
other  people's  homes  amounted  to 
about  15%.  Listening  to  portables 
amounted  to  5%  during  the  summer 
(it  is  undoubtedly  higher  now)  and 
less  than  1%  during  the  winter.  The 
restaurant  share  ranged  between  3.5 
and  3.9;  store  listening  accounted  for 
6.3  to  10%  while  miscellaneous 
places  came  to  less  than  2%  of  the 
out-of-home  total.  (The  out-of-home 
total  came  to  more  than  100%  be- 
cause of  multiple  responses.) 

Whatever  the  dimensions  of  sum- 
mer out-of-home  radio,  advertisers 
are  pretty  well  aware  these  days  that 
radio  no  longer  suffers  an  audience 
slump  during  the  summer.  Even  in- 
home  listening  is  steady  throughout 
the  year.  Recent  Nielsen  figures  on 
average  daily  listening  per  home  dis- 
close an  annual  peak  of  1.98  hours 
in  September  and  a  valley  of  1.74 
hours  in  August. 

Spending  in  radio  tends  to  follow 
the  pattern  of  retail  sales.  For  ex- 
ample, monthly  spot  radio  spending 
estimates  in  1957  (the  latest  avail- 
able) by  the  Station  Representatives 
Association  point  to  a  steady  shelling 
out  of  dollars  throughout  the  year 
with  the  exception  of  a  rise  during 
the  Christmas  season,  a  profile  fa- 
miliar to  the  storekeeper. 

Broken  down  by  quarters,  the  SRA 
figures  came  out  as  follows:  $42  mil- 
lion for  radio  time  through  March, 
$39  million  through  June,  $41  mil- 
lion through  September  and  $48  mil- 
lion through  December.  Thus,  in 
1957  at  least,  there  was  more  money 
spent  during  the  summer  than  during 
the  spring. 

Advertisers  with  seasonal  products 

or  seasonal  sales  peaks  are,  of  course, 

one  of  the  main  reasons  that  summer 

radio  keeps  its  billings  on  a  healthy 

(Please  turn  to  page  44) 
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In  recent  iveeks,  most  of  the  comment  on  the 
single  vs.  multiple  rate  controversy  has  come  from 
radio/tv  station  representatives,  agency  media  men 
and  station  operators,  sponsor  knows  that  many 
advertisers  have  equally  strong  views  on  this  sub- 
ject though,  for  intramural  reasons,  they  are  often 
hesitant  to  express  themselves.  We  therefore  be- 
lieve that  this  unusually  forthright  statement  by 
Robert  Jornayvaz,  Jr.,  advertising  manager  of  the 
M.  K.  Goetz  Brewing  Co.  of  St.  Joseph,  Mo.,  will 
be  of  great  interest.  The  Goetz  account  is  handled 
by  John    W.   Shaw  Advertising  Inc.   of   Chicago. 


Ad  manager  attacks  double  rates 


^    Goetz   Brewing   executive   urges   the   beer   industry 
to  take  stronger  stand  against  local  "bargain"  buying 


by  Robert  Jornayvaz,  Jr. 

^%s  the  tide  of  controversy  rises 
and  falls  on  the  single-rate  card,  has 
any  advertiser  really  taken  stock  of 
his  agency  relationship  with  regard 
to  switching  national  media  into  local 
purchasing? 

I  sincerely  doubt  it.  "Why — who 
cares  about  the  agency?"  is  the  usual 
retort  when  someone  has  to  tell  them 
that  X  number  of  markets  are  being 
dropped  off  the  media  list  with  no 
explanation  except  "The  sales  force 
says  so"  or  "The  distributor  really 
put  on  the  heat  .  .  .  and  you  under- 
stand." 

Certainly  they  understand,  and  the 
timebuyers  and  media  directors  just 
slow  down  the  thinking  process  on  a 
client's  product  and  those  choice  spot 
announcement  slots  go  to  another 
shop  or  client.  Everybody  under- 
stands.    But  never  the  advertiser. 

Why.  in  this  industry  where  sales- 
manship is  such  a  precious  cornmod- 
il\.  can't  we  unsell  ourselves  on  a  hot 
bargain   when  a  fast  pitch  from  the 


field  arrives  with  the  rate  cut  in  half? 

It  is  difficult  enough  to  obtain 
prime  time  with  competition  what  it 
is.  And  from  all  reports,  things  are 
going  to  get  tougher.  Well  then, 
doesn't  every  advertiser  need  every 
ounce  of  talent  accessible  to  outsmart 
his  competition? 

Why  then,  do  we  turn  from  reliable 
and  sound  buying  procedures  and 
bargain-hunt?  Aren't  we  just  kidding 
ourselves? 

Why  not  a  single  rate  card?  Is 
this  heresy?  Does  station  manage- 
ment really  know  of  the  damage 
caused  by  multi-rate  structures? 

In  many  instances  advertisers  swear 
the)  will  never  buy  certain  stations 
again  simply  because  of  local  prac- 
tices. On  a  profit-and  I"--  sheet  tlii- 
can  be  rather  alarming  when  chain 
reaction  sets  in.  I  am  sure  station 
owners  or  managers  would  think 
twice  after  chatting  seriously  with 
media  groups  or  advertisers  when 
their  stations1  reputations  were  ex- 
plained. 

Inasmuch     as     cooperative     adver- 


tising agreements  or  programs  have 
been  accelerated  in  usage  in  the  past 
lew  years,  the  local  distributor- jobbei 
becomes  an  expert  in  media.  He  buys 
by  the  seat  of  his  trousers,  spending 
precious  budget  dollars  at  will,  and 
when  questioned  on  his  choice  he  be- 
comes highlv  indignant. 

The  all-too-familiar  hue  and  cry  is 
"My  market  is  different,  so  I'll  han- 
dle the  advertising  locally."  But  is 
the  time  purchased  justified  in  its 
use?  Was  it  trul)  studied  by  com- 
petent buyers  before  the  contract  was 

signed?     No. 

Win  ?  Simpl)  because  no  one 
wants  the  rate  structure  discussed. 
Is  this  good  for  tin-  over-all  media 
plan?  Does  the  purchase  benefit  am 
satellite  distribution?  How  about  di- 
rectionals  or  daytime  operations? 
Last  of  all.  whatever  happened  to  the 
local  merchant  for  whom  the  rate 
was  original!)  designed?  Will  tlii* 
man  ever  see  the  inside  of  a  good 
buj  ? 

Win   then,  must  industry   condone 

the  poor  salesmanship  that  exists  and 
will  continue   to  exisl    mile —   we  take 

the  authority  from  those  who  have  no 
regard    for   the   besl    welfare   <>t    the 

client    and   product?  ^ 
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and  what  it  means 


to  U.S.  advertisers 


^    Beginning:    A    series    of    country-by-country    looks 
at  foreign  television  by  a  knowing,  world-girdling  pair 

^    This    week:    Italy,    where    commercial    time    is    10 
minutes  a  day;  Portugal,  where  tune-in  runs  to  90% 


Richard  P.  Doherty  has  crossed  eco- 
nomics with  broadcasting  to  become 
an  authority  on  both.  A  former  NAR- 
TB  v.p.  and  one-time  head  of  econom- 
ics at  Boston  U.,  he  now  heads  his 
own   tv  and  radio  management  firm 

TV  IN  PORTUGAL 

RICHARD  P.  DOHERTY 

■  madiotelvisio  Portuguesa  (RTP) 
has  been  in  regular  tv  operation  for 
nearly  two  years.  Technical  tv  cover- 
age is  by  microwave  to  three  studio- 
transmission  installations  outside  Lis- 
bon plus  a  straight  satellite  in  south- 
ern Portugal.  Headquarters  and 
principal  operations  are  at  Lisbon. 
Fully  85%  of  the  country's  popula- 
tion is  capable  of  receiving  a  Grade  B 
or   better  signal. 

The  25.000  tv  receivers,  currently 
licensed  at  $12  per  year,  are  a  very- 
inadequate  measure  of  tv  effectiveness 
and  audience  size  in  Portugal.  Set 
tune-in  runs  90%  .  or  higher,  during 
practically  every  program  from  9 
p.m.  to  11:30  p.m..  seven  nights  a 
week  plus  a  two-hour  Sunday  after- 
noon segment.    The  noveltv  of  tv  to 


the  Portuguese  public  produces  avid 
viewing  and  strong  response  to  adver- 
tising. All  spots  are  a  full  60  seconds 
and  cost  $18420.  Program  time 
charges  run  at  the  rate  of  $150  per 
15-minute  segment  including  limited 
talent  and  ordinary  production  costs. 
Talent  costs  are  low,  by  American 
standards,  as  indicated  by  the  fact 
that  a  30-minute  dramatic  live  show 
can  be  completely  purchased,  time 
and  talent,  for  as  low  as  $650-$750. 
The     RTP    television    schedule.    9 


AUTHORS:    Richard    and    Dorothy    Doherty, 
on  world  trip,  are  studying  overseas  television 


p.m.  to  11:30  p.m.  nightly  includes 
two  newscasts  which  have  a  tune-in 
of  almost  100% .  Tv  news  is  very 
well  produced,  includes  two  to  three 
newscasters,  daily  "local"  news 
movies  plus  international  news  film- 
clips.  Variety,  musical  and  dramatic 
programs  constitute  the  rest  of  the 
schedule.  Approximately  70%  of 
programing  is  live.  The  remainder 
consists  of  30  minute  film  programs 
and  one  feature  movie  segment.  This 
program  has  the  lowest  set  tune-in 
(75%). 

Three  American  sponsors  are  cur- 
rently advertising  over  RTP.  Max 
Factor  sponsors  a  filmed  variety  pro- 
gram. Firestone  televises  a  musical 
program  on  film.  TWA  buys  spots 
in   a   Friday  quiz  program. 

Within  the  past  few  weeks,  Carlos 
Barradas  da  Silva,  former  RCA  dis- 
tributor for  Portugal,  has  taken  over 
the  presidency  and  operating  leader- 
ship of  RTP.  RTP  has  a  full  time 
staff  of  400  persons.  Personnel  sala- 
ries and  wages  constitute  50%  of 
over-all  operating  costs. 

TV   ITALIANA 

DOROTHY  M.  DOHERTY 

At  this  time  there  are  1,200.000  tv 
sets  throughout  Italy.  There  is  no 
guesswork  to  the  set  circulation.  By 
law.  everyone  must  pay  an  annual 
set-use  license  fee.  The  cost  is  $20 
yearly  for  a  family  having  both  radio 
and    tv    and    $16    vearly    for    those 
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having  only  tv.  This  fee  is  paid  to 
RAI  who  has  the  exclusive  national 
television  franchise. 

Principal  tv  operations  are  in 
Rome.  They  are  housed  in  a  magnifi- 
cent tv  production  center,  built  at 
a  cost  of  the  equivalent  of  $5,000,000. 
Secondary  production  is  at  Milan.  A 
network  of  transmission  facilities  also 
covers  Turin,  the  regions  of  Venice 
and  Sicily  and  provides  signal  service 
to  90%-95$  of  the  Italian  people. 
Television  is  largely  live,  with  hea\  \ 
emphasis  on  dramatic,  musical  and 
variety  shows. 

Set  tune-in  would  he  a  sponsors 
dream  if  commercial  time  were  readi- 
Iv  available.  RAI  statistics  show  an 
80%  or  better  tune-in  during  prime 
viewing  periods.  Some  of  the  most 
popular  shows  receive  90'  <    tune-in. 

Cafes,  taverns  and  bars,  highly 
popular  spots  with  Europeans,  all 
have  tv  sets.  This  is  also  true  of  the 
cafes  of  the  working  classes.  From 
personal  observation.  I  would  assume 
that  these  sets  are  constantly  tuned 
in  whenever  RAI  broadcasts.  Italians 
are   avid,   enthusiastic   tv    devotees. 

Television.  Italian  stvle.  is  essen- 
tially ''sustaining."  except  for  a  few 
"contributors"  who  help  defrav  costs 
of  some  shows. 

There  are  only  10  minutes  of 
straight  commercial  time  per  dav. 
These  10  minutes  are  compressed  into 
a  segment  called  Carozzella  and  comes 
on  at  8  p.m..  seven  days  a  week. 
Carozzella  is  strictly  a  series  of  com- 
mercial spots.  Some  of  these  spots  are 
sponsored  by  American  companies 
via  their  Italian  agents  or  distribu- 
tors. They  are:  Colgate-Palmolive: 
Procter  &  Gamble;  Coca-Cola;  Lever 
Bros. ;    Esso  and  Formica. 

Spot  costs  on  Carozzella  are  500.- 
000  lira  for  time  (about  $8501  with 
ad  additional  $650  to  $850  for  live 
"on  camera"  talent. 

Two  factors  currentlv  restrict  com- 
mercial sponsorship.  I  1  I  The  RAI 
license  permits  onlv  limited  commer- 
cialism. (2l  Certain  groups,  headed 
b\  newspaper  interests,  openly  op- 
pose RAI's  exclusive  franchise  from 
the  government.  It  is  currently  seek- 
ing government  consent  to  increase 
the  time  available  to  commercial 
advertising. 

By  contrast.  Italian  radio  has 
grown    progressivelv     more    commer- 
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ADMEN  from  22  top  New  York  agencies  saw  presentation  on  motivation  study  of  Negroes  given 
by  Dr.  H.  A.   Bullock,  Texas  State  U.,   above.    OK   Radio  Group  helped   underwrite  the  research 


NEGROES     CHOOSE     RADIO 


mJo  Negroes  look  at  air  media  dif- 
ferently than  whites? 

They  do.  For  example,  if  you 
asked  groups  of  whites  and  Negroes 
how  they  would  spend  a  hypothetical 
ad  budget — one  way  of  measuring 
media  impact — you  would  likely  find: 

•  Negroes  would  put  the  lions 
share  of  the  budget  into  radio.  Tv 
would  rank  second  in  importance. 

•  With  whites  it  would  be  just  the 
opposite.  Tv  would  be  first  and  ra- 
dio would  get  the  second  largest 
amount. 

•  As  for  print,  both  white  and 
colored  would  put  them  in  the  also- 
ran  category. 

Actually,  this  is  just  how  a  sample 
of  whites  and  Negroes  rated  media 
when  asked  recently  in  Houston  how 
thev  would  spend  a  $25,000  ad  bud- 
get. 

The  question  was  part  of  a  major 
in-depth  study  of  Negro  attitudes 
undertaken  bv  Dr.  H.  A.  Bullock  of 
Texas  Southern  University. 

The  stuck,  entitled  "Consumer  Mo- 
tivation in  Black  and  White."  includ- 
ed an  intensive  psychological  and  so- 
ciological examination  of  the  Negro. 
his  preferences,  prejudices,  family 
organization  and  buying  motives. 

Dr.  Bullock  and  his  staff  spent  L5 
months  examining  a  panel  of  150 
Negro  and  50  white  families  the  lat- 
ter being  used  as  a  control  group 
against   which   to   make  comparisons. 


Financial  contributions  to  the  studv 
were  made  bv  the  OK  Group  and  Mo- 
tion Picture  Advertising  Service. 

The  OK  Group,  also  known  as  the 
Paglin-Rav  stations,  consists  of  Negro- 
programed  radio  outlets  in  six  south- 
ern cities:  WXOK.  Baton  Rouge: 
KYOK.  Houston;  KAOK.  Lake 
Charles.  La.;  \\  LOK.  Memphis. 
WGOK.  Mobile,  and  WBOK.  New 
Orleans. 

The  studv  v\as  so  revealing,  accord- 
ing to  Jules  J.  Paglin.  one  of  the 
owners  of  the  group,  that  it  v\as  de- 
cided to  prepare  an  agenc)  presenta- 
tion and  bring  Dr.  Bullock  to  New 
x  ork  to  explain  it.  Earl)  in  March, 
a  series  of  sessions  on  the  studv  was 
attended  bv  about  300  admen  from 
22  top  New  York  agencies.  Vmong 
them:  BBDO.  Esty,  CAW.  Bat.-. 
DCSS.    SSCB.    J.    Walter    Thompson. 

D-F-S.  Maxon,  L&N,  Y&R,  McCann- 
Krickson.  K&E,  Gumbinner,  OBM. 
Grej . 

Here  are  some  of  the  highlights 
of  the  presentation : 

•  The  Negro  familv  is  matriarchal. 
One  out  of  four  Negro  families  is 
headed  bv    a  woman. 

•  Though  the  Negro  i-  poorer 
than  the  white,  he  actuallv  has  more 
discretionar)  income.  He  is  often 
willing  to  cut  down  on  necessities  to 
buv    something    he   wants   badly. 

•  The  Negro  has  a  magnified  con- 
cern about  his  health.  ^ 
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^  New  $2.5  million  cam- 
paign is  aimed  at  36  key  mar- 
kets where  upgrading  strat- 
egy   will    do    the    most    good 


*  his  week  Esquire  put  the  finish- 
ing touches  on  a  new  $2.5  million 
campaign  designed  to  give  a  high 
shine  to  the  $70  million  shoe  polish 
business. 

The  move,  revealed  to  sponsor 
last  week  by  Esquire  president  Irving 
Bottner  in  an  exclusive  interview,  is 
in  two  significant  directions: 

•  An  entry  into  spot  tv,  to  pin- 
point 36  key  Esquire  markets,  and 

•  A  new  quality  symbol  (accept- 
able to  both  men  and  women)  for 
steeply  upgrading  the  product  and 
giving  prestige  to  the  do-it-yourself 
shine. 

The  thinking  behind  the  move 
from  network  to  spot  tv  (buys  are 
being  completed  this  week)  and  the 
upgraded  image  ( "the  man  in  com- 
mand'" I  highlights  some  interesting 
facts  about  how  people  react  to  do-it- 
yourself  grooming. 

According  to  Bottner,  former  Rev- 
Ion  v. p..  who  became  Esquire  presi- 
dent after  Revlon  purchased  the  com- 
pany in  January,  1958,  the  shoe  pol- 
ish industry  stands  about  where  cos- 
metics stood  27  years  ago.  "At  that 
time."  he  says,  "the  job  was  to  con- 
vince women  cosmetics  would  en- 
hance their  beauty,  not  harden  their 
looks.  If  that  hadn't  been  done,  we'd 
never  have  emerged  from  the  clear 
nail  polish  stage." 

The  job  today,  as  Bottner  sees  it,  is 
to  convince  men  that  a  do-it-yourself 
shine  enhances  prestige  without  di- 
minishing dignity.  "Shoe  polish  ad- 
vertising hasn't  taken  this  fact  into 
account,"  he  says.  "Better  shine, 
faster   shine,   easier   shine  copy  pre- 


NEW  PRODUCTS,  like  Shoe  Care  Bar,  and 
demonstration  factors  must  be  pinpointed  to 
key  markets,  say  Esquire  pres.  Irving  Bottner 
(r)   and   Mogul, LW&S  sr.  v. p.  Richard   Lockman 


SWITCHES  TO  SPOT  TV  PITCH 


supposes  the  desire  for  a  shine  in  the 
first  place.  It  begs  the  whole  ques- 
tion." 

Complicating  the  picture  are  these 
factors: 

•  Most  shoe  polish  purchases  are 
made  by  women.  In  fact,  three  of 
Esquire's  advertised  products  (Lanol- 
White.  Lano-Wax.  Skuff-Kote)  are 
largely  female-purchased. 

•  This  leaves  the  Boot  Polish  lor 
paste  wax!  with  a  roughly  50-50 
split. 

•  But  even  with  the  women  buy- 
ing the  wax.  the  man  must  still  be 
persuaded  to  use  it  up. 

•  On  top  of  this,  shoe  polish  is 
an  impulse  item,  rarely  put  on  a  shop- 
ping list. 

For  upgrading  with  total  impact, 
this  meant  copy  sliced  down  the  mid- 
dle in  two  ways: 

(1)  A  50-50  male-female  identifi- 
cation factor,  and 

(2)  A  50-50  institutional  and  hard 
sell  balance. 

These  were  the  product  and  con- 
sumer problems.  Bottner  says,  that 
had  to  be  tackled  by  the  Emil  Mogul 
agency  (now  Mogul.  Lew  in.  Williams 
&  Saylor  since  the  January  merger). 
Mogul  has  handled  the  account  since 
it  started  advertising  14  years  ago. 

To  develop  the  new  Esquire  image, 
key  agency  people  rolled  up  their 
sleeves  and  started  to  work  on  the 
problem.  Richard  Lockman,  senior 
v.p.  and  general  manager,  also  super- 
visor of  the  Revlon  account,  took  on 
the  job  of  supervising  Esquire.  He 
directed  the  team  consisting  of  v.p.'s 
Al  Berger,  cop\  chief.  Myron  Mahler, 
air  media  creative  director,  and  Les 
Dunier.  radio/tv  head,  plus  other 
agency  executives.  Included  in  the 
planning,  of  course,  was  Emil  Mogul, 
who  has  been  heavily  involved  in  the 
account  since  its  inception. 

They  looked  at  the  image  problem 
from  several  angles.  Lockman  says. 
Many  ideas — such  as  comparing  the 
need  for  a  dailv  shine  to  the  daily 
shaving  habit — were  considered  and 
rejected. 

Finally-  the  image  boiled  down  to 
a  figure  symbol — "the  man  in  com- 
mand," connoting  prestige,  authority 
and  precision  in  both  job  and  appear- 


ance. They  found  their  man  in  a 
Pan     \niei  ican    Airlines  clipper   pilot. 

Next  task:  to  turn  out  a  60-second 
commercial.  This  was  developed  with 
Moguls  executive  tv  producers.  Don 
Hillman  and  Jeanne  Harrison,  who 
were  already  at  work  on  commercials 
of  that  length  for  the  other  three 
products. 

These  commercials,  all  women- 
directed,  employed  hard  sell,  however 
upgraded  in  general  atmosphere.  The 
products: 

ill  Lanol  -  White,  an  all-white 
liquid  polish 

(2l  Lano-Wax.  a  liquid  contain- 
ing wax  and  polish 

(3)  Skuff-Kote,  a  heav\  dut\ -liq- 
uid for  kids'  shoes  I  and  b\  far  the 
runaway  leader  in  the  field) 

Only  the  Boot  Polish  commercial 
contains  the  "man-in-command"  s, m- 
bol.  designed  to  carr\   over. 

Placement  and  rotation  of  the  four 
spots  reflect  the  woman's  key  influ- 
ence in  shoe  polish  purchase.  Lock- 
man  explains  that  a  strong  reason  for 
Esquire's  entry  into  spot  I  in  addition 
to  pinpointing  markets)  was  to  be 
able  to  get  a  maximum  amount  of  ex- 
posure for  the  four  different  products. 

Thus  the  four  60-second  commer- 
cials are  rotated  equally,  so  that  the 
"man-in-command"  paste  wax  spot 
comes  up  every  fourth  time.  Mogul 
radio/tv  head  Les  Dunier  points  out 
that  the  buys  are  concentrated  mainl) 


in  late  movies,  locallj  in  Jack  I'aar, 
participating  prime  time  programs 
and  a  few  afternoon  women's  shows. 
"Our  schedules  an-  designed  to  reach 
100'  (  of  the  t\  audience  in  each  mar- 
ket,    he  sa\s. 

Fort)  station-  are  used  in  36  mar- 
kets.  Frequency:  12  to  15  spots  per 
week.  Duration  of  initial  campaign: 
L5  weeks. 

As  the  campaign  gains  momentum, 
a  magazine  schedule  will  break  in 
late  April:  full-page  "man-in-com- 
mand' color  ads  in  Life  and  Look  for 
the  paste  wax.  The  other  three  prod- 
ucts will  be  featured  in  Good  House- 
keeping,  Redbook,  Parents,  and  True 
Story. 

There  are  other  extensions  of  the 
spot  campaign  paving  the  way  for 
Esquire's  future  plans  for  itself  and 
the  shoe  polish  market  in  general. 
Basically,  there  are  three  methods  of 
expansion  open  to  Esquire: 

•  To  obtain  a  larger  share  of  the 
existing  market,  or 

•  To  increase  per  capita  consump- 
tion of  shoe  polish,  therein  giving 
Esquire  a  proportionate  -hare  of  the 
plus  \  olume. 

•  To   introduce  new    products. 

Esquire  president  Bottner  ex- 
plained that  the  new  campaign  is 
tooled  to  accomplish  the  first  two  ob- 
jectives. "As  part  of  the  third."  says 
Bottner,   "we're   not    <>nl\    taking    the 

i  Please  turn   to  pau.e   71  i 


NEW  COPY  THEME  has  prestige  symbol  more  meaningful  to  top-marlcet  areas.    New  "man-in- 
command"   concept   is   combined    with   straight   sell,    as   concluding    frame    of   commercial    shows 
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VARIETY  of  topping   (or  syrup)   brands  on  sale,  most  of  them  in  Parti-Day  markets,  is  illustrated  above.    Half  dozen  or  so  brands  competing  with 
Parti-Day  in  Green  Bay  have  gone  up  25%   in  sales  during  tv  test.    Sifers,   only  other  aerosol  topping   beside   Parti-Day,   has  gone  out  of  business 


Tv  turns  up  unexpected  market 


^    Sales    potential    for    dessert    toppings    is    at    least 
50%  higher  than  originally  expected,   Parti-Day  finds 

^    Local  tv  test  campaign   pushes   Green  Bay   figures 
far    above    other    markets    with    no    advertising    at    all 


W 


ith  the  end  of  the  Parti-Day  tv 
test  breathing  hot  on  their  necks, 
client  and  agency  for  the  dessert  top- 
ping are  impatiently  awaiting  final 
answers. 

One  thing  is  clear  already.  The  sales 
potential  for  dessert  toppings  is  con- 
siderably greater  than  was  indicated 
by  pre-test  sales  figures.  For  one 
thing.  Parti-Day  did  not  take  sales 
away  from  competitive  brands.  In- 
deed, the  Parti-Day  campaign  ac- 
tuallv  increased  its  competitors'  sales 
25%.  On  top  of  this,  Parti-Day  itself 
enjoys  a  sales  level  high  above  what 
it  was  able  to  show  before  the  test 
began. 

On  the  basis  of  this,  it  would  be 
safe  to  state  that  the  dessert  topping 
potential  is  at  least  50%  higher  than 
originally   indicated. 

One  month  remains  before  the  end 
of  the  26-week  test,  which  involves 
the  use  of  live  daytime  commercials 
to  introduce  a  dessert  topping  with 
a  four-flavor  range  in  an  aerosol 
container.  The  test  and  its  marketing 
by-products    have    been    reported    in 


SPONSOR   since   it   began   in    October. 

Shipments  in  the  Green  Bay  test 
area  are  humming  at  an  average  rate 
of  over  1,000  cases  every  half  month, 
about  four  times  the  rate  before  the 
campaign  started  over  WBAY-TV. 
Latest  figures  for  the  first  half  of 
March  show,  however,  the  first  dip 
below  the  1,000-case  shipment  level 
since  last  year.  A  warehouse  strike. 
Lent  and  bad  weather  were  said  t:> 
have  bem   responsible. 

A  major  step  remains  before  the 
final  answers  are  totaled.  The  second 
consumer  survey  to  be  taken  during 
the  test  will  be  set  in  motion  shortly. 
It  is  expected  by  the  agenc  ,  D'Arcy's 
Chicago  office,  that  some  pertinent 
conclusions  will  be  wrung  out  of  it. 
particularly  since  the  first  study  is 
available  for  benchmarks. 

One  burning  question  the  agency 
is  seeking  answers  to  is  the  extent  to 
which  children  influence  purchase  of 
the  product.  The  first  study  was  in- 
conclusive on  this  score.  It  indicated 
that  children  were  not  a  particularly 
potent    factor    in     the    purchase    of 


Parti-Day.  Robert  J.  Curry,  account 
executive  for  the  product,  feels  a 
more  carefully  honed  questionnaire 
will   indicate   otherwise. 

The  study  will  also  dig  out  facts 
about  percent  of  people  using  the 
product,  how  it's  used,  what  flavors 
are  popular,  etc. 

The  first  survey,  made  in  Green 
Bay  City  less  than  two  months  after 
the  tv  test  started,  showed  ( 1 )  brand 
awareness  at  the  60%  level  and  (21 
that  brand  awareness  was  due  pri- 
marily to  tv.  It  also  showed  that 
among  all  toppings  I  or  syrups  as 
some  people  call  them  I  Parti-Day 
was  second  only  to  Hershey.  which 
has  been  around  for  years,  in  terms 
of  (  1  I  percent  of  people  who  had 
ever  purchased  a  topping  I  2 1  percent 
with  a  topping  now  in  the  home  and 
•(  3  I   brand  popularity. 

Like  the  first,  the  second  test  will 
be  reported  in  sponsor.  Details  will 
be  published  in  a  final  wrapup  story 
after  the  completion  of  the  test.  The 
story  will  also  contain  the  agency's 
conclusions  about  the  test  and  a 
critique  by  outside  sources. 

While  final  answers  are  still  more 
than  a  month  off,  client  and  agency 
thinking  has  jelled  in  some  areas. 
At  least  one  definite  conclusion  has 
been  reached:  the  product  requires 
demonstration;  therefore,  a  full  60 
seconds  is  needed  to  tell  the  sales 
story.     This  is  because,  if  not  prop- 


40 


sponsor 


28  march   1959 


erly  dispensed  (the  container  must 
be  up-ended  I  gas  escapes  from  the 
aerosol  container  before  the  topping 
is  all  used  up.  Currently.  Parti-Da} 
is  not  battling  an)  aerosol  topping 
directly.  A  competitive  aerosol  top- 
ping, Sifers,  threw  in  the  towel  not 
too  long  ago. 

The  agency  is  satisfied  that  tv  can 
force  distribution  speedily.  One 
month  after  the  test  started.  Parti- 
Day  had  increased  its  distribution  in 
chain  and  independent  supermarkets 
I  which  account  for  80$  of  the  groc- 
ery business  in  the  area  I  from  less 
than  10'/  to  practically  100r, .  This 
was  not  a  unique  coup.  Parti-Day  did 
just  about  as  well  in  Boston  with  a 
combination  of  tv  and  newspapers. 
But  the  Green  Bay  filling-the-pipe- 
line  performance  is  still  considered 
impressive  by  the  agency.  Curry 
gives  a  lot  of  credit  to  the  missionary- 
merchandising  work  of  Parti-Da\  s 
food  broker,  the  Otto  L.  Kuehn  Co. 

Parti-Dav  still  does  not  have  dis- 
tribution in  "ma  and  pa"  stores  in 
the  Green  Bay  area.  Powerful  as  tv 
is,  it  is  not  powerful  enough  to  over- 
come the  fact  that  the  only  contact 
the  small  store  has  with  the  distribu- 
tion process  in  this  section  of  the 
country  is  via  the  wholesaler's  cata- 
logue. If  the  owner  of  a  ma  and  pa 
store  in  the  Green  Bay  area  saw  a 
wholesale  grocery  salesman,  he  would 
probably  faint  with  surprise.  Eventu- 
ally, it  is  expected  that  as  the  Parti- 
Day  name  seeps  down,  some  small 
retailers  will  add  it  to  their  stock. 
However,  the  ma  and  pa  stores  are 
not  an  important  battleground  for 
Parti-Day. 

The  agenc\  and  client  are  pleased 
with  the  work  WBAY-TV  personality 
Russ  Widoe  has  done  for  them  in  the 
live  commercials.  Curry  says  that 
Widoe  has  an  attractive  approach — 
somewhat  simliar  to  CBS"  Captain 
Kangaroo.  However,  the  agency  does 
not  subscribe  to  the  notion  that  a 
live  personality  is.  willy-nilly,  the  best 
answer  in  all  situations.  It  depends, 
says  Curry,  on  who  the  personalis  is. 
And  whether  he's  available. 

Though  daytime  tv  has  proven  it- 
self for  Parti- Day.  D'Arcy  is  not 
wedded  to  before-dark  in  principle 
for  the  product.  The  fact  is  that,  if 
the  budget  could  stand  it.  prime  avail- 
abilities would  get  more  of  a  nod. 

In-store  demonstrations  by  dairy 
firms,   which   tied   in    Parti-Da\    with 


ice  cream,  have  been  a  major  pro- 
motional  fillip.     The   onset   of   Lent 

has  probably  been  a  factor  in  the  de- 
cline in  sales  since  the  last  half  of 
January. 

Marvin  Bower.  merchandising 
manager  for  the  Kuehn  Co.,  also  re- 
ported "terrific  storms"  in  the  area 
dining  the  latest  semi-monthl)  -ale- 
period  and  noted  that  two  major 
customers  were  suffering  from  a 
warehouse  strike. 

Unfortunately,  it  will  be  difficult 
to  measure  with  any  accuracy  the 
effect  of  Lent  on  Parti-Da\  sales 
since  the  test  will  cover  onl)  one  post- 
Lenten,   semi-monthl)    period. 

Two  minor  sources  of  distribution 
for  Parti-Day  have  proved  disap- 
pointing. One  was  drug  stores  and 
restaurants.    The  other  dairy   routes. 

Both  are  difficult  markets  to  crack 
for  a  number  of  reasons.  In  the  case 
of  drug  stores  and  restaurants,  one 
problem  is  to  get  consumers  to  ask 
for  a  topping  b\  name.  This  is  ob- 
viously no  easy  chore. 

One  dairv  firm  took  50  cases  of 
Parti-Day  to  be  distributed  1>\  route 
salesmen   but   never   re-ordered.    The 
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HOW  GREEN   BAY  COMPARES  TO 

MARKETS  WITH  NO  ADVERTISING 

Cases  of  Parti-Da}  shipped  semi-monthly  to  wholesalers 

Period                                                   Green  Bay  Milwaukee            Louisville               Phoenix 

16-31  Oct. 580  869             290              !83 

1-15  Nov 1,540  734             220              lid 

16-30  Nov. 370  395           l:::           in 

1-15  Dec. 1.090  553              163              L23 

16-31   Dec 350  III)                1«)2                117 

1-15  Jan 1.595  311                217               159 

16-31  Jan. 1.865  505                L96                120 

1-15  Feb. 1.380  554                210                 96 

16-28  Feb. 1,245  Ml              136              L05 

l-is  Mar 580  379              90               55 

Total 10,505  5.154           1.831           1,241 

Average, 

semi-monthly 1.050  515              183             12  1 


barrier  here  was  the  relativel)  slow 
consumption  of  toppings,  a  problem 
faced  l>\  an)  brand.  In  addition,  it 
ii i ii—t  be  kept  in  mind  thai  the  Green 
Ba)  area  is  no  den-cl\  populated 
urban  (filler.  No  mallei  what  per- 
cent of  the  population  in  the  area 
use  toppings,  tbe  amount  sold  on  an) 

one  da)  to  customers  On  one  route  i- 
bound  to   lie  small. 

On  the  plus  side,  two  other  facts 
can  be  reported.  One  is  that,  despite 
the  importance  attached  to  proper 
dispensing  of  the  product  from  the 
container,  there  have  been  n<>  prob- 
lems with  returns.  The  other  i-  that 
Parti-Da)  faces  no  particular  prob- 
lem in  finding  shelf  space.  It  can  be 
usualh  found  over  the  ice  cream  cabi- 
net. Parti-I)a\  does  not  have  to  be 
refrigerated,  a  fortunate  fact  from  the 
point  of  view  of  selling  both  the  con- 
sumer  and    supermarket. 

There  remains,  of  course,  the  ques- 
tion of  what  will  hapen  to  Parti-Da) 
in  Green  Bay  when  advertising  is 
either  withdrawn  or  cut  down  to  a 
paying  basis.  As  the  chart  below  in- 
dicates, advertising  particular!)  t\ 
advertising      can  work  wonder-.     ^ 
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FACTS  AT  A  GLANCE  ON  NEW 
Q.R.I.  COMMERCIAL  REPORTS 

What  it  is:  A  tv  copy  research  service  that  will  cover  every 
commercial  on  night  net  shoivs  for  solid  week 

When  it  starts:  First  field  work  scheduled  week  of  26  April 

How  many  markets:  Interviews    cover    10    major    three-net    cities 

Survey  sample:  For  dual  appeal  products,  about  100  men  and 
100   women.     For   single   appeal,   about    150 

What  it  reports:  Numbers  and  percentages  of  viewers,  brand 

name  recall;  what  points  tv  copy  made  best        § 


What  it  costs: 


to  $55  per  report  depending  on  quantity 


NEW   RATINGS   FOR  COPY 


^    Admen,    haunted   by    query:    "What    do    they    get 
out    of    our    commercial?"    get    "answering    service" 
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n  four  weeks,  field  work  will  begin 
on  the  first  report  of  a  brand  new  tv 
copy  research  service  by  Qualitative 
Research,  Inc.,  a  Trendex  affiliate. 
The  telephone  survey  will  be  conduct- 
ed in  10  three-network  markets,  will 
cover  every  commercial  on  nighttime 
net  programs  for  a  solid  week,  plus 
the  commercials  appearing  the  follow- 
ing week  on  the  shows  that  have 
alternate  sponsors. 

Two  major  agencies,  Y&R  and 
Mc-E,  have  contracted  for  100%  de- 
livery of  the  service  (they  will  know 
not  only  how  their  own  commercials 
rate  in  audience  viewing  and  recall — 
but  also  how  every  other  commercial 
stacks  up  against  theirs). 

Interviews,  according  to  Q.R.I. 
President  Jack  Boyle,  will  gather  re- 
call data,  the  commercial  audience, 
brand  name  recall,  a  measure  of  the 
audience's  like  or  dislike  of  the  com- 
mercial, and  verbatim  report  from 
each  respondent  of  the  specific  points 
and  contents  brought  out  by  the  com- 
mercial copy. 

The  interest  of  these  two  major 
agencies  in  complete  reports  demon- 
strates, to  some  degree,  the  growing 
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trend  to  "look  backward"  at  aired 
commercials.  In  the  case  of  Y&R  and 
Mc-E,  both  plan  an  extensive  con- 
tinuing analysis  of  the  data  as  a  part 
of  their  tv  commercial  research. 

Reports  for  1959  will  cover  April, 
May,  October  and  November;  next 
year,  there'll  be  eight.  These  reports 
will  be  available  by  commercials 
rather  than  by  programs,  will  include 
description  of  the  video  and  tran- 
scription of  audio.  Prices  start  at 
$55,  scale  down  to  $30  depending  on 
quantity  ordered.  The  markets  cov- 
ered: New  York,  Chicago,  Philadel- 
phia, Boston,  Detroit,  Cleveland, 
Baltimore,  St.  Louis,  Washington  and 
Cincinnati.  Sample  will  be  about 
100  men  and  100  women  who  saw  the 
commercial  if  the  product  has  dual 
sex  interest;  in  the  case  of  single  sex 
interest,  the  sample  will  be  about  150 
of  that  sex. 

What  the  adman  will  find  out  about 
his  own  or  competing  commercials  is 
such  information  as:  number  and  per- 
cent who  recall  seeing  the  commer- 
cial, number  and  percent  who  identi- 
fied brand  name,  verbatim  reports  on 
viewer  reactions  to  ad.  w^ 


2000  radio 


w*  Philadelphia  hardware 
wholesaler  gets  higher  sales 
power  at  lower  cost  for  hard- 
to-sell,    hard -to -grasp    items 

wW  hat  Erwin  Wasey,  Ruthrauff  & 
Ryan  describes  as  the  "biggest  radio 
spot  contract  ever  signed  in  the 
Philadelphia  area"  has  just  been 
nailed  down  in  that  market.  Behind 
the  $55,000,  two-year  deal  handled  by 
the  agency  for  Tryon  Hardware  is 
some  tested  strategy  any  manufactur- 
er, wholesaler  or  dealer  (especially 
with  hard-to-sell  items  on  his  hands) 
ought  to  know  about. 

To  solve  an  extremely  complex 
problem  of  moving  a  large  variety  of 
hard-to-understand  (hence  hard-to- 
sell)  products  quickly  to  increase 
dealer  franchises,  Tryon  turned  to 
spot  radio  three  years  ago.  The 
wholesaler  found  it  could  do  the  job 
at  lower  cost  and  with  more  efficiency 
in  this  medium  than  in  tv  or  print. 

Through  trial  and  error,  Tryon  and 
EWR&R  have  assembled  a  veritable 
tool  kit  of  facts  about  how  to  get  re- 
sults with  the  marketing  problems  in- 
volved here: 

•  Sixty-second  copy  is  almost  al- 
ways needed  to  get  the  function  of 
the  product  across,  as  well  as  stimu- 
lating a  desire  for  it. 

•  Properly  pinpointed  copy  and 
time  slots  will  reach  a  susceptible 
audience  that  might  never  have 
thought  about  the  product,  or  knew 
it  existed. 

•  Price  of  the  item  is  not  a  fac- 
tor, so  long  as  a  desire  is  created. 

•  A  successful  promotion  for  one 
item  will  hypo  sales  of  other  items 
in  the  same  line. 

•  Each  radio  promotion  requires 
a  month's  preparation  at  dealer  level 
to  insure  sufficient  in-store  promotion 
and  back-up  stock. 

•  Suppliers  save  roughly  20%  in 
costs  by  hooking  up  with  a  whole- 
saler with  a  long-term  station  con- 
tract at  its  disposal. 

•  Cost  to  Tryon  is  cut  roughly  in 
half — as  the  budget  is  co-oped  on  a 
roughly   50-50   split   with   each   sup- 
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spots  per  year  for  off-beat  items 


plier  contracting  with  the  wholesaler. 

Tryon  has  increased  its  radio  ac- 
tivity from  last  year's  1.100  spots  to 
roughly  1.000  in  the  two-year  period 
ahead.  While  spots  are  floated  be- 
tween 6  a.m.  and  1 1  p.m.,  products 
are  geared  to  times  best  suited  to  tin- 
audience  in  mind. 

The  wholesaler  is  generally  push- 
ing three  to  four  products  a  week 
with  its  40-spot  schedule,  so  it  must 
keep  several  balls  in  the  air  at  once. 
Here  are  some  of  the  tough-to-sell 
items  Tryon  moves  via  radio  and  the 
strate"\  involved : 


Pouer  mowers.    Lawn-Boy    power 

mowers  is  the  item  that  started  Tryon 
on  its  radio  course  in  1955  and  il- 
new  campaign  contracts  for  0(10 
spots.  The  renewed  campaign  calls 
for  week-long  promotions,  in  some 
cases  using  all  of  Tryon's  40  weekly- 
spots.  The  theory  here:  that  a  pow- 
er motor  is  a  costly  item  the  whole 
family  has  an  interest  in.  Pre-sellinj; 
the  man  who  will  have  to  push  it  is 
as  important  as  encouraging  his  wife 
to  nag  him  a  bit  to  buy  one.  ( In 
contrast,  Rigid  Ironing  Boards  had 
but   one   audience,    requiring    limited 


placements  when  ironing  boards  were 

up.  I 

Lawn-Bo)  has  nol  onl)  enjoyed 
sales  increases  in  Philadelphia  ovei 
the  three-year  period,  but  impor- 
tantly have  been  able  to  hold  the 
price  line  in  this  area,  a  problem  that 
has  become  particular!)  acute  else- 
where for  the  manufacturer. 

Lryon  discovered  from  the  1. awn- 
Boy  promotion  thai  one  product 
pushed  on  radio  will  increase  sale  of 
others  in  the  same  line.  It  has  proved 
this  relationship  to  dealers  with 
i  Please  turn  t'>  page  72  i 


MOVING  OFF-BEAT  ITEMS  via  radio  is  backbone  of  marketing  strategy  used  by  Edward  K.  Tryon  Co.,  hardware,  novelty  wholesaler.    Some  of 
the  hard-to-sell  items  are  reviewed  by   (I  to  r)   W.  Blakely  Chandlee,  v. p.  gen.  mgr.,   Edward  C.  Laird,  hardware  manager,  David  Rolston,  sales  mgr. 
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SUMMER    RADIO 

{Continued  from  page  34) 

plane.  Beer  and  soft  drinks,  air  con- 
ditioners and  fans,  sun  tan  lotions 
and  gasoline  are  usually  well  repre- 
sented among  summer  clients  and 
will  likely  appear  on  the  air  waves 
this  coming  summer,  too. 

Though  radio  has  become  a  medi- 
um of  short-term  flights,  there  are  a 
number  of  52-week  clients  which  con- 
tributed to  the  summer  spot  billings 
total.  Tobacco  accounts  are  among 
the  reliable  ones.  American  Tobacco 
and  R.  J.  Reynolds  know  no  season 
in  cigarette  advertising.  They  take 
advantage  of  radio's  economy  and 
reminder  values  but  don't  overlook 
the  straight  sell.  Ford  cars  are 
plugged  the  year  round  in  major 
markets.  Network  has  its  regulars, 
too.  Mutual,  for  example,  carries 
messages  from  Sterling  Drug  and 
Hudson  vitamins  12  months  a  year. 

Station  merchandising  and  promo- 
tion approaches  during  the  summer 
will  not.  of  themselves,  lure  clients 
into  summer  radio,  but  they  offer 
convenient  springboards  for  a  more 


powerful  and  effective  sell.  Methods 
used  run  the  gamut  in  variety  and 
ingenuity.  Some,  obviouslv,  are  more 
effective  than  others  and  some  ex- 
perience is  required  in  knowing  which 
approaches  will  pay  off.  A  substan- 
tial part  of  summer  promotions  are 
used  as  audience  promotion  devices 
by  the  station. 

Some  promotions  are  tailored  to  fit 
particular  advertising  problems.  For 
example,  last  year  WSB.  Atlanta, 
fixed  up  a  station  wagon,  which  it 
called  the  Picnic  Patrol,  to  visit  peo- 
ple at  picnics,  parks  and  even  in  their 
back  yards.  The  wagon  gave  out 
samples  of  products  advertised  on  the 
station,  a  particularly  useful  gim- 
mick to  the  many  new  products  being 
continually  introduced. 

The  Westinghouse  stations  are  con- 
sistently active  in  special  summer 
promotions  and  programing  to  keep 
audience  interest  alive.  WOWO, 
Fort  Wayne,  like  many  stations,  re- 
vamps its  weekend  programing  to 
appeal  particularly  to  auto  listeners 
and  especially  those  visiting  the  area 
on  vacation.  Last  year  WOWO  put 
on  regularly  a  program  called  Wing 


Ding  from  Friday  afternoon  until 
Sunday  night.  KYW,  Cleveland,  is 
planning  "KYW  Days"  at  amusement 
parks,  racetracks  and  beaches.  A 
common  sales  device,  used  by  KEX, 
Portland.  Ore.,  last  year,  was  a  spe- 
cial package  of  weather  and  news, 
sponsored  by  a  national  finance  com- 
pany and  a  soft  drink  advertiser. 

The  networks  are  also  active  in 
summer  promotions.  ABC  will  an- 
nounce in  about  a  week  the  summer 
version  of  its  "4-most"  marketing 
plan  ( one  for  each  season  of  the 
year) .  The  on-the-air  promotion  will 
build  on  four  varieties  of  products 
and  will  have  a  theme  for  each 
variety.  The  four  are  (1)  ready-to- 
eat.  easy-to-prepare  foods,  such  as 
canned  meats,  canned  fish,  fruit 
juices,  (2)  products  used  on  short 
vacation  trips,  such  as  gasoline,  oil, 
tires,  soft  drinks,  beer,  cameras,  film, 
(3 1  appliances  such  as  air  condi- 
tioners and  freezers  and  (4)  per- 
sonal care  items  such  as  sun  tan  lo- 
tion, first-aid  materials.  Hal  Cranton. 
director  of  sales  development  and 
research  for  the  network,  estimates 
that  during   13  weeks  the  campaign 


will  run.  the  supporting  announce- 
ments make  over  1(>0  million  listener 
impressions.      Network    personalities 

will  he  user!  as  well  as  stafT  announ- 
cers to  deliver  the  announcements. 

With  Mutual,  like  MIC.  selling 
news  primarily,  there  isn't  much 
room  for  programing  changes.  How- 
ever, Mutual  has  a  ke\  programing 
lever  in  its  Game  of  the  Day.  major 
league  hasehall  aired  seven  days  a 
week.  The  Saturday  game  is  offered 
for  national  sale,  the  others  are  co- 
op. This  year,  for  the  third  straight 
season.  Quaker  Oil  will  sponsor  the 
Saturday  game.  Quaker  Oil's  broad- 
casts  are  not  heard  in  major  league 
cities,  specifically  within  an  area 
covering  a  75-mile  radius  from  the 
hall  park.  However,  to  get  national 
coverage,  the  client  sponsors,  in  ad- 
dition, six  weekend  five-minute  shows 
with    Frankie    Frisch. 

Local  sponsorship  of  Game  of  the 
Day,  which  is  carried  hy  360  of  the 
web's  453  stations,  emhraces  a  broad 
spectrum  of  retailers.  The  show  is 
on  from  4  April  to  27  September. 

NBC  Radio  will  go  into  the  sum- 
mer   with    some    major    revamping. 


Some  will   he  tin   summer  only,  hul 
most  w  ill  be  permanent. 

The  summer  changeover  involves 
the  substitution  of  Monitor  for 
Sightline  during  weekday  nights,  ap- 
parently  an  attempt  t<>  I si    NBC's 

auto  audience — a  prime  target  of  the 
weekend    Monitor.     The    change    will 

be    effective    with    Daylight    Saving 

Time. 

The  other  program  remodeling 
was  more  basic.  It  involved  the  drop- 
ping of  the  network's  entire  block  of 
drama  in  the  afternoon.  Since  the 
block  includes  a  number  of  long- 
running  serials,  the  changeover  repre- 
sents the  end  of  an  era.  Shows 
dropped  include  Don  Ameche's  Real 
Life  Stories,  Five  Star  Matinee.  One 
Han's  Family,  The  Affairs  of  Dr. 
Gentry,  Woman  in  My  House  and 
Pepper  Young's  Family.  All  but  the 
first  two  are  serials.  Henceforth.  CBS 
w  ill  remain  the  only  radio  network 
with  daytime  serials,  once  the  staple 
of  daytime  network  radio. 

Replacing  the  six  programs,  which 
run  in  the  2-4  p.m.  period  will  be 
a  musical  variety  show  titled,  appro- 
priately,  It's  Network  Time. 


\l-o  being  replaced  is  Bandstand, 
Instead,  the  network  will  program  a 
self-containing  drama  similai  in 
style  to  the  preceding  l/\  True  Story. 
Matthew  I.  Culligan,  the  web's  chief, 
told  affiliates  thai  research  shows 
younger  housewives  find  the  hours 
between  U>  a.  m.  and  Noon  (when 
the  two  dramas  are  being  programed  i 
ideal  for  listening  to  thai  kind  of  fare. 
I  For  more  details  on  the  NBC  Radio 
changeover,  see  \\  rap-l  p  in  this 
i--ue.  I 

CBS  Radio  is  mapping  some  spe- 
cial show-  for  the  summer,  including 
a  number  of  sport-  event-.  Excepl 
for  sports,  network  radio  has  never 
made  an\  major  change-  in  program- 
ing just  for  the  summer,  a  tradition 
that  network  tv  carries  on. 

Radio  will  be  listened  to  thi-  sum- 
mer on  possibl)  L50,000,000  sets,  a 
SPONSOR  estimate  based  on  a  pro- 
jection of  RAB  figures  from  last  sum- 
mer. More  precise  figures  will  be 
forthcoming  in  a  month  or  two  from 
a  Census  Bureau  survev  taken  in 
November  L958  and  sponsored  by 
BAB.  + 


REPEAT  ORDERS  in  the  nation's  14th  market,  as  anywhere  else,  are  the  best  evidence  of  television's 
selling  ability.  YVGR-TV,  NBC  in  Buffalo,  is  proud  that  25  national  and  21  local  advertisers,  who  have  used 
the  station  continuously  since  it  started  in  1954,  have  renewed  for  52  weeks  of  1959. 

These,  and  newer  advertisers,  will  get  even  better  sales  results  in  1959,  as  WGR-TV  continues  to  provide 
better  service  for  more  viewers  in  the  mighty  and  prosperous  market  known  as  the  Niagara  Frontier. 

Two  recent  developments  that  emphasize  WGR-TV's  continuing  leadership  in  Buffalo  are  the  installation 
of  the  first  videotape  equipment  in  the  area  and  the  purchase  of  a  new  tower— 300  feet  taller— 
to  further  extend  its  coverage  in  Western  New  York. 

For  best  results  from  America's  most  powerful  selling  medium,  be  sure  to  call  Peters,  Griffin,  Woodward 
about  availabilities  in  Buffalo. 


NBC  •  CHANNEL  2  •  BUFFALO 


C-TV,  Rochester,  N.  Y.  .  WSVA,  WSVA-TV,  Harrisonburg,  Va. .  WGR,  WGR-TV,  Buffalo  .  WNEP-TV,  Scranton  -  Wilkes- B 


With  summer  campaigns  being  readied,  SPONSOR  ASKS: 

How  are  advertisers 


appraising  summer  air 


As  campaign  planning  for  the 
third  quarter  goes  into  high  gear, 
station  men  report  national  spot 
advertisers'  summer  strategy 

Ceorge    Henderson,   exec,   vice  pres., 

W'SOC    Broadcasting    Co.,    Inc.,    Charlotte, 

N.  C. 

Most  of  the  research  organizations 
seem  to  agree  that  television  summers 
are  getting  better  every  year.  Here  at 
WSOC-TV   we  have   certainly    found 


Tv  summers 
are   getting 
better 
every  year 


this  to  be  true,  and,  we  are  look- 
ing forward  to  even  bigger  and  better 
things  during  the  summer  of  '59. 

Our  own  sales  records  show  that 
local  advertisers  have  been  much 
more  active  in  summer  television  than 
national  sponsors,  but  I'm  convinced 
that  this  year  and  each  subsequent 
year  will  see  more  and  more  national 
accounts  "get  into  the  swim." 

And,  why  not?  A  recent  Curtis 
Publishing  Co.  survey  reveals  that  the 
American  tv  audience  does  not  just 
pack  up  and  disappear  into  remote 
vacationland  in  the  summer.  In  fact, 
this  old  belief  has  now  been  thorough- 
ly debunked.  Only  four  out  of  10 
families  take  their  vacation  in  the 
summer,  and,  during  a  typical  week, 
the  percentage  of  people  who  are 
"away"  is  negligible.  Not  only  are 
these  same  people  available  during 
the  summer,  but  they  are  also  buying 
and  using  more  of  many  products 
than  during  any  other  season.  So 
much  so,  in  fact,  that  a  majority  of 
consumer  products  reach  their  peak 
or  next-to-peak  months  in  summer, 

The  Department  of  Commerce 
comes  up  with  some  additional  infor- 
mation to  emphasize  the  above.  They 


report  that  retail  sales  in  the  summer 
quarter  are  substantially  higher  than 
the  average  for  the  other  three  quar- 
ters in  such  categories  as  household 
appliances,  automotive,  hardware, 
grocery  and  drug  store  products. 

During  the  summer  of  1958,  more 
home-hours  were  spent  watching  tele- 
vision than  ever  before,  also,  more 
advertisers  spent  more  millions  of 
dollars  on  tv  than  in  any  previous 
year.  Most  important  of  all,  more  mil- 
lions of  dollars  of  merchandise  were 
moved   by   television. 

Knowing  this  to  be  true,  it  is  per- 
fectly obvious  that  those  sponsors 
who  take  a  "vacation"  from  adver- 
tising during  the  summer  months  are 
very  likely  to  return  in  the  fall  to 
find  that  many  of  their  customers 
have  been  wooed  away  by  smart  com- 
petitors who  have  maintained  their 
tv  advertising  without  interruption 
through  the  summer  months.  Four 
of  the  top  10  tv  advertisers  not  only 
stayed  with  summer  tv  in  1958,  but 
actually  spent  more  than  in  either  the 
first  or  second  quarters. 

Finally,  the  added  discounts  earned 
by  52-week  advertisers  result  in  a 
much  more  efficient  and  economical 
tv  advertising  program  throughout 
the  year. 


Robert    O.    Paxson,    station    manager, 
KETV,  Omaha,  Nebraska 

Summer,  1959  promises  excellent 
sales  for  television  stations  and  tele- 
vision advertisers  if  they  continue  to 
sell.  Unfortunately  advertisers  in  the 
past  felt  a  hiatus  was  necessary  to 
spread  budgets.  This  action  produced 
a  side  effect  for  television  sales  per- 
sonnel— network,  national  spot  and 
local — in  that  these  personnel  pre- 
sumably took  a  "hiatus"  in  their 
selling  effort.  Now  both  advertisers 
and  salesmen  realize  this  has  been  a 
penny-wise  move  since  the  consumer 
will  take  a  vacation  from  buying  only 
if  he  is  not  sold. 

Present  activity  for  summer  reveals 


the  sound  judgment  of  advertisers' 
plans  to  keep  sales  momentum 
through  the  year.  With  competition 
at  all  levels  and  in  all  industries  be- 
coming more  severe,  the  advertiser 
has  realized  it  is  not  worth  the  risk 
of  losing  a  substantial  share  of  a 
market  for  13  weeks.  It  could  and 
frequently  does  cost  him  much  more 
to  recapture  that  share  (if  he  ever 
does )  after  the  damage  is  done. 

This  is  evident  nationally,  both  in 
network  and  spot,  and  the  local  trend 
is  keeping  pace.  Certainly,  many 
local  advertisers  have  been  like  the 
bumblebee  who  wasn't  supposed  to 
fly — they  didn't  know  they  weren't 
supposed  to  make  sales  in  the  summer 
so  they  just  went  ahead  and  sold. 

There  are  statistics  galore  to  show 
that  retail  sales  are  higher  in  August 
than  any  month  except  December, 
that  more  durable  goods  are  sold  in 
July  than  December,  that  August  is 
the  year's  best  month  for  food  sales — 
yes,  and  they  will  go  even  higher  if 
tv  spot  billings  keep  the  same  ratio 
to  sales  in  the  third  quarter  as  they 
do  in  other  quarters. 


Summer  1959 
should  be 


the  best  yet 


If  each  of  us  sells  as  hard,  as 
creatively  and  as  effectively  in  June, 
July  and  August  as  we  do  the  other 
month  of  the  year  then  summer  1959 
should  set  all  time  sales  records  in 
our  industry. 

Perry  B.   Bascom,  national  radio  sales 

manager,    Westinghouse    Broadcasting   Co., 

Inc.,  New  York 

On  the  six  radio  stations  of  the 
Westinghouse  Broadcasting  Co.,  Inc., 
May,  June,  July  and  August  were  the 
biggest   sales   months   of   1958,   with 
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media? 


the  exception  of  October  and  Novem- 
ber, and  were  weil  ahead  of  the 
same  months  in  195?i 

Most  advertisers  are  recognizing 
the  reach  and  potei/.cy  of  summer 
radio.  While  summer  doesn't  offici- 
ally begin  until  Ji:ne,  the  beginning 
of  Daylight  Saving  Time  in  late  April 
is  the  real  start  of  summer  listening 
patterns.  With  warmer  weather  and 
longer  days,  the  family  living  moves 
outdoors.  There  are  more  picnics  and 


We  expect 
stronger  swing 
than  ever 
to  radio 


backyard  barbecues,  and  a  parallel 
growth  in  portable  radio  listening, 
dore  mileage  is  put  on  the  family 
automobile,  and  more  time  is  devoted 
to  the  car  radio. 

Historically,  local  advertisers  have 
made  greater  use  of  the  reach  and 
potential  of  radio  during  the  outdoor 
season,  in  all  time  periods — daytime, 
nighttime  and  weekend.  Last  year, 
we  found  that  each  of  the  Westing- 
house  radio  stations  showed  a  greater 
number  of  national  spot  advertisers 
and  a  greater  volume  during  these 
months  than  in  the  summer  before. 

Typical  summer  advertisers  are  au- 
tomotive accounts,  beverages,  drive- 
in  restaurants,  and  theaters,  ice 
creams,  suntan  lotions,  and  other 
products  whose  greatest  sales  oppor- 
tunities come  during  the  summer. 

The  mobile  summer  audience  is 
attentive,  thanks  to  radio's  where-to- 
go-and-what-to-do  tips,  weather  in- 
formation, traffic  reports  and  other 
community  informational  services. 

Yes,  advertisers  swung  strongly 
to  summer  radio  in  1958,  and  we 
expect  an  even  stronger  swing  in 
1959.  There  is  no  summer  slump  in 
radio,  either  in  sales  or  in  listening. 
In  fact,  the  opposite  is  true.  ^ 


WCSH-TV   6 


>B«     Affiliate 


Portland,    Maine 


OUR  PROGRAMMING  BECKONS 
MORE  VIEWERS 


SO  YOU  GET  MORE  POINTS 

For  five  straight  years  every  survey  taken  in  our 
service  area  (including  the  latest  ARB)  has  shown  that 
the  programming  of  Channel  6  attracts  more  viewers.  And 
these  viewers  are  buyers  with  IJ/4  billion  dollars  to  spend. 
Together  they  account  for  2/3  of  Maine's  retail  sales 
and  1/4  of  New    Hampshire's. 

Get  your  share  —  see  your  Weed  TV  man  about 
the  station  that  serves  them  best  —  WCSH-TV. 


A  MAINE 
BROADCASTING  SYSTEM 

STATION 

A  matching  schedule  on  Ch.  2  in  Bangor  saves  an  extra  5% 


WCSH-TV-(6),  Portland 
WLBZ-TV-(2),  Bangor 
WCSH-Radio,  Portland 
WLBZ-Radio,  Bangor 
WRDO-Radio,  Augusta 
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RADIO  BASICS/APRIL 


/« 


Facts  &  figures  about  radio  today 


1.  CURRENT  RADIO  DIMENSIONS 


Radio  homes  index 


1959        1958 


49.5 
radio 
homes 


48.7 
radio 
homes 


51.4  50.6 

U.S.  homes    U.S.  homes 

Source:  A.  C.  Nielsen  estimate,   1  Mar.  each 
year,   homes  figures  in  millions. 


Radio  set  index 


Set 
location 


Home 
Aulo 
Publi. 
places 

Total 


1958 


1957 


95,400,000 
37,200,000 


90,000,000 
35,000,000 


10,000,000*     10,000,000 


142,600,000  135,000,000 


Source:     RAB.     1     July     1958.     1     July     1957 
sets   in  working  order.     *No  new   information. 


Radio  station  index 


End  of  February  1959 


Stations 
on  air 


CPs  not 
on  air 


New  station 
requests 


New  station 
bids  in  hearing 


Am 
Fm 


Am 
Fm 


3,339 
591 


119 
134 


490 
44 


End  of  February  1958 


3,222 
540 


85 
64 


406 
42 


122 
26 


115 
11 


Source:    FCC   monthly  reports,   commercial   stations.     "January  each   year. 


Radio  set  sales  index 


Type 


Home 
Auto 


Total 


Jan.  1959 


Jan.  1958 


8,631,344      9,721,285 
3,715,362      5,495,774 

12,346,706     15,217,059 

Source:   Electronic  Industries  Assn.    (formerly  RETMA).     Home  figures   are   retail  sales, 
auto  figures   are   factory   production. 


700,490        534,640 
420,052        349,679 

1,120,542        884,319 


12    Months 
1958 


12    Months 
1957 


2.  SET  SALES  TRENDS 
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RADIO  SET  SALES   BY  TYPE,    1947-58 


YEAR 


HOME 


CLOCK 


PORTABLE 


AUTO 


TOTAL 


1947 
1948 
1949 
1950 
1951 
1952 
1953 
1954 
1955 
1956 
1957 
1958 


11.972.000 
10.325,000 
5.127.000 
7.818.000 
5.358.000 
4.394.000 
3.309.000 
2.701.000 
2.659.000 
3.007.000 
3.193.000 
2.669.000 


727.000 
1,666.000 
1.714.000 
1 .897.000 
2.035,000 
2.223.000 
2.439.000 
2.205.000 


2.388.000 
2.585.000 
1.799.000 
1.593.000 
1.200.000 
1.528.000 
1.503.000 
1.449.000 
1.879.000 
2.683.000 
3.205.000 
3,115.000 


3,459,000 
4.240,000 
3.596,000 
4.740.000 
4.543.000 
3,243.000 
5.183.000 
4.124.000 
6,864.000 
5.057,000 
5,496.000 
3.715.000 


20,819,000 
17,150,000 
10,522,000 
14,151.000 
11,828,000 
10,831,000 
11,709,000 
10,170,000 
13,437,000 
12,970,000 
14,333,000 
11,704,000 


Source:     EIA.    Auto  figures  are  factory  pi 
sales  index"   above   Includes   combinations. 


(taction,   all  others  are  retail  sales.     Total   does   not    include   radio-phonograph    combinations.     Totals    in      Radio  set 
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-  to  the  master  silversmith  each  new 
assignment  presents  an  exciting 
challenge  ....  to  better  his  best!   It 
is  basic  where  "quality"  is  paramount. 
This  very  same  exciting  challenge  is 
also  what  sets  apart  great  radio  and 
television  stations  .  .  .  maintaining, 
always  improving  that  "quality  touch"! 


radio  &  television 

d  al  I  as 


BROADCAST  SERVICES   OF  THE    DALLAS   MORNING    NEWS  ■   EDWARD    PETRY    A    COMPANY.    NATIONAL   REPRESENTATIVES 
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Uml  mak  FWa... 


There's 


WJXT 


in  Jacksonville,  where  breaking 


sales  records  is  par  for  the  course.  NCS  #3  revealed  the  handicap 

of  the  competing  station  in  covering  only  28  vs.  WJXT's 
66  counties  in  the  booming  Northeast  Florida-South  Georgia 
regional  business  center.  And  every  ARB  dramatizes  the 
one-sided  picture  by  showing  that  even  where  the  stations  are  on  a 

par,  inside  Jacksonville  itself,  WJXT  scores  rating  leads 
generally  between  70%  and  90%!  With  an  edge  of  110,000  TV  sets 
and  a  llA  times  greater  weekly  audience,  there  are  more 

reasons  than  ever  why  there's  so  much  more  to   \^gmM  JC 


WJXT0 

JACKSONVILLE,   FLORIDA 

An  affiliate  of  the  CBS  Television  Network 
Represented  by  CBS  Television  Spot  Sales 


Operated  by  The  Washington  Post  Broadcast  Division: 
VJXT  Channel  4.  Jacksonville.  Florida     WTOP  Radio  Washington,  D.  C.     WTOP.TV  Channel  9  w„cfc,w»»    n  C. 


* 


1 


St 


STATION   IN 

NEW   ENGLAND 

WITH   A   MUSIC   AND 

NEWS   FORMAT 

Instituted  1939 

20  years  of  proven   programming 


.    .    .    .    OTHER    RADIO    FORMATS 
COME    AND    GO    BUT 

WORL 

GOES  ON  AND  ON 

with    a     proven    format    adult    New    Eng- 
enders   believe    in,    approve    of! 

WHAT  BETTER  BUY 

FOR  YOUR  CLIENTS 

THAN 


WORL 

BOSTON 

5000  watts  -  INDEPENDENT 

Represented    nationally    by 

HEADLEY-REED  CO. 


BILL   WATSON 
Popular   air    salesman 


Another   Reason 

KXOA 

,  NO.  1 , 

DYNAMIC 

SACRAMENTO 

Pulse   Oct.    '58    (Latest    Metro! 

Rep:   McGavren-0"inri 
VP-Mgr:   Howard   Haman 


■ 
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National  and  regional  buys 
in  work  now  or  recently  completed 


SPOT  BUYS 


TV  BUYS 

Gulf  Oil  Corp.,  Pittsburgh,  is  planning  its  spring  campaign  in  top 
markets  for  its  Gulf  gasolines  and  oil.  The  schedules  start  in  early 
April  for  five  to  six  weeks,  with  a  possible  extension  of  13  weeks. 
Chainbreaks,  minute  and  20-second  announcements  are  being  used; 
frequencies  depend  upon  the  market.  The  buyer  is  Frank  Grady;  the 
agency  is  Young  &  Rubicam,  Inc.,  New  York. 

The  Procter  &  Gamble  Co.,  Cincinnati,  is  purchasing  schedules  in 
scattered  markets  for  its  Cheer  detergent.  The  schedules  start  in 
April  on  a  52-week  basis.  Minutes  during  nighttime  periods  are  being 
placed;  frequencies  vary  from  market  to  market.  The  buyer  is 
Marcia  Roberts;   the  agency  is  Young  &  Rubicam,  Inc.,  New  York. 

The  Procter  &  Gamble  Co.,  Cincinnati,  is  also  entering  various 
markets  with  schedules  for  its  Comet  cleanser.  The  schedules  start 
this  month,  run  for  the  P&G  contract  year.  Minute  and  20-second 
announcements  are  being  slotted;  frequencies  vary  from  market  to 
market.  The  buyer  is  Bill  Birkbeck;  the  agency  is  Compton  Adver- 
tising, Inc.,  New  York. 

Greyhound  Corp.,  Chicago,  is  buying  new  schedules  in  various 
markets  throughout  the  country  to  promote  tourist  travel  on  its  lines. 
The  schedules  start  in  April,  most  of  them  for  13  weeks.  Twenty- 
second  announcements  during  prime  nighttime  segments  are  being 
lined  up;  frequencies  depend  upon  the  market.  The  buyer  is  Joan 
Rutman;  the  agency  is  Grey  Advertising  Agency,  New  York. 


RADIO  BUYS 

P.  Lorillard  Co.,  New  York,  is  going  into  major  markets  for  its 
Newport  cigarettes.  The  campaign  starts  in  April  for  a  13-week  run. 
Minutes  during  daytime  segments  are  being  placed;  frequencies 
depend  upon  the  market.  The  buyer  is  Bob  Kelly;  the  agency  is 
Lennen  &  Newell,  Inc.,  New  York. 

General  Foods  Corp.,  Jell-0  Division,  is  kicking  off  a  short  satura- 
tion schedule  in  top  markets  throughout  the  country  for  its  Jell-0 
Pudding.  Twenty-second  live  announcements  during  daytime  slots 
are  being  used,  with  frequencies  varying  from  market  to  market. 
The  buyer  is  Polly  Langbort;  the  agency  is  Young  &  Rubicam.  Inc., 
New  York. 

Eskimo  Pie  Corp.,  Subsidiary  of  Reynolds  Metals  Co.,  Richmond, 
Va.,  is  preparing  a  spring  campaign  in  about  40  markets  for  its 
Eskimo  Pie  Six-Pack  ice  cream.  The  four-week  schedules  start 
9  April.  Announcements  of  all  lengths  during  daytime  periods  are 
being  lined  up;  frequencies  depend  upon  the  market.  The  buyer  is 
Frank  Martin:  the  agency  is  Cunningham  &  Walsh,  Inc.,  New  York. 
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Capsule  case  histories  of  successful 
local  and  regional  television  campaigns 


TV  RESULTS 


SAVINGS     BANK 

SPONSOR:    National  Bank  of  Commerce  VGENCY;    Direcl 

Capsule  case  history:  The  National  Bank  of  Commerce  of 
Memphis.  Tennessee,  held  a  special  drive  to  get  across  the 
savings  idea  to  children.  According!},  they  set  up  a  plan 
whereupon  children  appearing  at  the  bank  in  company  with 
their  fathers  could  purchase  a  "Satellite  Savings  Bank"  at  a 
special  price.  To  publicize  their  plan,  the  bank  purchased  a 
schedule  on  WHBQ-TV.  In  a  letter  to  the  station,  bank  vice 
president  Willard  W.  Scott  stated:  "The  way  you  have  sold 
Satellite  Savings  Banks  for  National  Bank  of  Commerce  is 
little  short  of  phenomenal!"  He  went  on  to  say  that  so  many 
"daddies"  came  flocking  in  to  buy  their  children  one  that 
the  bank  was  forced  to  increase  its  original  order  by  50^5  • 
"We  can  never  thank  you  adequately  for  making  our  cam- 
paign such  a  great  success,"  he  concluded.  Other  banks,  for- 
merly only  print  advertisers,  have  begun  to  use  tv  and 
report  that  their  campaigns,  too.  are  meeting  with  success. 

WHBQ-TV,  Memphis  Announcements 


AUTOMOBILES 

SPONSOR:    Mel]   V  Gooch,  Inc.  \t.l  \<  1      Direcl 

Capsule  case   history:    Mel]     \.   Gooch,    Inc.,   a    Pontiac 

Dealer  of  I  tica.  New  ">  >>A.  is  a  substantially  heavy  adver- 
tiser on  both  television  and  newspapers.  Gooch  currentlj 
sponsors  Sport  Lite,  a  five-minute  sports  roundup  across-the- 
board  on  WKTV,  the  only  t\  station  serving  the  I  tica-Rome 
market.  On  a  recent  Friday  night  broadcast.  Jackie  Vdams, 
the  program's  commercial  announcer,  held  ii|>  to  the  camera 
a  proof  of  a  half-page  advertisement  scheduled  to  run  in 
Saturday's  Utica  Observer-Dispatch.  The  ad  featured  two 
Pontiac  four-door  hardtops.  fully  equipped,  for  a  special 
price,  which  the  agency  had  just  received.  Before  the  news- 
paper hit  the  stands  early  Saturday  afternoon,  both  auto- 
mobiles had  been  sold!  "We've  always  been  firm  believers  in 
the  power  of  advertising — especially  television  advertising — 
but  this  incident  really  caused  our  exes  to  open  to  the  me- 
diums impact."  a  spokesman  for  the  Pontiac  agency  -lated. 
WKTV,  I'tica-Rome  Program 


NEW     HOMES 

SPONSOR:     Creative   Homes   Corp.  AGENCY:     Direct 

Capsule  case  history:  The  Creative  Homes  Corp..  a  large 
builder  in  Raleigh.  N.  C.  believes  that  prospective  buyers  for 
new  homes  cannot  be  "sold"  in  the  ordinary  sense  of  the 
term  as  would  the  buyer  of  a  food  product.  The  corporation 
believes  that  their  prospects  must  first  be  educated  to  accept 
a  new  way  of  life:  living  in  a  home  as  differentiated  from 
living  in  a  rented  apartment.  Creative  also  believed  that,  if 
they  were  to  change  people's  basic  attitudes  and  outlook.  thex 
must  use  the  most  powerful  medium  available,  and  purchased 
a  schedule  on  WRAL-TV.  Raleigh.  "To  promote  the  advan- 
tages of  home-living  we  have  used  every  medium  available, 
and  from  our  very  successful  results  we  have  come  to  the 
conclusion  that,  out  of  a  direct  mail  campaign,  newspaper 
advertising,  radio,  and  television — the  greatest  effects  were 
felt  from  our  television  advertising."  stated  Frank  P. 
Beacham.  Jr.,  manager  of  the  Creative  Homes  organization. 

WRAL-TV,  Raleigh  Announcements 


WALLPAPER 

SPONSOR:    Carolina  Wallpaper  &  Paint  Co.  VGENCY:    Direcl 

Capsule  case  history:  The  Carolina  Wallpaper  ^  Taint 
Co..  a  distributors"  and  manufacturers'  agent  of  Charlotte. 
Y  ('..  purchased  a  schedule  of  60-second  announcements  at 
6:40  p.m.  Wednesdav  nights.  "The  announcements  have  re- 
sulted in  a  309?  increase  in  business  oxer  the  pasl  few 
months,  with  an  even  higher  percentage  <>f  increase  during 
the  month  of  December."  wrote  Daniel  \.  Vogel,  owner  of 
the  wallpaper  company.  '"Ii  isn  t  often  thai  you  can  put  your 
finger  on  the  reason  fen  advertising  results,  but  in  our  cas< 
its  death  television."  The  only  other  advertising  the  com- 
pany did  was  a  feu  Sunday  radio  spots.  Vogel  went  on  to 
sax  that  another  proof  of  the  power  of  tx  ran  be  seen  in  the 
store  traffic  increase  thai  occurs  after  carpets  and  draperies 
are  shown  on  the  \\S()C-T\  spots.  ""I  feel  that  the  adver- 
tising on  \\S()C-T\  was  responsible  for  my  company's  out- 
standing   growth    within    a    short    period.'    hi'    concluded. 

WSOC-TV,  Charlotte  Innouncements 
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summer  radio  goes  where 


I 


the  family  goes 


Vacation  may  mean  getting  awa; 
from  home. ..but  Radio  goes  along 

You're  traveling  "right"  with  SPO" 
RADIO  in  your  summer  media  plans. 

Reach  people- wherever  they  are 
at  home  or  on  vacation -with  SPO" 
RADIO. 


SPONSORED  BY  MEMBER  FIRMS  OF 


Avery-Knodel  Inc.  —  John  Blair  &  Company  —  Broadcast  Time  Sale 

Thomas  F.  Clark  Co.  Inc.  —  Harry  F.  Cummings  —  Robert  E.  Eastman  &  Co    Inc 

H-R  Representatives  Inc.  —  The  Katz  Agency  Inc.  —  McGavren-Quinn  Compan 

The  Meeker  Company  Inc.  —  Art  Moore  Associates  Inc.  —  Richard  O'Connell  Inc 

Peters,  Griffin,  Woodward.  Inc.  —  William  J.  Reilly.  Inc 

Radio-TV  Representatives  Inc.  —  Weed  Radio  Corporation  —  Adam  Young  Inc 


Announcing . . . 


AMERICAN        RESEARCH       BUREAU'S 

1959  TELEVISION 
COVERAGE  STUDY 

Unequalled  research  standards  . . .  outdates 
any  existing  coverage  studies . . .  presents 
latest  data  on  station  coverage  and 
circulation  for  more  than  one  hundred 
key  television  markets  . . . 


ARB's  new  1959  "A-to-Z"  television  coverage  study  —  just  being  released  —  sur- 
veys selected  markets  where  current  information  is  needed  due  to  recent  develop- 
ments affecting: 

•  power  or  tower 

•  network  affiliation 

•  number  of  stations 

•  community  antenna  installations 
and  the  like. 

This  Fifth  Annual  " Abilene-to-Zanesville"  study  shows  TV  and  UHF  saturation  for 
each  market.  And,  for  each  station:  •  percent  of  homes  able  to  receive  •  weekly 
circulation  •  average  daytime  and  nighttime  circulation. 

Only  ARB  offers  new  data  secured  from  full  sample  of  respondent  families  by  tele- 
phone interview.  These  techniques  are  in  keeping  with  ARB's  high  research  stand- 
ards, unequalled  throughout  the  industry. 

For  descriptive  folder  and  list  of  areas  surveyed,  contact  your  nearest  ARB  repre- 
sentative. 


WASHINGTON    •   4320  Ammendale  Road,  BelHville,  Md.     WEbster  5-2600 
NEW  YORK    •    400  Park  Avenue,  New  York  22,   N.   Y.    PLaia   7-5577 
CHICAGO    •    2705  Tribune  Tower,  Chicago   11,  III.    SUperior  7-3388 
LOS  ANGELES    •    6223   Selma  Avenue,   Hollywood,   Calif.     HOIIywood   9-1683 


What's  happening  in  U.  S.  Government 
tfiat  affects  sponsors,  agencies,  stations 


WASHINGTON  WEEK 
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Copyright  1959 
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PUBLICATIONS  INC. 


The  threatened  stormy  sessions  on  pay  tv  completely  evaporated  this  week  as 
the  FCC  negotiated  peace  with  Rep.  Oren  Harris  by  ordering  the  first  trial-run  of 
pay-tv  in  the  immediate  future. 

It  was  a  compromise  in  which  Harris,  arch  Congressional  opponent  of  pay-as-you-see, 
won  almost  every  point.  It  was  also  a  somewhat  startling  demonstration  of  how  a  single  Con- 
gressman can  wield  power. 

The  pay-tv  test  will  be  limited,  as  Harris  ordered,  to  one  market  per  system 
and  only  one  system  per  market.  No  more  than  a  single  station  in  any  market  can  tele- 
cast pay-tv  at  the  same  time.  In  addition,  the  FCC  gave  a  pretty  clear  indication  that  it 
would  not  approve  any  pay-tv  test  in  which  the  public  would  be  required  to  buy  a  coin-box 
or  other  gadget. 

The  demonstration  of  power  came  in  the  fact  that  as  soon  as  Harris  gave  his  approval 
to  the  test,  which  followed  fairly  well  the  lines  of  a  bill  he  introduced,  the  FCC  said  it 
would  consider  applications  immediately. 

Given  as  the  reason  for  ditching  the  former  date  for  consideration  of  applications — 30 
days  after  the  end  of  this  session  of  Congress — was  that  it  appeard  to  be  "consonant  with 
current  Congressional  consideration  of  the  subject." 


On  other  Congressional  fronts,  there  has  been  no  move  in  the  House  to  replace 
the  killed  Blatnik  government  operations  subcommittee. 

So  broadcasting  and  advertisers  have  this  threat  of  probes  of  commercials  apparently 
removed. 

The  Senate  Commerce  Committee  has  made  no  move  to  get  back  into  its  own  varied 
probes,  with  the  allocations  matter  now  the  hottest  subject  before  that  committee. 

The  TASO  report  now  in,  negotiations  with  the  military  for  additional  VHF  channels  now 
begun,  the  air  is  clearing  on  this  subject  and  positions  will  be  easier  to  take. 


The   House   Small   Business   Committee  will  get  into  the  option  time  act. 

A  subcommittee  under  the  chairmanship  of  Rep.  Charles  H.  Brown  (D.,  Mo.)  will  probe 
what  time  periods  are  reserved  for  large  national  advertisers  on  tv,  and  what  are  open  t<> 
regional  and  small  local  advertisers. 

Also:  whether  there  is  an  unfair  advantage  created  by  this  situation  in  favor  of 

big  business.  And,  whether  laws  and  government  regulations  are  assuring  small  advertisers 
a  fair  chance  to  advertise  on  tv. 


Judge  Victor  R.  Hansen,  head  of  the  Justice  Department's  antitrust  division, 
and  originator  of   innumerable   antitrust  actions  in  the  tv  field,  plans  retirement. 

Nobody  in  tv  breathes  a  sigh  of  relief.  Hansen  praised  his  assistant.  Robert  A.  Hicks, 
as  a  possible  successor.  Bicks  has  actually  been  responsible  for  most  of  the  tv  work  of  the 
antitrust  division,  with   Hansen  merely  taking  credit  and  blame  as  division  head. 
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Marketing  tools,  trends,  news, 
in  syndication  and  commercials 


FILM-SCOPE 


28  MARCH  1959  Syndication  got  another  healthy  portion   of   national    money   last    week   with 

copyright  1959  Nestle's  order  (via  McCann-Erickson)  for  53  extra  markets  on  its  line-up  with  CBS 

sponsor  Films'  Roy  Rogers  series. 

publications  inc.  Nestle's  started  its  syndication  last  fall  with  35  markets.    Good  results  have  boosted  the 

list  to  88  cities,  equal  in  coverage  to  some  network  line-ups. 

Significant  is  that  the  buy  involves  only  re-runs,  which  appears  to  make  little  difference 
in  children's  programs  since  there's  virtually  an  entirely  new  generation  of  young 
viewers  every  season  or  two. 


Kellogg's  is  expected  to  take  the  lead  as  the  largest  spender  in  national  spot 
syndication  by  the  fall  of  1959. 

Their  present  line-up  of  190  markets  with  Screen  Gems'  Huckleberry  Hound  on  a  na- 
tional spot  basis  will  provide  the  basic  formula  for  doubled  spending  in  the  area  next  season. 

Kellogg's  has  renewed  Huckleberry  Hound  for  a  second  year  with  26  new  episodes  to  be 
produced,  and  has  also  ordered  through  Leo  Burnett  a  second  cartoon  show  from  Screen  Gems 
to  be  created  and  produced  by  the  fall. 

So  far  Huckleberry  Hound  is  the  only  cartoon  series  to  have  been  fully  created  and  pro- 
duced expressly  for  tv. 


You  can  expect  20  or  more  film  series  now  on  the  networks  to  go  into  syndica- 
tion when  they  end  their  runs  at  the  close  of  the  season. 

A  check  of  the  three  networks  makes  it  likely  that  NBC  will  make  nine  shows  available, 
with  ABC  and  CBS  contributing  six  each. 

Note  this:  Nine — almost  half — of  these  candidates  for  re- run  are  comedies,  with  westerns 
accounting  for  seven  more. 

But  this  bonanza  in  off-network  programing  won't  likely  do  much  to  lower  film 
prices. 

An  actor  can  make  as  much  as  $250,000  every  year  he  stars  in  a  syndicated  se- 
ries— if  he  owns  a  piece  of  the  show. 

Earnings  to  date  for  Richard  Carlson,  for  example,  have  reached  $800,000  for  his  three 
years  in  Ziv's  I  Led  Three  Lives  as  his  share  of  original  plus  re-runs  sales. 

On  the  same  subject  of  actor  earnings,  note  that  residual  payments  have  now  hit  a  rate  of 
$3.5  million  a  year,  according  to  SAG,  pointing  up  the  growing  role  of  reruns. 


It  looks  like  the  horror  movie  fad  is  finally  waning  in  some  markets  after  a  few 


seasons  of  ratings  success. 


In  New  York  City,  for  example,  WABC-TV's  Shock  Theater  will  be  cut  back  from  six 
nights  a  week  to  just  Fridays  and  Saturdays — and  even  on  those  nights  there'll  be  a  live  host 
doing  parodies  on  the  horror  stuff. 
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FILM-SCOPE  continued 


The  film  standard  is  expected  to  continue  indefinitely  as  the  hasis  of  foreign 
tv  operations  even  after  video  tape  makes  considerable  inroads  on  U.  S.  program- 
ing. 

Security  for  tv  film  abroad  is  assured,  according  to  Screen  Gems  international  sales  chief 
William  Fineshriber,  by  these  factors: 

•  Foreign  tape  coverage  is  at  present  very  limited  and  a  great  number  of  foreign  markets 
are  not  expected  to  be  willing  to  invest  in  video  recorders  in  the  immediate  future. 

•  Even  where  tape  equipment  exists,  tape  programs  must  be  converted  to  for- 
eign standards — or  copied  via  kinescope. 

•  The  action-adventure  show,  regarded  as  the  most  salable  of  U.  S.  program  exports,  is 
likely  to  be  the  last  program  type  that  tape  will  try  to  tackle. 

The  international  film  program  business,  now  worth  $25  million  annually,  is 
largely  divided  up  by  seven  distributors:  in  addition  to  Screen  Gems,  there  are  Ziv,  CBS,  ITC, 
MCA,  NBC  and  NTA. 


There's  more  than  meets  the  eye  in  the  move  by  NTA,  Screen  Gems,  UAA  and 

other  distributors  into  selling  8  mm  cartoons  for  home  use. 

Aside  from  the  retail  revenue  potential,  home  exposure  of  the  cartoons  also  involves  pro- 
moting the  cartoon  properties  to  the  public. 

Further,  if  retail  sales  are  successful,  this  could  be  an  important  sales  tool  for  the  dis- 
tributors in  future  negotiations  with  stations. 


Goodson-Todman  is  pulling  a  switch  from  live  to  film  production  for  the  fall 
of  this  year,  with  seven  shows  on  the  drawing  boards. 

Detective  shows,  comedies  and  Americana  figure  large  in  the  Goodson-Todman  future 
with  Detective  at  Large;  Philip  Marlow;  Heave  Ho,  Harrigan;  Jade  O'Hara,  The  Rebel  and 
Barbary  Coast  representing  these  categories. 


COMMERCIALS 


Look  for  regular  commercials  trade  shows  each  year  to  come  out  of  a  new  move- 
ment being  put  forward  by  the  U.  S.  film  producers. 

European  festivals  along  these  lines  have  proven  successful,  but  screenings  in  the  U.  S. 
would  likely  stress  sales  impact  with  an  exchange  of  information  and  techniques  rather  than 
the  strictly  artistic  interest  abroad. 

March  1960  may  be  the  date  of  the  first  of  these  commercials  shows,  according  to  a  pro- 
posal made  by  Wallace  A.  Ross  of  the  FPA  in  New  York. 


Tryouts  of  mobile  tape  equipment  for  location-produced  commercials  are  al- 
ready under  way. 

Among  the  first  national  advertisers  to  get  commercials  using  the  new  tape-equipped 
trucks  are  Coca-Cola,  Edsel  and  Traveler's  Insurance. 


You  can  expect  a  new  stress  on  original  scores  in  commercials,  especially  in 
spectaculars. 

The  Mary  Martin-General  Foods  special  Easter  Sunday,  for  example,  involved  8  minutes 
of  original  scoring  just  for  the  commercials,  all  original  musical  backgrounds  and  no  jingles. 
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A  round-up  of  trade  talk, 
trends  and  tips  for  admen 


SPONSOR  HEARS 
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If  Ed  Sullivan  winds  up  with  Colgate,  it  will  be  because  he  had  the  right  guy  in 
his  corner:  board  chairman  and  president  E.  H.  Little. 

The  Colgate  agencies  and  some  people  who  count  at  Colgate  express  reserve  about  the 
alliance,  but  the  big  boss  says  he  likes  Sullivan. 


The  NAB  convention  this  year  ended  on  the  weirdest  of  notes : 

Lar  Daly,  who  stirred  up  all  that  dust  about  equal  political  time,  charged  that  some- 
body tried  to  assassinate  him  with  a  hunk  of  cheese  thrown  out  of  the  10th  floor  of  the 
Hilton — site  of  the  convention. 


Here's  a  major  reason  why  the  reps  are  making  such  efforts  to  expand  their  radio 
station  lists: 

What  with  spot  radio  being  somewhat  soft,  the  rep  must  get  more  clients  to  amass 
enough  gross  billings  to  make  a  go  of  it. 


Why  a  lot  of  the  meetings  at  the  past  week's  NAB  convention  got  only  medi- 
ocre attendance  can  be  traced  in  large  measure  to: 

1)  The  group-owned  stations  riding  along  in  high  gear,  holding  their  own  sessions 
starting  with  breakfast  and  reaching  into  the  night. 

2)  Many  stations  were  shopping  around  for  new  reps  or  listening  to  solicitations. 


The  experts  who  watch  how  the  pennies  are  spent  at  an  agency  whose  billings 
are  up  in  the  stratosphere  often  wince  at  what  their  job  involves. 

One  of  them  last  week  lectured  a  publicity  department  head  for  including  several 
account  people  on  an  outside  mailing  list  instead  of  using  the  intra-office  delivery  serv- 
ice. Postage  at  stake:  16c. 

The  accounting  department  in  one  of  the  biggest  spot  agencies  is  still  struggling 
for  a  solution  to  the  lag  in  making  payments  to  stations. 

It's  not  uncommon  for  the  agency  to  run  $400-500,000  behind  in  spot  disburse- 
ments.   Two  big  reasons: 

1)  The  bills  from  stations  don't  match  up  with  the  estimates,  and 

2)  The  timebuyers  don't  have  enough  time  to  run  down  the  discrepancies  or  the 
stations    are  slow  in  explaining  them. 

Y&R  claims  it  is  totally  mystified  by  the  reports  that  it  is  about  to  lose  its  share 
of  the  Goodyear  Tire  business. 

The  recipient,  as  the  trade  has  it:  Norman  Malone  Associates,  of  Akron,  which  al- 
ready handles  newspapers  for  Goodyear. 

One  shadow  of  suspicion  that  something  was  in  the  works: 

Y&R's  sudden  dropping  of  negotiations  for  half  of  the  NBC  Radio  news  in  be- 
half of  Goodyear. 


60 


SPONSOR      •       28   MARCH    1959 


Newark,  N.  J—  covering  New  York  and  New  Jersey* 


SPONSOR 


28  march  1959 


WRAP-UP 

NEWS  &  IDEAS 
PICTURES 


A   DREAMY    PROMOTION:  To   highlight  the  station's   morning    programing   changes,    KFAB, 
Omaha,   had  these  nightgown-clad  lovelies  tell  the  story  at  heavy  traffic  spots  around  the  city 


IN  PITTSBURGH,  NEARLY  EVERYBODY  READS  'THUD':  That's  the  magazine  of  "Brick 
Throw"  written  by  KDKA's  Rege  Cordic  (left  front).  Latest  project  of  Cord/c  &  Co.,  KDKA's 
wake-up   show,    is   on   sale   in   the    Pittsburgh   area.     Rege,    however,    keeps    his   eyes   on   SPONSOR 


AGENCIES 


Bryan  Houston,  chairman  of  the 
board  of  Bryan  Houston,  Inc.,  in  a 
talk  before  the  Cincinnati  Rotary 
Club  pointed  out  as  some  of  the 
unpleasant  truths  of  marketing: 

1)  A  new  package  will  not  change  a 
faulty   product; 

2)  More  advertising  will  not  forever 
make  up  for  faulty  pricing;   and 

3)  The  loss  of  volume  due  to  a  dras- 
tically cut  advertising  budget  will 
cost  many  times  more  to  recover 
than  was  saved  by  the  original 
cut. 

He  added :  "Our  research  depart- 
ment finds  that  it  is  as  true  today  as 
it  was  a  generation  ago  that  if  you 
keep  your  product  at  the  top  of  its 
competitive  classification  in  quality, 
keep  your  pricing  right,  and  keep 
your  advertising  steady,  you  will 
always  come  out  on  top  of  the  heap." 

Agency  appointments:  The  New 
York  Stock  Exchange,  billing  $1  mil- 
lion, to  Compton  .  .  .  Another  ac- 
count awarded  to  Compton  last  week: 


READY  TO  BE  CROWNED:  Mary  Zitte  is 
escorted  by  WHK,  Cleveland  d.j.'s  Ernie  An- 
derson (I)  and  Pete  Myers  to  the  Al  Sirat 
Grotto   Circus   where   she'll    be   "Miss   WHK" 
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The  Morton  House  Division  of  Otoe  celebratin 
Food  Products  Co.,  for  its  line  of  week, 
canned  food  products,  to  the  agency's 
Chicago  office  .  .  .  Man  land  Cup  Co., 
maker  of  "Sweetheart  Cups,'"  to  Tin* 
Joseph  Katz  Co.,  Baltimore  .  .  . 
The  Louisiana  Sweet  Potato  Adver- 
tising Commission,  to  Fitzgerald 
Advertising  Agency,  New  Orleans 
.  .  .  The  Lake  Shore  National  Bank, 
to  Kuttner  &  Kuttner,  Chicago  .  . . 
Berkshire  Pools,  to  Armstrong, 
Fenton  &  Vinson,  San  Diego  .  .  . 
Bantam  Cigar  Corp.  of  New  York 
City,  to  Adrian  Bauer  &  Alan 
Tripp,  Philadelphia  .  .  .  Schafer 
Custom  Engineering  Co.,  Burbank. 
Cal.,  to  Cole  Fischer  Rogow,  Bev- 
erly Hills. 


its    2<>th    birthday     this 


Thisa   'n'   data:     Powell   Ensign, 

executive  v. p.  of  Everett-McKinney 
reps  and  travel  agent  Thomas  Duffy 

are  sponsoring  a  trip  to  Europe  for 
radio  and  tv  execs  to  leave  from 
N.Y.,  via  Swissair.  29  May  and  return 


22  June 


\ 


ew  Agencv 


:  Tullv  J. 


Petty,    Advertising,    Inc.,    at    609 

Bailey  in  Ft.  Worth  .  .  .  Anniversary: 
Tucker    Wavne    &    Co.,    Atlanta. 


People  on  the  move:  Kohert  Cas- 
tle, elected  a  v. p.  of  Ted  Bates  &  Co. 
.  .  .  Alan  Pottaseh  and  Lawrence 
Puchta,  elected  v.p.'s  of  K&E  .  .  . 
George  Gale,  to  v.p.  and  creative 
director  of  Rutledge  &  Lilienfeld  .  .  . 
Marshall  Hawks,  to  v.p.  and  Grace 
Tavenner,  to  treasurer  of  Finery 
Advertising.  Baltimore  .  .  .  Alvin 
Achenbaum,  appointed  director  of 
research  for  Grey  Advertising  .  .  . 
Courtenay  Moon  and  Robert 
Footman,  to  v.p.'s  at  Johnson  & 
Lewis,  San  Francisco  .  .  .  Norman 
Heller,  to  associate  research  direc- 
tor of  Compton  .  .  .  Al  Buffington, 
to  creative  director  of  Beckman  Kob- 
litz.  Los  Angeles  .  .  .  Lester  Har- 
mon, named  director  of  radio  and 
tv  at  Wermen  &  Schorr.  Philadelphia 
...  Dr.  Clark  Wilson,  to  BBDO, 
Los  Angeles,  as  marketing  and  re- 
search consultant  .  .  .  Lee  Baer,  ac- 
count executive  at  K&E  .  .  .  Herman 
Levart,  to  director  of  advertising 
agency  service  at  Industrial  Commu- 
nications. Inc.,  New  York  .  .  .  Dick 


Hoffman,  to  the  -tall  al  Strom-berg- 
ii.  LaVene,  McKenzie,  Los    Vngeles. 


ADVERTISERS 


The   Bon    Ami   Co.    has    launched 

most  intensive  radio  and  t\  cam- 
paign in  its  history  to  introduce 
New  Formula  Bon  \mi  cleanser 
in   12  Northeastern  states. 

The  schedule  calls  for  lol  radio 
spots  and  1 5 1  i\  spots  in  the  Metro- 
politan New  York  area,  with  a  com- 
parable line-up  sel  for  other  metro- 
politan <  i t it--  in  the  Northeastern  re- 
gion. 

\»enc\  :     Cole.    Fischer    \    Rogow. 

Coffee  vs.  tea:  William  Black,  presi- 
dent of  Chock  Full  O'  Nuts  Corp.. 
lodged  a  protest  with  the  ETC  last 
week  ""against  the  use  by  the  Tea 
Council  of  false  and  misleading  ad- 
vertising dero»ator\  to  the  coffee 
industry . 

In  his  letter.  Black  referred  spe- 
cifically to  the  Council's  t\  commer- 
cials, depicting  hazard  persons 
about     to    drink    coffee,     and     noted: 


PUT  KANSAS  IN  ORBIT  OVER  MADISON  AVE.  was  theme  of  SALUTE  TO  THE  SPACE  AGE:  KRSI,  Minneapolis-St.  Paul,  partici- 
KTVH,  Wichita,  agency  contest.  Here  winner  Dick  Stites  (I)  of  Mc-  pated  in  the  St.  Paul  Winter  Carnival  Parade  via  this  rocket-shaped 
Cormick-Armstrong,    Wichita,    and    his    wife    take    off    on    trip    he    won        float  which  depicts  the  station's  "rocketing  position"  since  airing  last  May 


coNnNpT*1- 


BIG   "K"   IMAGE,   of   KSRO,    Santa    Rosa,   Cal.,   is   off  to   strong    start  GOING   OVER    THE    PLANS   for    Pet   Milk's   Grand   Ole   Opry   talent 

via  one-year  poster  campaign.    Shown  here  with  one  in  series  are   (I  to  contest  via  Keystone  Broadcasting   200  stations  are   (I  to  r)    Ralph  Zip- 

r)    Howard   Nash,   Levinger  Advtsg.;   Evert   Person,   Findley   Broadcasting  fel,  Pet  Milk;  Ferlin  Husky,  Opry  star;  Chuck  Forbes,  Gardner  Advtsg.; 

(operators   of   KSRO)    and   George   Hemmerle,   of  Geo.   P.   Hollingbery  T.   Tommy   Cutrer,    Opry   m.c;    Dee   Kilpatrick    (seated),    Opry   director 


Problem  Solved  by 
an  Ad  Manager 


Tom  figured  he'd  never  make 
any  real  dough. 


Everybody  complained  so 
much  about  ad  costs  he  dared 
not  ask  for  a  raise. 


Blair  TV  Associates  said  he 
could  get  real  mileage  in  un- 
duplicated  markets  such  as 
WCTV. 


He  tried    it.    Sales  up,    costs 
down,  everybody  happy. 


He  got  the  raise,  and  winters 
in  Miami  like  everybody  else! 


WCTV 


Tallahassee 
Thomasville 


for  North  Fla.  and  South  Ca. 

John  H.  Phipps 
Broadcasting  Stations 


"This  is  a  case  where  the  teakettle 
calls  the  coffee  pot  black." 

Campaigns: 

•  Pepsi-Cola  is  launching  anoth- 
er "spotacular"  radio  campaign — the 
second  in  less  than  a  year — featuring 
Pepsi's  "Be  Sociable"  theme.  The 
schedule,  to  run  for  10  consecutive 
weeks,  will  be  heard  via  1,157  sta- 
tions of  the  four  leading  networks, 
plus  some  137  local  radio  stations 
where  network  time  is  not  available. 

•  For  the  first  time  in  its  history, 
New  Butter  Mints  and  "The  Big 
Four"  mints  will  go  into  radio  spots 
on  a  nationwide  basis.  During  May 
and  June,  the  Thos.  D.  Richardson 
Co.,  manufacturer  of  the  mints,  has 
scheduled  radio  spots  in  the  top  42 
markets,  to  be  supplemented  by  point- 
of-sale  materials.  Agency:  Chew, 
Harvey  &  Thomas.  Philadelphia. 

•  Drug  Besearch  Corp.,  for  Regi- 
men reducing  tablets,  is  also  in  the 
throes  of  its  heaviest  advertising 
schedule,  via  a  buy  in  three  network 
shows:  ABC  TV's  American  Band- 
stand and  NBC  TV's  Huntley -Brink- 
ley  news  and  Today.  The  Begimen 
budget  also  includes  an  additional  $2 
million  for  radio  and  tv  spots.  Agen- 
cy: Kastor.  H,C,C  &  A. 

•  The  Dixie  Cup  Division  of 
American  Can  Co.  will  use  four  NBC 
TV  stars  to  spearhead  its  1959  adver- 
tising campaign:  Dave  Garroway, 
Bill  Cullen,  Bert  Parks  and  Jack 
Paar,  all  delivering  commercials  on 
their  shows  through  June.  Agency: 
Hicks  &  Greist. 

The  "Stakes"  are  high:  Both 
Lever  and  Colgate  start  a  consumer- 
entry  mailing  promotion  next  week: 
the  former,  an  "Easy-Money  Sweep- 
stakes," promoted  via  saturation  tv 
on  14  network  shows,  and  the  latter, 
a  "Swiss  Stakes"  supported  by  Col- 
gate's tv  shows. 

Name  change:  The  Texas  Co.'s 
board  of  directors  voted,  last  week, 
to  change  the  Company's  name  to 
Texaco,  Inc. 

Strictly  personnel:  Herman 
Johnson,  appointed  executive  v.p. 
of  Hazel  Bishop,  Inc.  .  .  .  Walter 
Braun,  named  advertising  manager 
of  Paillard,  Inc.,  New  York  .  .  .  An- 
drew Sirasky,  to  sales  manager  of 
Bempel  Manufacturing,  Inc.  .  .  . 
Resignation:     John  Weiler,  from 


the  Manhattan   Shirt   Co.,   where   he 
was  v.p.  in  charge  of  advertising. 


ASSOCIATIONS 


TvB  this  week,  released  a  12- 
page  compilation  of  department 
stores  throughout  the  country 
using  tv  during  1957  and  most 
of  1958. 

The  list  shows  what  type  of  pro- 
graming is  used  in  each  instance. 

New  York  advertising  agencies 
will  open  their  doors  next  week 

to  some  of  the  country's  top  college 
advertising  seniors,  as  part  of  the 
ninth  annual  "Inside  Advertising 
Week." 

Co-sponsored  by  the  Association  of 
Advertising  Men  and  Women  and 
the  Advertising  Club  of  New  York, 
the  "Week"  (5-10  April)  will  be 
highlighted  by  all-day  panel  sessions 
conducted  by  leading  media  trade  as- 
sociations, and  talks  with  leading 
agency  executives. 

Meeting  dates: 

American  Women  in  Radio  & 

Tv:  Eighth  annual  convention  at  the 
Waldorf,  New  York,  30  April-3  May. 
Convention  theme:  Our  Changing 
Industry. 

Western  States  Advertising 
Agencies  Association :  Annual  con- 
ference at  the  Oasis  Hotel,  Pahn 
Springs,  23-25  April. 

Broadcasters'  Promotion  Asso- 
ciation: Fourth  amiual  convention 
at  the  Warwick  Hotel,  Philadelphia, 
2-4  November. 

Advertising  Federation  of 
America:  55th  convention,  in  Min- 
neapolis, 7-10  June.  A  new  award 
will  be  presented  then  to  advertising 
leaders  who  contributed  to  a  better 
public  image  of  advertising. 

Association  of  National  Adver- 
tisers: Workshop  at  the  Hotel  Pi- 
erre, New  York,  1  April  on  "How  To 
Get  More  Productive  Advertising 
Through  Management-Oriented  Re- 
search." Keynote  speaker:  Henry 
Schachte,  executive  v.p.,  Lever  and 
ANA  board  chairman. 

Thisa  V  data:  NAB's  theme  for 
promoting  radio  during  this  year's 
National  Radio  Month  (May)  : 
"Radio  .  .  .  Always  In  Tune  With 
You"  .  .  .  Johnny  Philip  Morris, 
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marking  his  25th  year  as  a  living 
trademark,  received  his  membership 
in  the  Radio  Pioneers  Club  of  Amer- 
ica at  the  Broadcast  Pioneers  Ban- 
quet during  the  NAB  convention  .  .  . 
Northwestern  University  is  hold- 
ing an  experimental  course,  I  \pril- 
10  June  on  ''The  Role  of  Women  in 
American  Broadcasting,"  in  coopera- 
tion with  the  Chicago  chapter  of 
AWRT  .  .  .  Jules  Herbureaux  is 
organizing  a  Chicago  chapter  of 
Broadcast  Pioneers.  First  member  to 
sign  up:  Tom  Wright,  of  Leo 
Burnett. 
They  were  elected : 

To  the  tv  board  of  NAB :  Clair 
McCollough,  WGAL-TV,  Lancaster, 
Pa.;  W.  D.  Rogers,  KDl  B-TV,  Lub- 
bock: C.  Wrede  Petersmeyer,  Corin- 
thian Broadcasting:  and  Willard 
Walbridge,  KTRK-TV.  Houston. 

To  the  radio  board  of  NAB: 
Daniel  Kops,  WAVZ,  New  Haven; 
John  Booth,  WCHA.  Chambersburg, 
Pa.;  Frank  Gaither.  WSB,  Atlanta; 
Hugh  Potter.  WOMI.  Ovvensboro, 
Ky.;  Mig  Figi,  WAl  X.  Waukesha, 
Wis.;  Odin  Ramsland.  KADL,  Du- 
luth:  Bovd  Kellev.  KTRN,  Wichita 
Falls;  Joe  Carroll,  KMYC,  Marys- 
ville,  Calif.;  Thomas  Bostic,  KIMA, 
Yavima;  Harold  Hough,  WBAP,  Ft. 
Worth:  Rex  Howell.  KREX.  Grand 
Junction;  F.  Ernest  Lackey,  WHOP, 
Hopkinsx  ille.  Kv..  and  Richard  Ma- 
son, WPTF-FM.  Raleigh.  N.  C. 

To  the   Association   of   Broad- 
easting  Executives  of  Texas :  pres- 
Mike     Shapiro,     WFAA-TV, 
v. p..    Dan    Hayslett,    KIXL, 
secretary.    Barbara    Seever, 
Associates;      and     treasurer, 
Wilson.    Ratcliffe    Advertising 
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FILM 


Optimism  about  film  sales  poten- 
tial for  the  fall  of  this  year  was 
the  key  mood  last  week  as  more 
distributors  revealed  their  pro- 
duction plans. 

Official  Films,  for  one.  which  has 
had  little  new  production  read)  for 
several  seasons,  readied  itself  for  the 
coming  season  via  a  blueprint  call- 
ing  for  five  new    programs. 

The  new  shows,  which  might  go 
either  network  or  into  syndication, 
are  Criminal  at  Large,  International 
Detective.  Mustang.  Snott  Fire  and  a 
series  titled  What  Are  The  Otitis? 


Tape  syndication:  Selling  of  tape 
shows  lo  local  adxertisers  gol  off  to 
a  start  last  week  with  NTA's  sale  of 
Bishop  Sheen "s  The  Life  t>f  Christ  to 
General  Tire  for  WGR-TV,  Buffalo; 
this  is  likely  tape  syndication's  first 
sponsor  sale,  and  also  notable  is  the 
special  appeal  of  this  series  to  Buffalo 
where  two-thirds  of  the  population  is 
Catholic. 

Expansion:    Screen    Gems    activel) 


began  its  plan  to  acquire  station 
properties    with    the    appointment    of 

Norman  Louvau  as  station  operations 
manager. 

Tape  production:  European  pro- 
duction on  location  with  tape  will  be 
possible  with  Intercontinental  Tele- 
vision getting  deliver)  of  a  mobile 
tape  unit. 

NAB  news:  The  \  \l!  has  proposed 
thai  a  standard  film  contract  be  used 
h\    all   film   distributors   in   Bales  to 

stations. 


HEADLAND  SHOULDERS  ABOVE  THE  REST 

in  the  Johnstown-Altoona  Area 

WJAC-TV  stands  out  above  the  others,  with 
a  rating  of  71.9,  station  share  of  audience, 
sign-on  to  sign-off,  as  compared  to  28.1 
for  WFBG-TV  and  0.4  for  WARD-TV. 


This  average,  from  ARB, 
November  19-25,  1958, 
proves,  once  again,  that 
WJAC-TV  is  the  BIG  BUY 
in  its  area. 


WJAC-TV 


WFBG-TV      WARD-TV 


Over  one  million  television  homes  moke  up  the  Johnstown-Altoona  Coverage 
Area,  encompassing  36  Western  Pennsylvania  counties,  3  Maryland  counties, 
and  2  counties  in  West  Virginia. 


With  a  lead  of  nearly  3  to  1 
over  its  nearest  competitor, 
it's  plain  that  WJAC-TV  is  the 
station  viewers  prefer.  Buy 
the  station  that  delivers  the 
^audience  .  .  .  WJAC-TV. 


Get  the  facts  from 
Harrington,  Rightor  b  Parsons 
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BIGGEST  SHARE  OF  AUDIENCE 
IN  AMERICA  IN  MARKETS 
OF  3  OR  MORE  STATIONS* 

Once  again,  KROD-TV  proves  that  it 
is  America's  best  TV  buy  with  an  ov- 
erwhelming share  of  audience  in  a 
competitive,  ^-station,  3-network,  all- 
VHF  market.  (*ARB,  November  1958) 
See  your  Branham  man  for  full  details. 

CBS    Television    Network       >      Channel    4      •       El    Paso.    Teias 
Doironte  0.  tori.nnt.  P.ti  .  Vol  Lowrerue.  V  -Pra     ond  Gen    M9i. 

REPRESENTED   NATIONALLY    BY    THE    BRANHAM    COMPANY 


DON    SMITH 
News   Director 


Another   Reason 

KXOA 

is    NO.     1    in 

DYNAMIC 

SACRAMENTO 

*Pulse  Oct.   '58    (Latest   Metro) 

Rep:   McGarven-Quinn 
VP-Mgr:   Howard   Haman 


CARTB  convention :  American  dis- 
tributors to  be  present  at  the  Cana- 
dian Association  of  Radio-Television 
Broadcasters  convention  will  include 
Phil  Williams  of  ABC  Films,  Jake 
Keever  and  John  Bechtel  of  CNP, 
plus  Canadian  representatives  of 
these  and  other  U.  S.  film  companies. 

Sales:  Ziv  reports  a  76%  increase 
in  business  for  February-March  over 
last  year  and  in  the  international  field 
anticipates  a  200%  rise  by  1962  .  .  . 
ITC  has  renewed  Lassie  to  Campbell 
Soups  .  .  .  Regis  Films  reports  Cru- 
sader Rabbit  sales  of  the  new  series 
are  over  $1.4  million  to  date  .  .  .  New 
buyers  of  MSA's  Paramount  features 
package  are  KBTV,  Denver  and 
KDKA-TV.  Pittsburgh. 

Promotion:  Winners  of  NTA's  NAB 
drawing  are  Merl  L.  Galusha,  WRGB- 
TV;  George  H.  Mathiesen,  KYW- 
TV;  Selig  J.  Seligman,  K ABC-TV; 
R.  W.  Welpott,  and  Lloyd  E.  Yoder. 
both  WRCV-TV. 

Production :  KTTV.  Los  Angeles,  to 
syndicate  Paul  Coates  on  tape  .  .  . 
Jo  Linten  to  undertake  production  in 
Spanish  and  French  for  markets  in 
North  and  South  America  plus 
Europe. 

Commercials:  Music  Makers  has 
opened  a  west  coast  branch  with 
Mort  Stein  as  manager  .  .  .  Pintoff 
Productions  opened  a  Hollywood  pro- 
duction branch;  Pintoff's  latest  com- 
pletions include  Phillips  66  tv  sound 
tracks  starring  Louis  Nye  and  Alan 
Swift. 

Trade  note :  Ampex  is  striving  to 
preserve  the  word  Videotape  as  a 
trade  mark  and  has  requested  that 
it  not  be  used  unless  Ampex  equip- 
ment is  specified;  in  this  connection, 
a  caption  for  a  photograph  on  page 
31  of  SPONSOR  for  21  March  incor- 
rectly referred  to  Video  Tape  Produc- 
tions— that  should  have  been  Video- 
tape Productions. 


NETWORKS 


Mutual  this  week  set  up  a  new 
board  of  directors,  board  chair- 
man and  president  following  the 
sale  of  the  network  to  a  syndicate 
headed  by  Malcolm  E.  Smith,  Jr., 
and  Richard  H.  Davimos. 

Smith   became   the   chairman    and 


Davimos,  president.  Both  are  new  to 
the   broadcasting   business. 

NBC  Radio  will  be  coming  out 
with  a  new  look  in  its  daytime 
programing  format  toward  the 
end  of  April. 

The  big  change:  the  soapers  block 
(2-4  p.m.)  is  out,  so  is  Bert  Parks' 
Bandstand  (11-noon). 

The  new  daytime  line  up:  10:05- 
11 — My  True  Story  will  continue; 
1 1 :05-noon  —  Self-contained  drama ; 
12:05-2 — no  network  service;  2:00-4 
— It's  Network  Time,  a  live,  musical 
variety  show,  featuring  Frank  Blair 
and  Don  Russell  as  co-m.c.'s,  Skitch 
Henderson  and  the  NBC  Band,  June 
Valli,  Arnold  Stang  and  Pat  Caroll 
and  Tommy  Leonetti. 

NBC  nighttime  radio  will  in- 
clude this  change  in  its  summer 
format:  Monitor  will  come  on  seven 
nights  per  week  during  the  daylight 
saving  time  months. 

"Sound-in-Depth"     recording : 

NBC  Radio  is  distributing  a  record 
of  its  Image  Russia  series,  which  in- 
cludes excerpts  of  the  show  aired  last 
week,  plus  additional  material  which 
could  not  be  broadcast. 

Network  tv  programing  notes: 
Dave  King,  tv  comedian  and  record- 
ing star  from  England,  has  been 
signed  by  Perry  Como's  Roncom  Pro- 
ductions to  replace  Milton  Berle 
on  the  Kraft  Music  Hall  (NBC  TV, 
Wednesday,  9-9:30)  starting  20  May 
.  .  .  ABC  TV,  beginning  6  April,  will 
run  Top  Pro  Golf  for  the  first  time 
in  a  nighttime  slot:  Mondays,  9:30- 
10:30.  All  Star  Golf,  the  Saturday 
late  noon  series  on  ABC  TV,  goes  off 
the  air  for  the  summer,  but  will  re- 
turn next  winter  for  Miller  Brew  and 
Reynolds  Metals  Co.  .  .  .  Bachelor 
Father,  alternating  with  Jack  Benny 
on  CBS  TV,  moves  to  NBC  TV 
mid-June,  on  Thursdays,  9-9:30  p.m., 
for  American  Tobacco  (Gumbinner) 
and  Whitehall  Labs  (Bates).  Behind 
Closed  Doors,  now  in  that  Thursdav 
p.m.  slot,  will  be  replaced  by  a  panel 
show.  Laugh  Line,  for  Whitehall,  to 
run  16  April  until  Bachelor  Father 
starts  .  .  .  Another  fall  line  up:  Mat- 
ty's Funday  Funnies,  a  new  cartoon 
characters  series,  will  air  Sunday,  5- 
5:30  p.m.,  11  October  on  ABC  TV, 
for  Mattel.  Inc.  (Carson-Roberts). 

Network  tv  sales:  Whitehall  Labs 
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( Bates),  to  join  Brown  &  Williamson 
this  week,  on  ABC  TV's  Naked  City, 
Tuesdays,  9:30-10  p.m.  .  .  .  Anseo 
division  of  General  Aniline  &  Film 
Corp.  enters  into  network  tv  for  the 
first  time,  via  one-third  of  CBS  TVs 
Playhouse  90  for  12  weeks  .  .  .  Gil- 
lette (Maxon).  for  horse  racing's 
Triple  Crown,  via  CBS  Radio  and  Tv, 
2  May,  16  May  and  13  June  .  .  . 
P&G  (Comptonl.  an  alternate  week 
sponsor  of  ABC  TV's  The  Real  Mc- 
Coys since  1  January,  begins  full 
sponsorship  of  the  show  this  week 
.  .  .  New  Business  for  the  Jack  Paar 
Show  (NBC  TV)  by:  Adolph's  Ltd., 
food  products  (McCann)  ;  W.  F. 
Schrafft  &  Sons  (Richard  Manoff'l  : 
The  RCA  Electron  Tube  Division  (Al 
Paul  Lefton )  and  The  Shakespeare 
Co.,  for  its  fishing  tackle,  through 
MacDonald-Cook  Co..  South  Bend. 

Network  tv  renewals:  Campbell 
Soup,  sponsors  of  Lassie  (CBS  TV) 
since  1953,  will  remain  with  the  se- 
ries for  the  1959-60  season  .  .  .  For 
the  Today  show  (NBC  TV  I  :  Niagara 
Therapy  Mfg.  (George  L.  Mallis)  ; 
Grove  Labs  (Cohen  &  Aleshire)  : 
Stern's  Nurseries  (Fairfax)  and  The 
Vitamin  Sales  Co.  (Fairfax). 

Network  radio  sales:    The  Notre 

Dame  football  games  will  be  aired 
for  the  second  consecutive  year  this 
fall.  Saturdays,  via  ABC,  for  Pontiac 
(MacManus,  John  &  Adams)  .  .  . 
Grey-Roek  division  of  Raybestos- 
Manhattan  (Gray  &  Rogers  I ,  making 
its  first  use  of  network  radio  via 
ABC's  Weekend  News,  starting  18 
April. 

New  affiliates:  KWJJ.  Portland. 
Ore.,  and  KLRA.  Little  Rock,  to  ABC 
Radio. 

They  were  awarded:  The  National 
Association  for  Better  Radio  and  Tv 
in  Los  Angeles  has  named  New  York 
Philharmonic  with  Leonard  Bernstein 
the  program -of -the -year  in  the 
group's  seventh  annual  national 
awards  selections.  Other  1958  tv 
NAFBRAT  winners: 
Drama — Hallmark  of  Fame,  NBC  TV 
Comedy — Ball-Arnaz    program.    CBS 

TV  ' 
Americana — Real  McCoys,  ABC  TV 
Adventure  and  Travel — Bold  Journey. 

ABC  TV 
Family  Situation — Father  Knows 

Best,  CBS  TV 


Variety  Show  Dinah  Shore.  NBC  T\ 
Interviews — Small    World,    CBS    TV 

i  Also  Besl  New  Program  i 
Quiz— What's  My  Line.  CBS  TV 

Network  personnel  notes:  Julius 
Barnathan,  ABC  T\  director  of  re- 
search, elected  a  v. p.  of  ABC  .  .  . 
Robert  Pauley,  to  the  newly-created 

position  of  Eastern  sales  manager  "I 
ABC     Radio   .   .   .   Milt      Fishman, 

named  director  of  radio  and  t\  news 
for  ABC's  Western  division. 


RADIO  STATIONS 


RAB's  Kevin  Sweeney  unveiled 
at  the  last  of  the  RTES  luncheon 
series  this  week,  the  prelimi- 
naries of  a  study  on  consumer 
listening-purchasing  patterns  re- 
lated to  supermarkets. 

Sweeney  cited  in  a  slide  presenta- 
tion, the  sales  impact  of  four  differ- 
ent products  in  four  markets  as  the 
result  of  certain  radio  schedules. 

It  is  RAB's  plan  to  sell  food  manu- 
facturers on  the  idea  of  pre-testing 
radio  against  other  media  in  a  mar- 
ket for  a  specific  product. 

D-Day  in  L.A. :  The  Dodge  Dealers 
Association  of  Southern  Cal.  (Grant  I 
starts  tomorrow  (29)  its  52-week  lui\ 
on  KLAC,  Los  Angeles,  calling  for 
10  consecutive,  exclusive  hours 
of  sponsorship  each  Sunday.  The 
contract  is  budgeted  "in  excess  of 
$200,000."  with  a  minimum  of  an 
additional  $200,000  scheduled  for 
over-all  advertising  and  promotional 
activities  throughout  the  year. 

New  service:  Effective  this  month. 
N.  E.  Paton,  Jr.  Associates,  Kan- 
sas City,  is  offering  a  new  consulting 
service  for  broadcasters,  making 
available  to  stations  a  public  rela- 
tions counsel  similar  to  those  offered 
to  other  types  of  business. 

Nostalgic    note:    Al    Pearce,    for 

more  than  40  years  a  star  in  all  t\  pes 
of  network  radio,  has  started  his  first 
stint  as  d.j.  on  KITO,  San  Bernar- 
dino, for  Sage's  Complete  Shopping, 
Wise  Owl  Stamps  and  the  performers 
own  Al  Pearce  Products. 

Ideas  at  work : 

•  By  invitation  onh  :  WILD.  Bos- 
ton, sponsored  a  "'Teen  Vge  Hock  n 
Roll  Concert'"  last  week  on  a  si r i<  1 1\ 
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invitational  basis.  The  gimmick:  In- 
vitations were  obtained  by  sending 
in  three  chef's  heads  from  an  outer 
wrapper  of  a  pizza  brand  advertised 
on  the  station.  The  response:  The 
first  1.500  postmarks  got  to  see  the 
show — about  2,000  other  requests 
had  to  be  turned  down  because  of 
space. 

•  Spreading  the  schedule  out: 
Donbar  Estates  (Miller  Advertising), 
real  estate  developers  and  private 
home  builders  for  the  Negro  market, 
is  appealing  to  that  group  via  a 
heavy  buy  on  WLIB,  New  York.  The 
campaign  calls  for  40  spots  during 
the  week  and  three  live  programs  on 
the  weekend — each  aimed  at  a  differ- 
ent segment  of  the  audience. 

•  The  contest's  over:  A  month  of 
answering  her  telephone  "WGR 
I  Buffalo  I  Tops  Them  All"  won  Mrs. 
Rose  Bevilacqua  $1,525.  The  bit:  One 
call  a  day  was  made  in  the  eight 
county  area  serviced  by  WGR,  each 
worth  $25,  in  search  of  the  station's 
winning  answer. 

•  Write  the  words,  win  the  stamps: 
This  was  the  gist  of  a  contest  recent- 
ly held  on  WQUA,  Moline,  111. 
Dubbed  the  "King  Korn  Karnival." 
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Ask  any  Pelry  man  for  details 


here's  how  they  worked  it:  One  word 
was  announced  following  each  com- 
mercial, with  entrants  receiving  a 
number  of  trading  stamps  for  each 
correct  word.  The  first  week's 
awards:  some  two  and  one-half  mil- 
lion stamps  went  to  the  16,000  cor- 
rect entrants. 

Add  daffodils :  To  benefit  the  Stock- 
ton Ports  Baseball  Club,  a  KJOY  d.j. 
will  sit  perched  on  a  flagpole  until 
700  box  seat  season  tickets  and  2,000 
general  admission  season  passes  are 
sold  .  .  .  Another  d.j.  daffodil: 
Norman  Beebe,  of  WGRO,  Lake 
City,  Fla.,  declared  champ  in  a  d.j. 
"Eat-A-Thon"  staged  at  a  sponsor's 
restaurant.  The  stunt  brought  the 
largest  crowd  ever  assembled  there  to 
watch  five  d.j.'s  eat  for  championship 
honors.  Beebe  consumed  10  lbs.  of 
food,  including  four  steaks  and  half 
a  cake  to  win  the  evening. 

Add  Friday  the   13th  gimmicks: 

KDKA,  Pittsburgh,  called  it  a  "good 
luck"  day,  inviting  listeners  with  13- 
letter  surnames  to  phone  the  station 
and  receive  a  prize  .  .  .  WISN,  Mil- 
waukee sent  a  character  named 
"Blackie  Katz"  to  roam  the  city,  com- 
plete with  derby,  cigar  and  turned- 
up  collar.  Object  of  the  promotion: 
to  pay  $13  to  the  people  spotting  him. 

St.  Patrick's  Day  pays  off:  WJOY, 

Burlington,  Vt.  called  the  Lord  May- 
or of  Dublin  and  recorded  the  con- 
versation. The  greeting  was  aired  20 
times  on  St.  Patrick's  Day,  with  all 
adjacency  spots  sold  to  a  gasoline 
and  tire  dealer  .  .  .  On  that  same  day, 
WKBR,  Manchester,  Vt.  held  a 
"Find  the  Blarney  Stone"  contest. 
Station  hid  ordinary  stones,  with  a 
shamrock  and  call  letters  painted  on 
them,  and  aired  clues  about  their 
location.  Each  Blarney  Stone  located 
was  worth  $50. 

Thisa  V  data :  WMGM,  New  York 
reports  that  during  the  past  12 
months,  more  than  4,200  charitable, 
civic,  social  and  religious  organiza- 
tions have  received  public  service 
time  over  the  station's  Neighborhood 
News  feature  .  .  .  KITE,  San  An- 
tonio, was  recently  changed  from  a 
1000  watt  day  timer  to  5000  watts — 
fulltime  .  .  .  First  with  the  news: 
KING,  Seattle  newsman  Dean  Bu- 
chanan  was  monitoring  the   fire   de- 


partment short  wave  radio  calls, 
when  he  hard  a  Lancaster,  Pa.  fire 
department  unit  report  on  a  plane 
crash.  He  was  the  first  to  inform  the 
Pa.  city's  police  department  (3,000 
miles  away  I  about  it  .  .  .  Anniver- 
sary note:  WFIL,  Philadelphia, 
marked  the  beginning  of  its  38th  year 
last  week. 

Station  purchase:  KTIP,  Porter- 
ville,  CaL,  to  Gateway  Broadcasters, 
Inc.,  brokered  by  Hamilton,  Stubble- 
field,  Twining  &  Associates. 

Kudos:  Grover  Golightly,  award- 
ed a  Savings  Bond  for  16  years  of 
continuous  service  to  WSPA,  Spar- 
tanburg, S.  C.  without  missing  a  day 
due  to  illness  .  .  .  WWDC,  Washing- 
ton, won  top  award  for  radio  edi- 
torials in  the  National  Headliner 
Club's  25th  annual  journalistic 
achievement  competition. 

Station  staffers:    John  Hardesty, 

v. p.  and  general  manager  of  RAB,  re- 
signs 15  May  to  become  a  v.p.  of 
Hamilton,  Stubblefield,  Twining  & 
Associates,  radio  and  tv  stations 
brokers  .  .  .  Gene  Tibbett  has  re- 
signed as  executive  v.p.  and  gen- 
eral manager  of  WRMA,  Montgom- 
ery, to  become  partner  and  general 
manager  of  WLAU,  Laurel,  Miss  .  .  . 
William  Hansher,  to  v.p.  in  charge 
of  engineering  and  Dorothy  Mur- 
phy and  Ken  Church,  to  directors 
of  Radio  Cincinnati,  Inc.  .  .  .  Allan 
Dale,  to  the  publicity-promotion  and 
production  departments  at  WOAI, 
San  Antonio  .  .  .  Tom  Mahaffey, 
named  advertising-promotion  direc- 
tor for  WJXT,  Jacksonville  .  .  .  Mey- 
er Bergsman,  to  local  sales  man- 
ager of  WBRE,  Wilkes-Barre  .  .  . 
Ruth  Levy,  to  director  of  publicity- 
public  relations  for  KFWB,  Holly- 
wood .  .  .  Rex  Jones,  named  pro- 
gram director  of  WSAI,  Cincinnati 
.  .  .  Jerry  Hendricks,  to  the  sales 
staff  of  WCHS.  Charleston,  W.  Va. 


RESEARCH 


Nielsen's    annual    summaries    of 
radio  and  tv  are  out  with  the  fol- 
lowing highlights: 
In  Tv: 

•  Commercial    stations    in    opera- 
tion— 491   (in  January). 

•  Number  of  tv  homes  which  can 
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(fall  of   195b1  i. 

•  Average  dail)  viewing  hours  in 
January  —  (>:()(>.  compared  t<>  5:57 
during    L954-58. 

•  Heaviest  viewing  quintile  (in 
January  I  listened  an  average  of 
10:42  hours  daily;  lightest.  L:28 
hours. 

•  During  8-10  p.m.  period  in  Jan- 
uary, number  of  homes  viewing  per 
average  minute  was  2V>.<)  million. 

In  radio: 

•  In-home  listening  this  winter 
came  to  1 :52  hours  in  average  home 
daily  compared  to  1:49  hours  last 
winter. 

•  Weekday  in-home  viewing  went 
up  between  10  a.m.  and  "Noon,  de- 
clined  between  8-10  a.m. 


TV  STATIONS 


For  the  first  time  in  the  state's 
history,  the  Maine  State  Senate 
granted  tv  cameramen  permis- 
sion to  film  proceedings  during 
regular  sessions  and  at  commit- 
tee hearings. 

WCSH-TV,  Portland  is  taking  the 
bows  for  its  editorial  efforts  in  this 


decision,  and  will  now  cover  the  beat- 
ings on  the  floor  of  both  houses,  as 
well  as  bearings  on  bills  of  interest 
to  \  iewers. 

Business  ut  the  convention: 
Ampex  reports  it  sold  2'.\  \  ideo- 
lape  recorders  and  a  total  volume  of 
orders  for  equipment  approximating 
1.3  million  .  .  .  R(!A  reports  at  least 
six  orders  for  their  tape  machines. 

Ideas  at  work: 

•  The  winner  and  new  champion: 
\rthur  Pardoll,  of  FC&B  placed  first 

in  WCAU-TV's  (Philadelphia! 
"What's  Your  Movie  IQ"  contest, 
run  by  the  station  to  promote  its 
Paramount  feature  film  package.  Hi- 
prize:  A  17-inch  portable  t\  set. 

•  A  WHAS-TV,  Louisville  docu- 
mentary on  tornados  can  be  credited 
with  stirring  up  enough  public  inter- 
est to  minimize  future  disasters.  The 
film  showed  the  need  for  an  effective 
tornado  warning  system,  and  one 
week  later  it  was  set-up. 

•  They  found  the  wax  to  a  time- 
buyer's  heart:  KABC-TV,  Los  An- 
geles, mailed  heart-shaped  boxes  of 
candy     to    agency    personnel    with    a 


"Love  you  .  .  .  hope  you  l<>\<-  us" 
note  attached.  \  tie-in  was  made  with 
See's  Candy  Co.  for  1,000  one-pound 
boxes  ol  cand)  in  exchange  l>>i  equal 
air  time  amounting  t"  $2,250. 

Tv  station  notes:  KTES-TV,  Nac- 
ogdoches, I  ex.,  went  on  the  ail  last 
week  as  a  satellite  of  KTRK-TV, 
Houston,  carrying  it-  regular  pro- 
graming from  1:00  p.m.  on  .  .  .  Leon 
Gorman,  former  president  and  gen- 
eral  manager  of  the  Community  Tele- 
casting Service,  filed  an  application 
with  the  FCC  h>r  Channel  7.  Ban- 
gor. Me.,  with  WLPG-T\  as  it-  pro- 
posed call  letters  .  .  .  The  Spring- 
field Tv  Broadcasting  Corp., 
Springfield,    Ma—.,    announced    thai 

sales  in  1958  reached  an  all  time 
high,  with  billings  well  over  SI  mil- 
lion, and  that  the  new  satellite  sta- 
tion, \\  RLP,  Greenfield,  was  "paying 
its  own  way-  an  unusual  situation 
for  a  satellite." 

Thisa  *n*  data:  WSAZ-TV.  Hunt- 
ington-Charleston,   bought    NCAA 

rights  and  circuits  from  Louisville  to 
televise  \\  .  Va.  Lniv.  garni-  in  the 
NCAA    Basketball  Tournament.      ^ 


Good- 
Good  Morning 

In  WILKES-BARRE  and  HAZLETON  is 

listening  to  WILK—  and  most 

everyone  does  just  that 

Pulse*  proves  that  more  people  in  Wilkes-Barre  —  Hazleton  Area 
start  the  day  right  by  listening  to  WILK.  Wilk  has  just 
the  right  combination  of  up-to-the-minufe  news — 

eye  opening  music  —  and  good  entertainment. 

WILK's  outstanding  programing  throughout  the  day  continues  to 
attract  the  wide-awake  listenership  which  controls  the  purchasing  dollar. 

•  Highest  power,  greatest  penetration.  •  Lowest  cost  per  thousand. 

•  Best  record  of  growth.  •  Most  extensive  merchandising  support. 


Wilkes-Barre,  Pennsylvania  •  Call  Avery-Knodel  for  details 

THE    ONLY    A.    B.    N.    AFFILIATE    IN    NORTHEASTERN    PENNSYLVANIA 

*Pulse  Wilkes-Barre— Hazleton  Metropolitan  Area— November  1958 
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SPECIALS 

(Cont'd  from  page  31) 
behind""  an  event,  such  as  the  April 
preview   which  will   take  the  viewer 
behind  the  story  of  the  play,  Sunrise 
at  Campobello. 

Others  in  prospect  at  NBC  TV: 
special  news  summaries  shot  abroad 
with  newsmen  David  Brinkley  and 
Chet  Huntley;  return  of  the  Hallmark 
Playhouse,  Jerry  Lewis,  Dean  Mar- 
tin, and  Emmy  and  the  Oscar  Awards 
shows;  an  hour-long  musical  with 
dancer  Gene  Kelly;  three  or  four 
operas  with  both  modern  and  tradi- 
tional music  including  Amahl  and  the 
Night  Visitors;  a  presentation  of  the 
world  as  seen  through  the  eyes  of 
Mark  Twain;  from  six  to  13  pro- 
grams on  the  history  of  musical  com- 
edy :  a  possible  repeat  of  Peter  Pan 
for  a  new  generation  of  tv  youngsters; 
a  major  musical  presentation  of  the 
ever-popular  children's  favorite,  Win- 
nie the  Pooh. 

CBS  TV  also  has  ideas  for  dozens 
of  specials  in  the  back  of  its  corpo- 
rate    planning     head — but     nothing 


which  as  of  presstime  had  been  firmed 
with  sponsors  or  with  producers.  This 
week  initial  fall  plans  are  being  final- 
ized, with  the  possibility  of  one  spon- 
sor picking  up  the  tab  on  40  specials. 

Conversation  with  network  pro- 
gram chiefs  leads  to  the  conclusion 
that  less  than  half — probably  40% — 
of  all  specials  are  network-originated. 
The  others  are  packages  of  stars'  com- 
panies (such  as  Hope  Enterprises, 
Bing  Crosby  Enterprises). 

Creation  of  special  shows  by  per- 
sons within  the  network  structure  puts 
a  high  premium  on  staff  creativity 
and  on  imaginative  leadership  from 
the  top  levels.  That's  why  the  top  net- 
work men  have  heavy  theatrical  and 
show  business  experience  and  a  rap- 
port or  empathy  with  performers  and 
creative  producers  and  directors. 

Empathy  as  Richard  Lewine,  direc- 
tor of  special  programs  for  CBS  TV, 
puts  it,  is  a  necessary  ingredient  in 
the  programing  mix  of  specials.  He 
explains  that  top  stars  with  marquee 
value,  the  ones  most  in  demand  for 
these  shows,  have  a  tendency  to  work 


DETROIT?  PITTSBURGH? 
NEWARK? 


&*******tm 


.-k.Y»»,*->^v 


NO,  THIS  IS   "KNOE-LAND" 

(embracing    industrial,    progressive    North    Louisiana,    South    Arkansas, 
West    Mississippi) 

JUST   LOOK   AT  THIS   MARKET    DATA 


Drug  Sales 
Automotive  Sales 
General  Merchandise 
Total  Retail  Sales 


$  40,355,000 
$  299,539,000 
f  148,789,000 
$1,286,255,000 


Population  1,520,100 

Households  423,600 

Consumer  Spendable  Income 

$1,761,169,000 
Food  Sales  $    300,486,000 

KNOE-TV  AVERAGES  79.4%  SHARE  OF  AUDIENCE 

According  to  December  1958  AR8  we  average  79.4%   of  audience  from  Sign  On  to  Sign  Off  7  days  a 
week.    During   363   weekly  quarter   hours    it   run   80%    to   98%. 


KNOE-TV 

Channel  8 
Monroe,  Louisiana 


CBS     •    A  B  C 

A   James   A.    Noe   Station 

Represented    by 

H-R   Television,    Inc. 


Photo:     The    Crossett    Company — producers    of    lumber,    paper,     chemicals    and    charcoal- 
Orossett,  Arkansas. 


best  with  people  of  whom  they've 
heard,  whose  work  they  know  and  for 
whom  they  have  respect. 

As  intra-network  bidding  height- 
ens, one  point  of  difference  which 
may  sway  a  star  toward  a  particular 
network  is  the  production  team  which 
it  offers.  It's  network  management's 
job  to  know  how  best  to  use  writers, 
producers  and  directors  and  to  slot 
them  into  shows  which  demand  they 
exercise  their  specialties. 

The  most  urgent  and  severe  prob- 
lem in  the  production  of  specials  is 
availability  of  properties.  Performers 
are  abundant,  though  expensive,  and 
are  being  drawn  mainly  from  motion 
pictures  and  theatrical  realms.  Be- 
cause a  one-shot  is  just  that — a  single 
chance  to  reach  a  mass  audience — 
the  unknown  or  the  sleeper  has  little 
chance  to  be  booked  as  a  special. 
And,  even  though  the  star  has  the 
greatest  single  appeal  for  the  viewer, 
the  property  must  also  have  many 
elements  of  attraction. 

The  first  concept  in  the  progression 
of  specials  planning  is  quality,  with 
the  commercial  angle  a  second, 
though  vital,  consideration.  So  says 
ABC's  Bob  Lewine.  Client,  agency 
executive  and  network  agree  in  this 
approach,  he  says,  and  there's  never 
conflict  on  taste — only  on  entertain- 
ment value. 

Entertainment  value  brings  in  the 
big  audiences — and  costs  of  most 
specials  are  such  that  a  large  audi- 
ence is  mandatory. 

A  two-hour  special  can  easily  cost 
a  sponsor  $450,000  to  $500,000  for 
talent  and  production  alone.  The 
least  expensive — again  exclusive  of 
time — is  probably  a  jazz  show  at 
$150,000  for  an  hour,  in  the  opinion 
of  CBS  TV's  Dick  Lewine.  With  a  big 
star  in  a  variety  show  an  hour  long, 
the  tab  soars  to  $200,000  whereas  a 
"name"  in  a  dramatic  show  usually 
results  in  a  lower  figure — $180,000. 

Some  advertisers  are  happy  with  a 
smaller  audience.  A  telecast  of  the 
New  York  Philharmonic  would  have 
unusual  advantages  for  Ford  Motor 
Co.  which  Timex  (U.  S.  Time)  and 
its  inexpensive  line  might  not  gain. 
So  the  latter  buys  jazz  shows. 

But  even  the  "average"  special 
gets  a  gigantic  audience.  A.  C.  Niel- 
sen, in  comparing  ratings  for  last 
season's  shows,  reports  each  special 
averaged  a  25.4%  or  "well  over  10 
million  homes."  And  the  average  au- 
dience share  was  40%. 
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And  this  season,  rating  12  specials 
in  three  ways,  it  came  up  with  these 
additional  comparisons:  high,  28.6'  <  ; 
middle,  26.5%;  low.  23.0%— with 
high,  middle  and  low  referring  to 
educational  levels  of  the  audience. 
Here's  what  Nielsen  reports  as  aver- 
age audience.  Compare  these  specials 
ratings  with  non-specials  ratings  for 
non-specials   by    program   t\pes: 

As  ratings  go  up  and  as  client  de- 
mand for  specials  increases,  costs  of 
course  tend  to  go  up  too.  Time  costs 
are  closely  correlated  with  gains  in 
set  circulation  within  network  mar- 
ket lineups.  These,  because  of  tv's 
saturation,  increase  more  slowly. 

The  costing  rule-of-thumb,  how- 
ever, is  that  the  live  talent  in  toto 
accounts  for  about  35%  of  the  total 
talent-production  cost  (exclusive  of 
time).  Thus  a  typical  special  tagged 
at  $350,000  (time  extra  I  would  be 
budgeted  this  way:  $100,000.  talent; 
$75,000  to  $100,000,  production; 
$50,000  to  $75,000,  property  rights, 
staff,  writers,  etc. 

Therefore,  at  an  average  of  $300.- 
000  including  time,  the  total  invest- 
ment sponsors  ma\  make  in  special- 
next  season  might  well  reach  an  astro- 
nomical $36  million.  t^ 


Sears, 

Roebuck   and   Co. 

Picks 

Jacksonville 


•-w 


Sears,  Roebuck  and  Co.  has  picked 
Jacksonville  for  its  huge  multi-mil- 
lion dollar  store — its  largest  retail 
store  in  the  South.  Sears'  new  store 
is  a  welcome  addition  to  the  rapid- 
h  expanding  North  Florida  econo- 
m\  and  it  is  evidence  of  Sears'  faith 
in  the  State  of  Florida's  Gateway 
City. 

AND  JACKSONVILLE 
PICKS  WFCA-TV 

NBC  and  ABC  Programming 

Represented    nationally   by 
Peters,  GrifFm,   Woodward,  Inc. 

(Third  of  a  Series 


WFG A  —  TV 
Channel   12 

Jacksonville,  Florida 

FLORIDA'S     COLORFUL     STATION 


ESQUIRE 

{Cont'd  from  page  39) 

onus  away  from  shoe  shining,  we're 
going  to  make  it  physically  easier  to 
get  a  shine  with  a  new   product." 

It's  a  completely  new  shoe  shine  kit 
which  Esquire  will  soon  introduce. 
Called  a  "Shoe  Care  Bar,"  it's  de- 
signed to  do  away  with  the  g\  mnas- 
tics  involved  in  getting  a  shine,  fas- 
tens to  any  door  or  wall,  and  aligns 
the  shoe  at  waist  height. 

The  device  appears  in  the  sell  por- 
tion (second  half  I  of  the  paste  wax 
commercial,  when  a  shoe  is  placed  on 
it.  Advertising  for  the  item  will  be 
heavily  dealer  co-oped. 

Another  new  product  (an  upgrad- 
ing item  directed  at  women)  basical- 
ly involves  a  packaging  change — a 
line  of  aerosol  polishes  in  decorator 
containers  for  sale  in  quality  stores, 
preferably  as  a  group  item.  Local 
advertising  will  be  co-oped. 

This  is  how  Esquire  is  combining 
its  three  expansion  possibilities,  feel- 
ing that  the  high  shine  it  is  giving  its 
own  product  image  will  enlarge  the 
shoe  polish  market  as  a  whole.  New 
product  introductions,  now  aimed  at 
easing  and  upgrading  shoe  polishing, 
will  pave  the  way  for  future  new  Es- 
quire products. 

The  company  (whose  corporate 
name  is  Knomark,  Inc.)  has  reached 
this  pace-setting  position  in  the  14 
years  since  1945  when  it  started  ad- 
vertising— working  with  the  Mogul 
agency  on  a  total  appropriation  of 
approximately  $25,000. 

First  objective  with  this  limited 
budget  was  to  gain  extensive  distri- 
bution in  the  New  York  market.  This 
was  accomplished  with  a  three-month 
saturation  campaign  on  tv,  direct 
mail  and  promotions  on  the  retail 
level. 

Strategy  called  for  a  market  by 
market  expansion  program,  with  new 
sales  targets  as  the  basis  for  addition- 
al budgets.  As  business  expanded. 
Knomark  poured  larger  sums  into 
market  research,  product  improve- 
ment, packaging  and  advertising. 

In  1950.  Knomark  became  the  first 
shoe  polish  maker  to  enter  network 
television,  via  Blind  Date  on  1  1  \RC 
TV  stations  (the  total  hookup  at  thai 
lime).  The  campaign  was  pie-mer- 
chandised to  dealers  to  show  them 
what  Esquire  was  doing  to  build  con- 
sumer franchise. 

{Article   cont'd   next   page  I 


ONE  BIG  MARKET 
TWO  BIG  CITIES 
OMAHA-LINCOLN 
COVERED  BY  ONE 

BIG  STATION: 

CHANNEL  THREE 
ARB  PROVES  IT 
ASK  PETRY  ABOUT 


I 


KEN    PERRY 
Popular    air    salesman 


Another    Reason 

KXOA 

.NO.  I*. 

DYNAMIC 

SACRAMENTO 


Pulse  Oct.  '58  'Latest  Metro* 

Rep:   McGavren-Quinn 
VP-Mgr:  Howard   Haman 
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.QUIRE 

iit'd  from  page  71) 

For  the  1950-51  season.  Esquire 
sponsored  Hold  That  Camera,  low 
budget  variety  show  on  ABC  TV, 
dropped  after  13  weeks. 

In  1951,  Knomark  began  to  broad- 
en distribution.  In  addition  to  shoe 
stores,  shoe  repair  shops  and  depart- 
ment stores.  Esquire  gained  distribu- 
tion in  variety,  drug  and  hardware 
outlets. 

To  create  added  consumer  de- 
mand. Knomark  bought  participa- 
tions in  Kate  Smith's  noontime  NBC 
TV  show.  (An  hour  strip  was  pur- 
chased during  the  '51-52,  '52-53  sea- 
sons. ) 

In  order  to  reach  the  non-television 
homes  with  greater  frequency,  NBC 
Tandem  Badio  was  added — a  three- 
time-a-week  participation,  once  each 
on  three  programs.  At  this  time, 
Skuff-Kote  was  successfully  intro- 
duced. 

The  next  major  distribution  expan- 
sion was  into  food  stores,  starting 
early  in  1953.  To  back  this,  Kno- 
mark placed  the  Esquire  line  on  Ar- 
thur Godfrey's  CBS  tv/radio  shows, 
a  single  investment  of  over  $1  million. 


This  budget  was  supported  by  an  ad- 
ditional expenditure  for  magazine 
ads,  car  cards,  merchanidsing  aids. 

The  program  vehicle  during  the 
"53-54,  '54-'55  seasons  was  Masquer- 
ade Party  on  NBC  TV.  By  now, 
Esquire  had  copped  25'  '<  of  the  mar- 
ket (sponsor,  24  January  '55). 

Esquire  co-sponsored  Caesar's 
Hour  on  NBC  TV  in  '55-56,  '56-57. 
In  the  spring  of  '57,  this  buy  was 
supplemented  with  Masquerade  Party 
over  87  NBC  TV  stations.  In  the 
fall  of  1957,  Knomark  bought  into 
the  Perry  Como  Show  with  a  lineup 
of  180  NBC  TV  stations.  By  now, 
both  Lano-Wax  and  Lanol-White  had 
been  added  to  the  Esquire  line. 

Then,  in  January.  1958,  Bevlon 
purchased  Knomark.  Following  a 
second  season  on  the  Como  show, 
Esquire  was  also  advertised  on  the 
Garry  Moore  Show  in  the  Fall  of  '58. 

The  current  spot  campaign  repre- 
sents Esquire's  entry  into  spot  tele- 
vision after  nearly  10  years  as  a  net- 
work advertiser.  From  the  initial  ex- 
penditure of  $25,000,  sponsor  esti- 
mates that  $21/1>  million  dollars  were 
spent  in  1958,  and  that  the  1959  bud- 
get will  approximate  this  figure.    & 


THINGS 


/ 


ARE  POPPING 


WBZ's  got  "me  town  jumping.  With  exciting  new  ideas. 
Like  the  Sunday  Afternoon  Popularity  Parade.  Bright  and 
bouncy,  it  spotlights  each  one  of  the  station's  popular 
deejays.  Like  the  new  Saturday  Night  Club.  A  unique 
approach  to  live  record  parties,  with  tight  production  and 
timely  news  specials.  Light,  lively,  listenable  .  .  .  that's  the 
new  sound  that's  catching  the  crowds  on  Boston's  Most 
Popwfar  Station. 


Represented  by  PGW 


*W   o 


°jAU     1030 

BOSTON 
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Westinghouse  Broadcasting  Company,  Inc. 


OFF-BEAT  ITEMS 

[Cont'd  from  page  43) 

Lawn-Boy.  and  it  has  become  an  im- 
portant part  of  their  pre-stocking 
pitch  before  a  campaign. 

The  line  in  which  this  chain  reac- 
tion had  the  least-expected  effect: 

Plastic  Steel.  Here  is  a  product — 
directed  at  men — that  called  for  lots 
of  explanation  when  it  was  woven 
into  the  radio  schedule.  Copy  script- 
ed by  EWR&R  not  only  went  into 
ease  of  application,  how  to  use,  but 
where  to  apply  and  why  use.  In  two 
weeks  after  a  saturation  campaign 
was  launched,  dealers  had  sold  more 
plastic  steel  than  at  any  previous 
time,  and — the  unexpected  element — 
were  noting  a  rise  in  plastic  alumi- 
num sales  as  well,  a  distinct  carry- 
over, not  mentioned  in  the  radio  copy 
or  advertised  elsewhere  (except  in 
Tryon  dealer  catalogues).  Try  on  v.p. 
and  general  manager,  W.  Blakely 
Chandlee.  credits  the  radio  promotion 
with  selling  "easily  500  times  more 
kits  of  this  item  since  we  put  it  on 
the  air.  It  also  gave  us  an  additional 
120  outlets  for  the  item." 

"Interestingly,"  he  notes,  "a 
Reader  s  Digest  article  on  this  prod- 
uct failed  to  hypo  sales  in  other  areas 
even  remotely  as  much  as  radio  did 
in  the  Philadelphia  area." 

For  its  increased  promotion  with 
Tryon  under  the  new  contract,  Dev- 
con  Plastic  Steel  Co.  is  making  win- 
dow streamers  and  merchandise  kits, 
plugging  WIP  personalities  available 
to  stores.  In  this  case,  manufacturer 
and  wholesaler  will  be  joining  in 
the  advance  dealer  build-up  pitch. 
Chandlee  advises  a  month  for  this 
pre-campaign  planning  to  insure  sell- 
ing the  in-store  promotion  idea  and 
to  insure  sufficient  stocking. 

All  Tryon  salesmen  carry  promo- 
tional aids,  radio  schedules  and  cov- 
erage maps  with  them  on  their 
rounds. 

Another  important  reason  for  deal- 
er promotions  is  that  many  products 
rely  heavily  on  a  recognition  factor. 
This  is  particularly  true  of  novelty 
and  children's  products: 

Ballistic  Missile.  In  the  welter  and 
similarity  of  kids'  toys  it's  hard  to 
make  one  or  two  stand  out.  Chandlee 
and  the  agency  have  given  a  lot  of 
thought  to  this  problem.  Tryon  is 
one  of  the  largest  toy  wholesalers  in 
the  country.)  "Tv,  with  its  identifi- 
cation value,  presented  a  cost  prob- 
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lem  that  couldn't  he  surmounted  with 
the  range  ol  products  Tryon  strategy 
encompasses."  sa\s  Chandlee.  So  ra- 
dio cop)  was  carefull)  geared  to  time 
slots  (dad-son  emphasis  in  driving 
times,  mother-child  emphasis  during 
late  morning  and  afternoon),  ex- 
tolling the  virtues  of  an  Alpha  Bal- 
listic Missile.  So  that  it  would  be 
readily  recognized  in  stores,  a  hea\  5 
build-up  with  dealers  to  insure  dis- 
plays preceded  the  campaign.  All  of 
this  brought  what  Chandlee.  an  old 
hand  at  moving  toys,  describes  as 
"phenomenal"  results. 

The  problems  in  moving  power 
mowers,  to\s.  even  plastic  steel,  are 
minimal  compared  to  promoting  suc- 
cessfully, such  specialized  products  as: 

•  Septic  aid  and  cleaner  (a  septic 
tank  cleanser).  Copy  was  aimed  at 
suburban  and  rural  dwellers. 

•  Intermatic  Time-All  I  an  electric 
timer).  Its  many  uses  had  to  be  fully 
detailed. 

•  Automatic  lamp  timers  (a  bur- 
glar routing  device ) 

•  Sta-Put  (rug  spray  to  prevent 
slipping) 

•  Root-0  (a  drain  cleaner  i 

It  becomes  obvious  from  this  list 
why  the  agency  recommends  60-sec- 
ond  copy  for  products  that  most  peo- 
ple don't  know  exists. 

Importance  of  pinpointing  audi- 
ence becomes  apparent,  too.  Copy  is 
tailored  to  the  audiences  of  the  WIP 
personalities  who  read  it — Jack  Pyle, 
who  discovered  a  large  audience  of 
salesmen  during  the  day  who  objected 
to  being  called  "the  ironing  board 
set"  and  are  now  members  of  a 
"Pyle  Drivers''  salesmen's  club  num- 
bering over  2,000;  Bob  Menefee,  the 
late  traffic  hour  man;  Joe  McCauley. 
the  early  morning  man:  and  Dan 
Curtis  and  Gene  Milner.  who  hold 
down  the  evening  slots. 

As  Tryon  executives  see  it,  this 
experiment  is  proving  the  value  of 
creating  demand  for  a  product  in 
advance  and,  as  Chandlee  puts  it. 
"radio's  ability  to  do  this."  It  has 
been  an  eye-opener,  he  says,  to  manu- 
facturers who  have  relied  almost  sole- 
ly on  displays  and  distributor  calls. 

Chandlee  sees  no  difficulty  in  sell- 
ing his  commitment  of  2.000  spots 
this  year.  "A  manufacturer  contract- 
ing for  prime  air  time."  he  says 
"would  spend  about  $22.50  a  minute. 
We  get  that  time  for  roughly  $18.50. 
On  top  of  that  we  share  the  cost  50- 
50 — a  break  all  around."  ^ 
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says  Jim  Allen,  Sales  Manager 

WBZ-TV 

BOSTON 

The  POPEYE  tidal  wave  has  hit 
Boston  and  swamped  the  competi- 
tion. "POPEYE'S  an  absolute 
knockout,"  writes  WBZ-TV  Sales 
Manager,  Jim  Allen. 

"Wherever  we  place  him, 
POPEYE  carries  off  top  rating 
honors  and  builds  strong 
audience  following.  We  run 
POPEYE  daily  at  5  P.M.,  Sun- 
day evening  at  6  P.M.,  and  six 
days  per  week  on  our  Big 
Brother  show.  His  ratings  are 
more  than  50%  higher  than 
even  such  network  standouts 
as    American    Bandstand." 

WBZ-TV  proves  there's  no  such 
thing  as  "over-exposure"  for 
POPEYE.  Many  stations  have 
been  running  him  for  years  with 
complete  sponsor  sell-outs. 

Why  not  cut  your  station  a  big 
slice  of  top-ratings  and  sponsor 
backing  with  reliable,  irresistible 
POPEYE? 

.a. 

UNITED  ARTISTS  ASSOCIATED,  inc. 

NEW  YORK,  345  Madison  Ave.,  MUrray  Hill  6-2323 
CHICAGO,  75  E.  Wacker  Dr.,  DEarborn  2-2030 
DALLAS,  1511  Bryan  St.,  Riverside  7-8553 
LOS  ANGELES,  9110  Sunset  Blvd.,  CRestview  6-5886 


Tv  and  radio 
NEWSMAKERS 


David  C.  Moore,  president  of  Transcon- 
tinent  Tv  Corp.  concluded  an  agreement 
last  week  that  puts  Jack  Wrather's  Marietta 
Broadcasting  stations  under  TTC's  owner- 
ship and  operation.  The  value  of  these  com- 
bined properties  is  placed,  by  Moore,  at 
about  $30  million.  Subject  to  FCC  ap- 
proval, the  transaction  provides  for  an  ex- 
change of  TTC  stock  for  Marietta's,  which 
is  owned  by  Wrather  and  Edward  Petry  &  Co.  Marietta  stations  are: 
KFBM-AM  &  TV,  San  Diego;  and  KERO-TV,  Bakersfield,  Cal. 
Moore  was  elected  president  of  TTC  upon  its  formation   in   1955. 

William    D.    Tyler   has   been   elected    an 

executive  v.p.  of  Benton  &  Bowles,  which 

is  in  line  with  the  agency's  expansion  of 

its  creative  departments.  He  joined  B&B  in 

the  summer  of  1958  as  v.p.  in  charge  of 

creative  services.  Prior  to  that,  Tyler  was 

chairman  of  the  plans  board  of  Leo  Burnett 

Co.,   Chicago.    During   his    10  years   with 

Burnett,  he  organized  its  copy  department 

and  served  as  its  first  copy  chief.    Tyler's  career  has  also  included 

posts  with  Y&R.  Dancer-Fitzgerald-Sample  and  ad  manager  of  Borden. 

Wickliffe  W.  Crider  has  been  named  a 
v.p.  in  the  radio/tv  department  at  Young 
&  Rubicam.  He  joined  Y&R  in  1956  as 
director  of  program  operations  in  the 
agency's  Hollywood  office,  and  was  trans- 
ferred to  the  New  York  office  in  1958,  as 
a  supervisor  on  General  Foods'  tv  shows. 
Before  coming  to  Y&R,  Crider  held  execu- 
tive positions  in  the  tv  program  depart- 
ments of  several  agencies.  In  his  new  position,  Crider  will  be  a 
general  supervisor  on   all  tv  accounts,  reporting  to  Pete  Levathes. 

Franklin  C.  Snyder,  general  manager  of 
WTAE,  Pittsburgh,  since  April,  1958,  has 
been  elected  v.p.  of  Tv  City,  Inc.,  licensee 
of  the  station.  He  will  continue  to  serve  the 
Channel  4  operation  as  general  manager. 
Snyder's  background  in  the  tv  and  adver- 
tising field  began  in  1949,  when  he  directed 
the  building  and  opening  of  WXEL-TV, 
Cleveland.  He  served  as  v.p.  and  general 
manager  of  the  station  until  it  was  sold  in  1955.  Snyder  then  joined 
the  Cleveland  office  of  McCann-Erickson,  Inc.,  as  a  v.p.  and  director. 
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TAMPA -ST.  PETERSBURG 

...market  on  the  move! 


Big  business  is  brewing  in  the  MARKET- ON -THE- 
MOVE  .  .  .  Tampa -St.  Petersburg!  Giant  industries,  like 
110  Year  Old  Jos.  Schlitz  Brewing  Co.,  are  dotting  the 
area  with  the  world's  most  modern  plants!  Over  800,000 
barrels  of  beer  a  year  will  flow  from  the  Schlitz  $20,000,000 
Tampa  plant — marking  the  first  time  a  premium  beer  will 
have  been  brewed  in  Florida!  As  progressive  industry 
pours  in,  it  compounds  the  amazing  business  growth  that 
has  put  Tampa-St.  Petersburg,  one  large  trading  area,  in 
the  TOP  30  MARKETS— now  30th  in  retail  sales,  27th 
in  automotive  sales,  29th  in  drug  sales! 

Capture  this  rich  market  with  the  STATION -ON- THE- 
MOVE  —  WTVT— first  in  total  share  of  audience*  with  34 
of  the  top  50  programs!  WTVT,  with  highest-rated  CBS 
and  local  shows,  blankets  and  penetrates  the  MARKET- 
ON  -  THE  -  MOVE   .   .   .  TAMPA-ST.   PETERSBURG. 

*Latest  ARB 


station  on  the  move . . . 

WTVT 

TAMPA  -  ST.  PETERSBURG 
Channel  13 


The  WKY  Television  System,  Inc 


WKY-TV 

Oklahoma  City 


WKY-RADIO 

Oklahoma  City 


WSFA-TV 

Montgomery 


Represented  by  the  Katz  Agency 
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Postscript  on  the  convention 

Even  though  the  NAB  Board  urged  that  station  delegates 
to  the  recent  NAB  Convention  in  Chicago  be  limited  to  gen- 
eral managers  and  chief  engineers,  registered  attendance 
exceeded  last  year's  meeting  by  several  hundred. 

This  was  a  thinking  man's  convention  with  numerous  side 
sessions  (mainly  group  operators  who  took  this  occasion  to 
bring  together  their  stations).  Some  said  that  the  atmosphere 
was  too  sober  and  business-like — that  in  an  industry  like  tv 
and  radio  an  element  of  showmanship  was  lacking. 

We  think  it  was  a  good  convention  reflecting  the  growing 
maturity  of  a  tremendously  important  industry.  But  we 
suggest  one  or  two  improvements  for  conventions  to  come: 

1)  Additional  emphasis  on  the  problems  of  the  man  who 
foots  the  broadcast  bill,  such  as  media  cost  analysis 
and  improved  programing. 

2)  Representation  of  syndicated  film  on  the  agenda. 

3)  Concentration  of  service  suites,  possibly  on  a  single 
floor,  to  minimize  the  problem  of  getting  around. 

TV  tape  competition 

With  this  NAB  Convention,  competition  among  tv  tape  re- 
corders became  a  reality.  Now  RCA  with  both  black-and- 
white  and  color  (tv  tape  recorders)  is  in  a  position  to  produce 
this  equipment  in  quantity. 

RCA  decided  to  make  its  recorders  completely  compatible 
in  order  to  take  advantage  of  the  big  lead  that  Ampex  has 
built  up  with  more  than  300  recorders  already  in  use.  Not 
only  is  the  equipment  compatible;  so  are  the  prices.  RCA 
stresses  flexibility  and  ease  of  picture  adjustment  as  two  of 
its  key  features.  Ampex  stresses  not  only  its  seasoned  equip- 
ment but  extra  special  services. 

We're  glad  that  competition  has  finally  arrived  in  the  tv 
tape  field.  With  tv  tape  certain  to  influence  tv's  future,  such 
competition  will  accelerate  the  progress  of  the  entire  industry. 


THIS  WE  FIGHT  FOR:  A  conviction  among 
advertisers  and  agencies  that  radio  has  an 
established  place  in  the  American  home  which 
neither  tv  nor  any  other  medium  can  usurp. 


Sm 


lO-SECOND  SPOTS 

Contrib:  To  sponsor  from  WRVA- 
TV,  Richmond — "Goulda,  the  witch 
on  our  Saturday  night  Shock  eloped. 
Her  successor  is  billed  as  'The  Son 
of  Goulda,'  the  only  son  of  a  witch 
on  the  air."    Wanna  bet? 

Self-help:  Art  Ward,  manager  of 
The  Honeydreamers,  reports  a  new 
find  in  a  New  York  City  bookstall: 
1,001  Names  and  How  to  Drop  Them. 

Philosophy:  sponsor's  own  "Miss 
Chicago"  reports  the  following  sign 
on  the  bulletin  board  of  Leo  Bur- 
nett's media  conference  room:  "Don't 
tackle  vast  problems  with  half  vast 
ideas." 

Idle  hands:  From  "Letters  Column" 
of  N.  Y.  Herald  Tribune — "I  have  a 
six-year-old  daughter  who  is  not  do- 
ing much  outside  the  five  hours  per 
day  she  goes  to  school.  .  .  ."  Why 
not  let  her  try  her  hand  at  ivriting 
commercials? 

Specialist:  Personnel  head  at  a  N.  Y. 
rep  firm  was  looking  for  a  typist,  had 
a  girl  recommended  by  an  employ- 
ment agency  with  this  conditional 
warning:  "She's  very  good  but  she 
refuses  to  work  on  anything  but  an 
electric  typewriter." 

Kudo:  Overheard  in  a  Madison  Ave. 
agency — "He  may  be  a  no-good  ac- 
count exec,  but  he's  the  best  damn 
delivery  boy  we  ever  had." 

Air  vs.  print:  D.j.'s  Klavan  and 
Finch  of  WNEW,  New  York,  pulled 
this  one  at  an  RTES  meeting:  "Well, 
we've  got  to  hurry;  we're  due  at  a 
burning  of  the  Reader's  Digest." 

Quiz:  From  WGST,  Atlanta— 

1.  An  "opus"  is  a  musical  compo- 
sition.  What  is  the  plural? 

2.  What  word  is  incorrect  in  this 
sentence?  "He  lay  prone  on  the 
beach,  looking  at  the  stars." 

3.  "Zenith"  describes  a  summit. 
What  word  is  its  direct  opposite? 

4.  A  copywriter  once  wrote:  "He 
has  reached  the  epitome  of  success." 
Did  he  use  "epitome"  correctly? 

5.  At  least  one  word  can  be  used 
as  its  own  antonym;  do  you  know 
such  a  word? 

ANSWERS:  (1)  Opera.  (2)  Prone  means 
lying  face  down.  (3)  "Nadir."  (4)  No. 
"Epitome"  is  "a  part  typical  of  a  whole." 
(5)  "Cleave."  It  means  "to  separate  by  cut- 
ting"  and    "to  adhere  to  closely." 


76 


SPONSOR 


28  march  1959 


'i**. 

&. 


Take  TA 


and  See 


VlSiOU  J        IN  PinSBUUGH 


brewed    hot  with 
plenty   of1* 

local    flavor! 
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GROWING  WIT 
PITTSBURGH'S 
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"Me 


an 
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is  just  like  this!"  WJAR-TV  not  only  has  a  corner  on  quality  feature  films  in  the  Providence 
market,  but  also  exposes  them  with  rare  showmanship.  Morning  and  afternoon  films,  for  example, 
are  emceed  daily  by  personable  Jay  Kroll  who  asks  viewers  to  write  and  tell  him  what  they  would 
like  to  see,  then  waits  for  the  mailman  to  clue  him 
on  local  tastes.  Between  "acts",  Jay  interviews 
visitingcelebrities.and  leaders  of  local  and  national 
civic  groups.  "The  Jay  Kroll  Show"  —  another 
good  reason  why  WJAR-TV  has  won  the  TV  heart 
of  the  Providence  Market. 


10th  Anniversary  of  CHANNEL  10 


WJAR-TV 


NBC 


Cock-of-the-walk  in  the  PROVIDENCE  MARKET 
ABC*    Represented    by    Edward    Petry    &    Co.,    Inc. 
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